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‘Managements Must Be Increasingly Careful’ ... 


Prove Effectiveness of Your Papers 


as Media, Veckly Admonishes NBP 


Lasser’s Goldman Says 
Business Paper Revenue 
Was Off 4%, Net Off 20% 


PHOENIX, April 16—The busi- 
ness papers that prosper in the 
60s will be those which give the 
most proof of advertising effec- 
tiveness, John Veckly, director of 
the advertising division of U/S. 
Steel Corp., bluntly told the spring 
meeting of National Business Pub- 
lications here this week. 

His presentation was one of a 
score of speeches and round table 
discussions focused on business 
publishing problems in the next 
decade, the general viewpoint be- 
ing that opportunities will be 
bright for business papers, but 
that costs and other factors mean 
harder, more intelligent applica- 
tion of publishing know-how than 
ever before. 

“Management must be increas- 
ingly careful about how money is 
spent,” Mr. Veckly asserted. “They 
don’t want opinions about the 
value of advertising any more— 
they want proof. 

“We need,” he said, “more proof 
that your circulations contain the 
right people for us. More proof 
that your readers have an impor- 
tant say in the purchase of our 

(Continued on Page 166) 


Retiring Chairman Smith 
Urges Further Moves 


PHOENIx, April 16—A _ specific 


tration to work toward unification 
of the business press was voiced 
at the meeting of National Busi- 
ness Publications here this week 
by Richard P. Smith, of W. R. C. 


NBP board chairman. 

Declaring that if the business 
press is to achieve its complete 
destiny it must realistically deter- 
mine to “close ranks, unite and 
march forward together,” Mr. 
Smith said he hoped to achieve his 


during his administration but had 
not done so, despite “some prog- 
ress.” 


s “I should therefore like to make 
a very serious and deliberate rec- 
ommendation to my successor and 
the new board of directors of 
NBP,” he said. “I should like to 
propose that NBP extend the nec- 
essary initial invitations and en- 
courage the essential joint spon- 
sorship of a meeting in Washington 
to explore the possibilities of 
bringing the business press to- 
(Continued on Page 166) 


Toward ABP-NBP Merger 


charge to the incoming adminis- | 


Smith Publishing Corp., outgoing 


goal of “one [association] for all” | 


Available Market 


venient coupons for requesting 


coupons to request the data you 


This is the 12th annual “Market Data Issue” of ADVERTISING 
AcE. Starting on Page 79 and continuing through Page 153 will 
be found a special section devoted entirely to market data. In it 
there is a description of more than 1,500 pieces of market data 
available from media, trade associations and other sources. Con- 


out this section. Check through this wealth of material, write 
down the numbers of items you want, and then use the handy 


Data Is Cataloged 


this data are scattered through- 


would like to receive. 


} 


| 
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EAR THIS—Blair Laboratories has 
been running this ad in Columbus 
|and Rochester to test its new Kerid 
ear drops. Other newspaper adver- 
| tising appears in Buffalo. The test 
|campaign is slated for 26 weeks. 
| Doyle Dane Bernbach, New York, 
is the agency. 


Dailies’ National 
Ad Volume in ‘58 
Off 5%, BofA Says 


GM, Ford, Chrysler 
Were 1-2-3 in 1958 
Despite Big Cutbacks 


New York, April 15—National 
advertising in newspapers in 1958 
was down 5.1% from 1957, sliding 
from a volume of $757,401,000 to 
$719,049,000 last year. 

The final 1958 estimates for 
newspaper expenditures, made 
public today by the Bureau of 


g Age ; 


Second Class Postage Paid at Chicago, lll. Copyright, 1959, by Advertising Publications, Inc. 


THE NATIONAL NEWSPAPER OF MARKETING 


Over 50% of Net TV 
Placed by 8 Agencies 


NBC Study Finds Bates 

Billed $52,330,979 in ‘58, 

Passed JWT, Y&R for Lead 
| 


New York, April 17—Eight) 
agencies, billing more than $24,- | 
000,000 each in gross time sales, 
placed more than half of all the 
network tv business during 1958, 
according to an analysis by the 
research department of National 
Broadcasting Co. 


Fifteen agencies, with upwards 
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of $10,000,000 each in the medium, 
accounted for 71% of the total bill- 
ings on all three national networks. 
Approximately half of the 136 
agencies that were active in net- 
work tv last year shared about 
1% of the total network tv bill- 
ings among them, Some 34 of the 
agencies billed under $50,000 in 
the medium. 

All these tabulations were made 
by NBC on the basis of estimates 
by the Leading National Adver- 
tisers and Broadcast Advertisers 


| Reports. They cover gross time 


$1,250,000 Chun 
King Account 


Moves to BBDO 


DuLutu, April 16—Chun King 
Sales Inc. today moved its $1,250,- 
000 Chinese foods account from 
J. Walter Thompson Co. to Batten, 
Barton, Durstine & Osborn. 

Jeno Paulucci, Chun King presi- 
dent, told ApvertisinG AcE that he 
has been shopping for a new agen- 
cy since last December. “J. Walter 
Thompson Co, felt satisfied with 
a 10% sales increase for our com- 
pany each year,” he said. “I 
thought that we should do twice 
that amount with the huge poten- 
tial market that we have for our 
products.” 

Mr. Paulucci admitted that Chun 
King has had sales gains ranging 
from 10% to 20% every year for 
the last four years, although he de- 
clined to quote sales figures. 


= “J think the Thompson agency 
is an excellent one and I have no 
intention of getting into a contro- 
versy with the agency,” Mr. Pau- 
lucci said. “However, I did not 


Not Just at Budget Time... 


Keep in Day-to-Day Contact with © past Minute News Flashes 


Management, Ad 


West Coast ANA Hears 
Calpak’s Runyon; Moore 
Urges All-Ad TV Show 


SANTA BarBArRA, April 15—In- 
stead of confining their thinking to 
their own immediate jobs of sell- 
ing their company and its prod- 
ucts, admen should give urgent 
thought to the development of a 
personal philosophy about adver- 
tising, one they can believe in, 
then “stand up and defend adver- 
tiging..whenever it is challenged.” 

So asserted E. M. Runyon, direc- 
tor of advertising and promotion 
for California Packing Corp., 
speaking at the annual West Coast 
meeting of the Assn. of National 
Advertisers held here this week. 

Mr. Runyon was one of a number 
of speakers who expressed concern 


Managers Urged 


|about the public relations of ad- 
vertising. In his opinion, manage- 
ment offers a fertile field for pro- 
pagating an understanding of what 
advertising is and is not, and what 
advertising’s basic functions and 
purposes are. This is a necessary 
job, he said, because management 
is often too busy with its own 
responsibilities to attain this un- 
derstanding. 

He told admen that if they are 
not at the highest levels of man- 
agement decisions, they should 


someone who is. Then, instead of 
being represented only at budget 
time, the adman can, through day- 
to-day contact, keep the record 
straight where advertising is con- 
cerned, Mr. Runyon said. 
“Executives want to believe in 


(Continued on Page 167) 


a ae, eae 


seek a close relationship with | 


Advertising, American Newspaper 
| Publishers Assn., also showed 
|that the biggest single category— 
automotive advertising—declined 
(Continued on Page 163) 


feel that their new ad program 
was on target for us and notified 
them of my feelings on April 3. 
On April 10, I told them that they 
(Continued on Page 163) 


Duttield Is Named President of Popular Science 

New York, April 17—Eugene S. Duffield, onetime senior vp of Mc- 
Graw-Hill and later assistant publisher of the Cincinnati Enquirer, 
has been named president and chief executive officer of Popular Sci- 
ence Publishing Co. He succeeds Ralph H. Flynn, who resigned last De- 
cember and bought American Salesman from his former employer. 
Mr. Duffield will be publisher of Popular Science, Outdoor Life and the 
books turned out by the company. He resigned from a vp spot with 
Federated Department Stores to join PopSci. 


Rollert Succeeds Ragsdale as Head of Buick 


Fuiint, April 17—Edward D. Rollert will succeed Edward T. Rags- 
dale as general manager of the Buick division of General Motors May 
1. Mr. Rollert has been general manager of GM’s Harrison radiator 
division, Lockport, N.Y. Mr. Ragsdale has been with Buick for 36 years 
and was the central figure in one of the major advertising stories in 
1958—the sudden dropping by Buick of the Kudner Agency and the 
subsequent naming of McCann-Erickson, which dropped the Chrysler 
account to take on Buick (AA, Dec. 23, ’57 et seq.). 


Renault to Spend $2,000,000 in 6 Months 


NEw York, April 17—Pierre Dreyfus, president of Renault of France, 
said today that in the next six months Renault will spend $2,000,000 on 
national advertising, with dealers expected to match this expenditure 


with their own advertising. He said Renault will sell 100,000 cars in ’59. 
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(Additional News Flashes on Page 167) 


billings only for agencies of record 


|on network tv; they do not reflect 
| billings that accrue to agencies 


which have products on a shared 
show but are not the agency of 
record on that show. They also do 
not take into consideration talent 
and production costs, which might 
change the rankings in some cases. 


« The big three on the list were 
Ted Bates & Co., which muscled 
into first place by increasing its 
1957 spending level about $11,900,- 
000 for a total of $52,330,979. 

J. Walter Thompson Co. held 
second, with $49,863,969, or some 
$6,400,000 more than in '57, Young 
& Rubicam dropped from first to 
third with $49,439,489, an increase 
of only $2,500,000 over 1957. 

Others among the dominant 
eight were Benton & Bowles; Bat- 
ten, Barton, Durstine & Osborn; 
Dancer-Fitzgerald-Sample; Mc- 
Cann-Erickson and Leo Burnett 
Co. 

Biggest spenders at American 
Broadcasting Co. were, in order, 
Y&R, Grant, JWT, Dancer-Fitz- 
gerald-Sample and McCann-Erick- 

(Continued on Page 8) 


Old Client's Debts 
Sink Grant & ~ 
Wadsworth Shop 


New York, April 16—Grant & 
Wadsworth Inc., a 35-year-old 
agency which, at its peak, em- 
ployed 16 people and billed about 
$500,000, went out of business this 
week—mostly as the victim of a 
$48,000 loss suffered in 1953 on a 
now-bankrupt client. 

A court this week assigned At- 
torney Carl Tunick to file a sched- 
ule of the agency’s assets and 
liabilities in about 40 days. The 
agency has already filed an assign- 
ment for the benefit of its creditors. 


® Presiding over the dismantling 
of the agency is Ivan B. Romig, its 
president and treasurer—and sole 
employe. 

Following a publishing career 
in the Midwest, Mr. Romig formed 
Romig Advertising in Reading, Pa., 
an agency which, in 1947, consoli- 
dated with Grant & Wadsworth. 
Mr. Romig went along with the 
consolidation as vp and two years 
later bought out the interests of 
the late William A. Grant, and 

(Continued on Page i63) 
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‘Maverick Is a Warm Guy 


’ 
ee 


Non-Violent TV Bestfor Sponsor 
Identification, NC&K Study Finds — 


Agency Mixes Nielsen, 
Trendex to Determine 
‘Sponsor's Audience’ 


New York, April 15—Stay 
away from violence and blood and 
thunder, Latch on to a warm, 
friendly, live program if you want 
to get the maximum commercial 
impact out of network tv. 

This is the message that comes 
through in Norman, Craig & Kum- 
mel’s special presentation on spon- 
sor identification. 

The study, which the agency 
worked on for nine months, was 
shown to the press here yester- 
day. The report analyzes Nielsen 
network tv rating data and Tren- 
dex sponsor identification figures 


and comes up with a “new rating, | 


a sponsor’s rating’—that is a 
measure of the “sponsor’s audi- 
ence rather than the program’s 
audience.” NC&K gets the spon- 
sor’s rating by applying the spon- 
sor identification percentage to 
the total audience rating. 

The presentation has been play- 
ing the advertisers’ circuit for 
some time. Norman B. Norman, 
president of NC&K, told reporters 
that 35 to 50 of the country’s 
largest companies have seen it. 
This includes present and poten- 
tial clients. 

Mr. Norman emphasized that 
the study was made to determine 
the influence of the program on 
the sales responsiveness of the 
television audience. 

Using Nielsen total audience 
top ten ratings for the first No- 
vember, 1958, report, when there 
were seven westerns on the list, 
and Trendex sponsor identifica- 
tion (SI) data as close to that date 
as possible, the report indicated 
that most of the high-rating pro- 
grams did not do very well on the 
“sponsor rating.” A notable excep- 
tion was Ed Sullivan. Next best 
was Perry Como. 


= For the same period, a top ten 
for sponsor rating was compiled. 
The winners in order were Law- 
rence Welk’s Saturday show, Ed 
Sullivan, “I’ve Got a Secret,” Di- 


nah Shore, Jack Benny, Tennessee 

Ernie Ford, “GE Theater,” “Las- 

sie,” “The Price is Right” and Per- | 
ry Como. 

NC&K’s analysis uses national 
|Nielsen ratings combined with| 
|Trendex SI data for 20 major | 
markets. Mr. Norman explained | 


(Continued on Page 168) 


Worthington Push 
Offset Bias Created 
by Faulty Product 


New York, April 15—How do 
|you sell a product worth more 
j}than $100,000 when an earlier 
|model had “an unfortunate field 
record?” 

The Worthington Corp. managed 
it with the help of personalized 
letters, according to Cy Freeman, 
account manager on engineered 
products for that company. He 
spoke yesterday at the Direct 
Mail Advertising Assn’s. annual in- 
dustrial direct mail workshop. 

“On examination of the market,” 
said Mr. Freeman, “we found that 
effectively contacting about 300 
key people would cover all major 
buying influences, Also, we found | 


that introducing the product to 
the industry was unnecessary; 
they knew it was there—they 


simply didn’t want to buy it.” 

(Mr. Freeman did not name the 
product involved, presumably for 
competitive reasons. Later he said 
it was a “major power service 
product.” Worthington makes pow- 
er plant equipment, turbines and 
turbine-generator sets, diesel and 
gas engines, pumps and compres- 
sors, air conditioning and refrig- 
eration equipment, power trans- 
mission equipment, construction 
equipment, feedwater heaters, 
welding positioning equipment and 
liquid meters.) 

The recommendation was that 
the 300 key people be sent a series 
of five letters. The first went from 
Worthington’s president to the 
heads of every major company us- 
ing the same type of equipment. 
It explained that technical details 

(Continued on Page 24) 


‘Modernization’ Is Caichword of 
‘San Francisco Chronicle's’ Thieriot 


44-Year-Old Grandson 
of Its Founder Updates 
Daily, Its Properties 


San Francisco, April 15—At 44, 
Charles de Young Thieriot has the 
distinction of being one of the na- 
tion’s youngest big-city newspaper 
publishers. And his San Francisco 
Chronicle, thriving on his young 
ideas, last year enjoyed the great- 
est circulation gain of any daily 
in the U.S. 

“The public,” Mr. Thieriot con- 
tends, “is not interested in being 
educated by its favorite newspa- 
per. We try to be responsible and 
serious, of course, but basically 
our effort is to make the Chronicle 
so entertaining that people will 
want to read it. 

“Never a month goes by that 
we don’t do something to improve 
the Chronicle,” he added. 

Just recently Mr. Thieriot start- 
ed a new Sunday tabloid amuse- 
ment section and a new rotogra- 
vure section, a part of the Metro 
Group, with which the Chronicle 
goes after a regional business in a 
tie-up with the Los Angeles Times 
and the Seattle Times. 


independently owned,” 
pointed out, “the 


“Being 
the publisher 


Chronicle can take positions which 
are more in tune with our local 
needs. This, in large measure, has 
been responsible for the fact that 
(Continued on Page 34) 


iit WIKAE WORLDS AGLAM WITH 


whole world’s aglow with Pink 


NK PARTS ; 
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PARIS GLOW—The Eiffel Tower and a Paris lamppost are silhouetted 
against a pink sky in this color spread, promoting the idea that “the 


from Paris,” a new Cutex color. 


Siarting in May issues, the ad runs in seven magazines and is fea- 


tured in display pieces 


Pale People's Paint? ... 


Pink Appeal Is 
Perpetuated in 
Cutex Campaign 


Northam Warren Sets 
Big Push in Magazines, 
TV, Business Papers 


STAMForD, Conn., April 14—The 
largest campaign in the history 
of Cutex will back its spring and 
summer color promotion, according 
to Northam Warren Corp. Tv, mag- 
azines, point of sale, direct mail 
and a dealer contest will be used. 

The new color for lipstick and 
nail polish is dubbed Pink from 


Somarindyck Is 
Named Ad Director 
of ‘Post-Gazette’ 


PirtsBuRGH, April 14—The Pitts- 
burgh Post-Gazette has named 
George A. Somarindyck advertis- 
ing director, succeeding Herbert G. 
Wyman, who last week was ap- 
pointed advertising director of the 
Toledo Blade (AA, April 13). The 
Blade and Post-Gazette both are 
published by Paul and William 
Block. 

Mr. Somarindyck, formerly ad- 
vertising manager of the Post-Ga- 
zette, also becomes a vp and mem- 
ber of the board of Pittsburgh 
Post-Gazette Publishing Co. 

The Post-Gazette also has pro- 
moted Angeleo DiBernardo from 
general advertising manager to re- 
tail advertising manager and J. 
Robert Spraker from assistant to 
manager of general advertising. 
James F. O’Connor, business man- 
ager, was named a vp. # 


“Basically our effort is to make t 


he Chronicle so entertaining that 


people will want to read it.” 


and on tv commercials. 


|Paris, following in the tradition 
of past Cutex colors: Cute Tomata, 
|Strike Me Pink, Pink T.N.T., Hot 
Strawberry, etc. And according to 
|}the ad copy it’s “that once-in-a- 
| lifetime pink that gives a woman 
| the warmth of flame, the sparkle of 
champagne, the indefinable some- 
thing that men love.” 

The campaign starts May 2 over 
the Dick Clark “American Band- 
stand” (ABC-TV) in 99 markets, 
augmented by tv spots on all 
three networks. 


s Combined with tv will be color 
pages and spreads, starting in the 
May issues of Glamour, Ladies’ 
Home Journal, Modern Romances, 
Modern Screen, Photoplay, Seven- 
teen and True Story. The ad will 
also be reproduced on point of sale 
pieces, and these displays will be 
shown in tv commercials. 

The trade campaign started with 
a series of four teaser mailings 
made by each salesman to his ac- 
counts. The first was a postcard 
from Paris, then an _ illustrated 
booklet about France, followed by 
a map of Paris suitable for fram- 
ing. From this country, each sales- 
man mailed out a 100 franc coin 
to each account as a token of the 
profits to be made on the promo- 
tion. 


= To further spark druggist inter- 
est, Cutex is running a 201-prize 
contest. To enter, the druggist 
completes the statement, “I found 
the new Cutex Pink from Paris 
easy to sell and promote be- 
cause. ...,” and mails in a snap- 
shot of his display. 

First prize is a trip to Paris for 
two, or $2,500 in cash. The other 
prizes are 200 pink hats from 
Paris. The contest will be judged 
by a group of “well-known per- 
sonalities” in the drug field. 

Doyle Dane Bernbach, New 
York, is the agency. # 


‘Cleaned Up’ Comics 
Books ‘Sure Bet’ as Ad 


Medium: Goldwater 


New York, April 15—The na- 
tion’s comics books, snubbed as too 
sexy and sadistic until the intro- 
duction of a decency code in 1954, 
are coming into their own as a na- 
tional ad medium, an industry 
leader declared today. 

John L. Goldwater, president of 
the Comics Magazine Assn. of 
America and boss of Archie Comics 
Publishing Co., told an annual 
meeting of the comics group that 
contrary to rumors that the indus- 
try had been hurt by self-regu- 
lation, over-all circulation has 
climbed 150,000,000 since adoption 
of the code five years ago. Today, 
he said, circulation is at a record 
600,000,000 annually. 

The comics code, adopted by 24 
publishers in the wake of fierce 
anti-comics publicity, was designed 
to purge the kid magazines of hor- 


(Continued on Page 26) 


Agencies Are 
Profits Pikers, 
Says Williams 


Poor Communications, 
Nepotism, Gossip Hurt 
Field, MAAN Is Told 


CuicaGo, April 14—Despite 
widespread belief to the contrary, 
admen and agencies aren’t so good 
at money making, a management 
consultant told an agency group 
last week. 

“Agencies are running hard most 
of the time—not for money but for 
their lives,” he said. 

Herschel Williams, of Robert C. 
Durham & Associates, New York 
agency management consultant 
and “marriage broker” behind 
many of the big agency mergers 
of the last couple of years, spoke 
at a meeting of the Mutual Ad- 
vertising Agency Network. 

The agency business depletes 
health and genius faster than any 
other, he said. And yet agencies 
generally take smaller profits than 
other businesses do—oil, for in- 
stance, he said. 


s Mr. Williams chided agencies 
for being too eager to win accounts, 
particularly big ones, without ade- 
quately considering their ultimate 
billing potential and without suf- 
ficient insight into the whole ac- 
count to see the agency’s relative 
profit—relative to the amount of 
effort to be put into it. 

An extension of this weakness, 


(Continued on Page 163) 


Richards Agency, 
Cohen & Aleshire 
End Merger Talks 


New York, April 14—The mer- 
ger of Cohen & Aleshire with 
Fletcher Richards, Calkins & Hol- 
den, in negotiation for months 
(AA, April 13), has been called 
off on the eve of its consumma- 
tion. 

Parry B. Cohen Sr., chairman of 
Cohen & Aleshire, said yesterday 
that merger plans are “definitely 
and completely” off. A memo cir- 
culated to the agency staff yester- 
day from Mr. Cohen said, in part, 
“We are not planning on any merg- 
er, now or in the future, with 
anyone.” 

This was not the first merger 
discussion Cohen & Aleshire has 
held in the recent past, but it ap- 
parently came as close as a dis- 
cussion possibly could without the 
merger actually taking place. Late 
last week principals of both agen- 
cies were commenting privately 
that it was practically a matter of 
days before it became legal, and 
staff people were beginning inter- 
nal jockeying for good desk posi- 
tions in the to-be-merged opera- 
tion. 

The abrupt decision to call it 
all off apparently was made yes- 
terday. A Cohen & Aleshire exec- 
utive commented: “When you get 
into the fine points, there were 
just points where we couldn’t 
agree. We decided to call the whole 
thing off.” 


s He discounted reports of per-, 
sonality conflicts with the com- 
ment that very few people ia both 
shops knew each other well enough 
for any possible conflicts to have 
arisen. 

Another source said the split 
occurred because the merged op- 
eration would have had too many 
top brass unwilling to move down 
in the ranks. + 
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Myers Hits Open 


Discussion of 
Agency Payment 


Rubel, Beard, Monk Tell 
Pay Plans; Crain Cites 
Value of Business Press 


‘HICAGO, April 14—The com- 
pensation that an advertiser pays 
to its agency is nobody’s business 
except the two principals involved, 
E. M. Myers, director of advertis- 
ing of Victor Chemical Works, 
maintained here yesterday. 

Speaking as a member of a pan- 
el discussing the 15% agency 
commission system at the Mid- 
America Industrial Advertising 
Conference, Mr. Myers charged 
that the agency commission ques- 
tion “has been entirely too much 
kicked around—in the open.” 

“To me,” Mr. Myers said, “con- 
tinued open discussions such as 
these on this subject makes the 
entire advertising profession look 
like a bunch of amateurs. It cer- 
tainly will not do anything but 
lower the opinion of top manage- 
ment among our companies re- 
garding our importance or abil- 
ities.” 


= Mr. Myers pointed out that per- 
sons in other fields, such as real 
estate agents and car dealers, do 
not discuss their methods of com- 
pensation with their customers. 
“T think it’s about time for all of 


us in advertising to grow up, and|, 


I urgently recommend that every 
agency work out its own basis of 
compensation which is acceptable 
to each client.” 

The Victor Chemical executive 
said his company has no idea how 
much profit its agency realizes 
from the commissions on the ac- 
count. “We certainly would not 
tell our customers how much we 
pay our salesmen—or how much 
profit we make on each account,” 
he said. “We believe that such in- 
formation is our own business.” 


= Ira Rubel, president of Ira 
Rubel Inc., agency management 
consultant, urged top agency ex- 
ecutives to prepare a compensa- 
tion plan which would insure the 


agency a fair profit on any ac-| i 
| 50th anniversary. 


count. Hourly rates would be only 
one measure of such a plan, he 
said. 

The greatest problem facing the 
15% commission system today, 


(Continued on Page 165) 


Baker 


Fishburn 
ON THE GRIDDLE—Great things are cooking at the Chicago Federated 
Advertising Club as members warm up for the Gridiron dinner, the 
first in Chicago since 1939, co-sponsored with Chicago Unlimited 
Inc., in which Chicago admen will be lampooned at a review. Here 
Frank M. Baker, vp, Grant, Schwenck & Baker, and president of 
the CFAC, shows Dan Collins, CFAC exec director, how admen will 
be roasted at the affair. Victim is Alan M. Fishburn, of Alan M. Fish- 
burn Productions. The Gridiron dinner is scheduled for April 27. 


Collins 


At U. of Missouri Conference ee 


Ad Is ‘Most Reliable, Most Believed’ 
Communication Form, Says Houston 


Adman Must Be Brave to 
Be Different; So Must 
His Client, Says Bascom 


Co.tumstiA, Mo., April 14—‘For 
all of its shortcomings, advertis- 
ing as we know it today is—by 
law and necessity—the most re- 
liable and most believed form of 
communication,’ Bryan Houston, 
chairman of Bryan Houston Inc., 
told a creative conference here 
last week. 

Consumers, he went on, “know 
that within reasonable limits the 
products advertised must bear 
some relation to the advertising 
which describes them. This is a 
more stringent requirement than 
is normally put on any other form 
of writing except the obit column.” 

He spoke at a conference co- 
sponsored by the Advertising Fed- 
eration of America and the Uni- 
versity of Missouri school of jour- 
nalism, celebrating the school’s 


Mr. Houston had a five-point 
warning for those who think of 
creativity as an end rather than a 
means: 

Advertising tends to overlook 


AA’s Annual Creative Workshop 
to Be Held in Chicago Aug. 5 to 8 


Three Full Days to Be 
Devoted to Creative 
Aspects of Advertising 
Cuicaco, April 16—The second 


annual summer workshop for cre- 
ative advertising people—both 


print and broadcast—was an- 
nounced today by ADVERTISING 
AGE. 


The workshop will be held Aug. 
5-8 at the Palmer House, Chicago. 
It features three full days of ses- 
sions—morning, afternoon and 
evening—devoted to the consumer 
and how most effectively to appeal 
to him in broadcast and print ad- 
vertising. 

The Creative Advertising Work- 
shop is a repeat—with a new cur- 
riculum and new “faculty” —of an 
experimental workshop which Ap- 
VERTISING AGE conducted last year 
with outstanding success. The 1958 
workshop attracted 350 partici- 
pants—the largest possible number 


which could be accommodated. 
As was the case last year, the 
workshop will be conducted under 
the general direction of S. R. 
(Continued on Page 49) 


Brewers Hike TV 
Budgets, Cut Other 
Media, TvB Reports 


New York, April 15—U.S. brew- 
ers spent $46,000,000 in spot and 
network television in 1958, a 6% 
increase over 1957. 

While increasing their tv adver- 
tising, brewers in ’58 cut their na- 
tional linage in newspapers 21%, 
for a total expenditure of $13,900,- 
000; their magazine investment 
19%, to $5,300,000, and their out- 
door investment 2%, to $25,200,- 
000. 

These figures were released to- 
day by the Television Bureau of 
Advertising. On May 1 the bureau 

(Continued on Page 26) 
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| successful as the starters, he said. 


the principle of uniqueness of the 
individual. It is likely to run in 
fads, but copiers are rarely as 


e The farther you are from sim- 
ple, descriptive promises, the 
more urgent it is to define your 
objectives in terms of the person- 
ality of the product you are try- 
ing to foster or change. Whenever 
you attempt a more subtle appeal, 
or one to a wider range of human 
(Continued on Page 165) 


TV Ad Requires 
12 Casting Couches 


New York, April 15—About how 
many people get into the act in the 
early stages, when an agency is 
casting a tv commercial? 

At J. Walter Thompson Co., ac- 
cording to Evelyn Pierce, casting 
director, there are generally ap- 
proximately 12 people, whose 
varying points of view must be 
satisfied by the casting depart- 


ment. For a typical commercial, f 


they might include three copy- 
writers, an art director, two ac- 
count representatives, the pro- 
ducer and assistant producer, two 
radio-ty group heads and a cou- 
ple of representatives of the 
client. 

Miss Pierce was one of the panel 
of four speakers who discussed the 
buying and selling of tv talent be- 
fore the New York chapter of 
American Women in Radio & Tele- 
vision here yesterday. 

Miss Pierce said she has a staff 
of six to handle casting for 34 
tv clients with 75 brands. The 
staff works with about 100 talent 
agents; it scouts Broadway and 
off-Broadway shows; it even so- 
licits likely looking prospects on 
the street. 


s The JWT casting director said 
the average minute film commer- 
cial costs from $4,500 to $15,000, 
using run-of-the-mill talent. Aver- 
age costs for an animated minute 
of selling range from $7,000 to 
$15,000, while the outlay for the 
average live minute commercial 
ranges from the “peanuts required 
to shoot the product in limbo—say 
about $125—to $3,000.’ These fig- 
ures, she emphasized, cover talent 
and production only and do not 
take into consideration time charg- 
es. And they also don’t cover use 
charges, which reach “astronomi- 
cal” proportions in some cases, it 


Delta Plaint Brings 
Ruling on Capital Copy; 


WaAsHINGTON, April 15—The Civ- 
il Aeronautics Board blew the 
whistle this week at airlines which 
are inclined to advertise Viscounts 
and Electras as “jets.” 

The board says they are “jet- 
prop” planes, and must be identi- 
fied by this phrase, or by a picture 
of a plane with a propeller. 

The issue came to a head after 
T.M. Miller, vp of Delta Airlines, | 
complained to CAB and to the Air 
Transport Assn., that the ad cam- 
paigns for new jet aircraft were | 
resulting in misleading anyerne 
ing. 


campaigns currently under way by | 
airlines using Viscounts and Elec- | 
tras. 


® For its test case, CAB seized on 
a magazine ad by Capital Airlines 
last month announcing that one 
of its pilots was the first to run 
up “a million miles of jet exper- 
ience.” 

In a letter to Capital, CAB’s en- 
forcement division conceded that 
Viscounts are “jet powered.” But 
it contended that some reference 
must also be made to the fact that 
the Viscount is actually a turbo- 
prop aircraft. 

“This may be done by showing 
an airplane wtih propellers, or the 
use of the words ‘turbo prop’ or 
‘jet-prop’ in your advertising,” 
CAB said. 


® Capital’s vp for marketing, Wal- 
ter H. Johnson Jr., replied that 
Capital is “deeply disturbed” that 
any of its ads could be construed as 
misleading or improper. Although 


+4 


Charles Mortimer 
Parlin Award to 
Charles Mortimer 
of General Foods 


PHILADELPHIA, April 15—Charles 
G. Mortimer, president and chief 
executive officer of General Foods 
Corp., has been named recipient 
of the 15th annual Charles Cool- 
idge Parlin Award, sponsored by 
the Philadelphia chapter of the 
American Marketing Assn. 

Mr. Mortimer was selected for 
his “constant advocacy of creative 
marketing through planning and 
research” and for the major con- 
tributions he made to the success 
of his company. 

The 1959 Parlin Award will be 
presented at the group’s dinner 
meeting at the Warwick Hotel May 
13. 

A former chairman of the Ad- 
vertising Council, Mr. Mortimer 
was chairman of the council’s spe- 
cial steering committee for the 
“Confidence in a Growing Amer- 
ica” campaign in 1958. He was 
exec vp of General Foods prior 
to his elevation to his present posi- 


was explained. # 
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tions in 1954. # 


He singled out two unidentified | § 


If It Has Prop, Ads 
Can't Say ‘Jet’: CAB 


defending Capital’s ad he agreed to 
cooperate. 
He argued that “jet powered” is 


Capital Demurs Complies an accepted description of turbo- 
7 


powered aircraft in the industry, 
and has been accepted by the 
press, “which is normally very 
critical of any inaccuracy.” 


s “It is our ambition to honestly 


establish that the Viscount is a 


MISSIONARY—This ad, which ran in 
the April 16 issue of Time, brought 
down the semantic wrath of Delta 
(and the Civil Aeronautics Board) 
on the head of Capital Airlines. 


jet-powered airplane and to this 
end, we use the same standard 
phraseology which is being used 
everywhere in the industry and 
which are technically recognized 
as sound,” Mr. Johnson wrote. 

“While we do not think it neces- 
sary, we are perfectly willing, in 
the interest of clarity, to insert the 
words ‘jet prop’ or the picture of 
a prop-driven Viscount in any ma- 
jor newspaper or magazine adver- 
tising in which the jet-powered 
theme is the basic sales premise of 
the advertising in question,” he 
promised. 

CAB sources indicate they re- 
gard his answer as satisfactory, 
and that the file will be closed. # 


/Seattle Honors 


to Sicks’ Brewing, 
Miller, Mackay 


Brown & Haley, Bardahl, 
Also Are Double Winners 
in Adclub Competition 


SeaTtr.e, April 15—-For the sec- 
ond year in a row, and for the 
third time in four years, Sicks’ 
Rainier Brewing Co. and its agen- 
cy, Miller, Mackay, Hoeck & Har- 
tung, won the Roy S. Marshall 
sweepstakes award in the annual 
advertising awards sponsored by 
the Advertising & Sales Club of 
Seattle last week. 

For Miller, Mackay, the awards 
represented almost a sweep of top 
honors. The agency and its clients 
won the first place “golden addy” 
in five of nine classifications. In 
addition, the agency won a number 
of ribbons in special classifica- 
tions. 


= Here are the “golden addy” 
awards, listing each client and its 
agency: 

Magazines: Douglas Fir Plywood Assn.; 
Condon Co., Tacoma. 

Radio: Sicks’ Rainier Brewing Co.; Mil- 
ler, Mackay. 

Newspapers: Frederick & Nelson de- 
partment store. 


(Continued on Page 164) 


eae = ee a pe ie Sire ay Woy ee oe mee 2 EP ms ‘Sy eee , ae ee ee ee ee ey ‘ we tr ee ee cect cs 
oh re ak mi ee ae : E ear j ‘ inl Somes J ras eh aeer © See er 4 7 aD Se aT 2 i tal es <a ace OE cao ites ‘ie 2 
ae a Lee Wee Ri ee nn Soh “Mies nets eet Be es? ane as ees i 2 aire ee ee ee 
; ot et ae ate ais: oa ; es we Pie ee Ghee jay ‘e Re oat o te 4 el ae ns eRe: Fist ee en ees ge hee 
ee % . - . a uaa Neer ann Pas ; ie Rg Jean te * Peenaphee Pes 3 
aie ee oe 
x a * . 
“2 os . Si * 
S -_ Ga | 
- "ER f. e mae | 
i ' < + a* : , iis 
gees a — ea gs 5 ei . ye oa et 
iS Ls a ¢ bg PS = el > eat a Par 
eee Me ” F ee we 4 a ee ome i = : 
oe . a o Gas id : i F ai * : ree, ant hy 
oo ae eae ¥ 4 re I ramets oe 
ie ih oo ears f a os “a as a a cere fet 
% eam . Te. ae hy eee ie 
= jt tegen a, ae P ‘i ‘ 2 oF epee RT Se Feet? 
eee) Fabs. z - — ree See é 
bet ia ee ge . ae ea ug 
3 ia ae ic: Fo 9 [ae : ee F a os ' Pe Set + ae 
: aa ae ins - int? Sa oe a 
, Pee iy, We ae ae ; PR . a 
i * 4 ‘| ala ss if ’ PaO gs > Bo a feet fxn e 
oe i . pe ay .s ; ee ease Te = 
es | ~~ aee ‘oe: ee a 
« j a 4 « > Soe Pee... * a i | Bi 
« eae Cae SE a ee ame ce a 
a = tt ae Pv. 5 bg ig fs 5 Pa aa. ah | a 
E P a +e vr >, icdte oe 1 ; 3 | Wye se NY ti hy 
Et al. + ¥ ' , S hi . 
rane a | ae 
ir j " Bee ib ; 
eae we | 
ee ’ } 
: oT (m= h 
ae 4 | ant ; 
aoe Bridie i io ~ ee . 
F a las " | fin 
c | oo re 
: | es re! ik 
et i ae s Ek oy site - ge - 
; | Bt 3 Wienke oan ‘~ + 
; é aa? ra teme? as 
ae semen neeesi ” . e 
i 2 Po » 2 a *, | bs : 
ise — —* | 
a 
aie Jet-Power Missionary | 
eM me ter Gn, © Oe ae a, er 
ee . wor tov are aif 
ere. 
: : 
= 
z ae 
a 
ite r 
: | ‘ 
ie | 
: | 
Die ; at 
‘ a 
‘ ; 
oe een i i ii 
iid puis aia Dee : 
: Re * By ve i 
a6 _ A 
; cae a / = 
| & d " a 
ee || ; 
- ‘ a Y 
os 
i on 
a 
an j 
z Kc 
¥ | 
Pe | 7 
_ _ 
_ P 
| a 
_ _ Pe ; | ee 
x. 
7 
ast 
re a 
| Stes et Pee f aa + ah - ie — nit 
oy ens es al ae a i ee il a See eat A cei a Rio. a - a - ; ; 
gs ees ay ae or a aes ees T fe aes Ce. Te oho onal ” : 
; ; oF ne a PR ADR Ene ~ gh Pans ge NOE ee UNE Reg ary 4 
-_ o = Se Oe eS as TS Ge s+ Seer Te Ge ee eee Teas ° = 5 oa 


Merger Collapse 
Deposits Nebs at 
Cohen & Aleshire 


New York, April 17—Fletcher 
Richards, Calkins & Holden 
learned a lesson in public relations 
this week. 

It started just a week ago, when 
the agency announced that it had 
been named to handle the adver- 
tising for Nebs, made by Norwich 
Pharmacal Co. It ended today 


Originally both agencies had 
been asked to make separate pres- 
entations for the Nebs account. 
They were so sure of their merger 
that Cohen & Aleshire suggested 
to Norwich that a joint presenta- 
tion be made. The twin solicitation 
got the account for the soon-to-be- 
combined agencies. 

But the merger went sour. 


s What makes it ironic for the 
Richards agency is the fact that it 
decided to announce the Nebs ac- 


| quisition to all the press only after 
| it had discovered that ApvERTISING 


Ace had picked up this informa- 
tion independently. Originally, it 
was planned to announce the Nebs 


when Cohen & Aleshire announced | move after the merger became of- 


that it would handle the account. 
“The termination of merger talks 
between Cohen & Aleshire and 


ficial, as the first new account of 
the combined agencies. 
It was also learned today that 


Fletcher Richards, Calkins & Hol-|the original reported expenditure 
den [see story on Page 2] has re-|of $1,000,000 for Nebs at Foote, 
sulted in a change in the Norwich | Cone & Belding, the former agency, 
Pharmacal Co.’s plans, to place | overstated the actual amount. Nor- 


Nebs advertising with Cohen & 


wich said today that “several hun- 


Aleshire instead of Richards,” the | dred thousand” was a much closer 


release stated. 


that claim their interest. 


Our advertising columns in 1958 carried 72.3%* 
of all the department store linage placed in 
Baltimore metropolitan newspapers. 


Add to this our overwhelming leadership in 
home delivery—and you know where to reach 
Baltimore women most effectively with your 


advertising message. 
*Media Records: Year 1958 
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figure for the analgesic’s expendi- 


The Sun shines 
on women... 


Baltimore women prefer the Sunpapers for 
two good reasons. Our editorial columns give 
them far more stimulating and varied fare— 
ranging from our exclusive Women’s Pages to 
a constant exposition of the many civic causes 
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ABC 9/30/58: Combined Morning and Evening 410,945 — Sunday 314,229 


National Representatives: Cresmer & Woodward, Inc.—New York, San Francisco, Los Angeles 
Scolaro, Meeker & Scott—Chicago, Detroit 


Socity 


tures at FC&B. In its new test pro- 
gram at Cohen & Aleshire, “we 
don’t know how much we're going 
to spend,” Norwich said. # 


New York Post Office Sets 
Training Center Program 

The New York post office will 
conduct a postal information and 
training center program from April 
21 through May 14. The center is 
for business representatives and 
their mail room people. Actings 
Postmaster Robert K. Christenber- 
ry explained it is “to acquaint them 
with proper mailing procedures 
and practices, and familiarize them 
with the numerous methods and 
services available to them so that 
they may reduce their mailroom 
costs, as well as ours.” 

The New York post office is 
the nation’s largest, handling 34,- 
000,000 pieces of mail daily. It has 
an $800,000 daily income, a $12,- 
500,000 monthly payroll and pro- 
duces 11% of the country’s postal 
revenue, according to Mr. Chris- 
tenberry. 
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Highlights of This Week's Issue 


Eight agencies billing more than §$24,- 
000,000 each in gross time sales, placed 
more than half of all the network 
tv business during 1958, NBC re- 
ports Page 1 


Chen King Sales Inc. moves its $1,250,000 
Chinese foods account from J. Walter 
Thompson Co. to Batten, Barton, Dur- 
stine & Osborn 


The business papers that prosper in the 
"60s will be those which give the most 
proof of advertising effectiveness, U.S. 
Steel’s Veckly tells National Business 
Publications spring meeting ........ Page 1 


live programs for 
maximum impact and spon- 
sor identification on network tv; shun 
programs with violence and blood and 
IID scnicceviininiecevitininesvinibidamenensmanenenl Page 2 


The largest campaign in the history of 
Cutex will back its spring and sum- 
mer color promotion, with tv, maga- 
zines, point of sale, direct mail and a 
dealer contest Ree 


Admen and agencies aren't so 
money making, Herschel 
management consultant, tells 
Advertising Agency Network 


The nation’s comics books, snubbed as 
too sexy and sadistic until the intro- 
duction of a decency code in 1954, are 
coming into their own as a national ad 
medium, industry leader declares ..Page 2 


friendly, 


Use warm, 


good at 
Williams, 
Mutual 
Page 2 


Modernization is catchword for San 
Francisco Chronicle, which last year 
enjoyed the greatest circulation gain 
of any daily in the U.S., according to 
Charles de Young Thieriot, one of the 
nation’s youngest big-city newspaper 
publishers ........ ~ Page 2 


Advertiser's compensation of an agency 
is nobody else’s business, E. M. Myers, 
director of advertising, Victor Chemi- 
cal Works, tells Mid-America Industrial 
Advertising Conference 


The second annual summer workshop 
for creative advertising people—both 
in print and broadcasting—is sponsored 
again this year by Advertising Age 
from Aug. 5 to 8 


|If the airplane has a propeller, it can't 


be advertised as a jet, Civil Aeronautics 
Board says ...Page 8 


Advertising as we know it today is—by 
law and necessity—the most reliable 
and most believed form of communica- 
tion, Bryan H says Page 3 


It takes 12 people in the early stages, 
when an agency is casting a tv com- 
mercial, J. Walter Thompson Co. casting 
director Evelyn Pierce says ......... Page 3 


Pabst Brewing Co. returns to the good 
old days, replaces present Blue Ribbon 
beer with a beer it describes as the 
“original” Blue Ribbon beer ...Page 54 


Putman-sponsored study of accuracy of 
mail questionnaires for measuring the 
reading of business publications, com- 
pared with personal interviews, is re- 
SED .cervinsniedbtaensencidueritecessennvanesecconaied Page 55 


When an advertiser has a story to tell 
that is really news, then the most logi- 
cal choice of medium for that adver- 
tisement is newspapers, Ed Zern, vp 
and copy head of Geyer, Morey, Mad- 
den & Ballard, says 


National Business Publications unveils 
panel presentation which will seek to 
lure young people to careers in busi- 
ness journalism 


National Better Business Bureau warns 
Americans are being bilked of about 
$100,000,000 a year for weight-reducing 
SID cecstticsstctrtsersstsssmsnrecnnbinnecenines Page 59 


A group of employes headed by Harry 

Kullen and Charles W. Shugert have 
of Joseph Katz Co. 
wenn Page 60 


acquired the stock 
of New York .......... 


Postal officials are awaiting word from 
Congress before going ahead on a pro- 
posal to suspend stringent size limi- 
tations which are to apply to small 
ENVELOPES July 1 orcsssscsscsssersresesoeees Page 61 


REGULAR FEATURES 
Advertising Market Place 
Along the Media Path 00.0.0... 
Coming Conventions 
Consumer Magazine Linage ................... 
RIE, 53:0. ccconcannsenuscansensetnersenstonsoerensnsee 
Getting Personal ..........66.6666065 
GTI csrercccscccscceseeserscateces 
Photographic Review ...... 
Rough Proofs : 
owe Week in Washington .. 


oice of the Advertiser ............ 


What They're Saying 


“This is the size we use in the 


* 
~~ 


Growing Greensboro Market!" 


Business is better than ever in the South — particularly in the grow- 
ing Greensboro market. We need only black ink because the sales 
outlook is so rosy. Greensboro is Ist in the Carolinas in per family 
sales, outranking Charlotte and Raleigh; 3rd in the South, outrank- 
ing Atlanta, Jacksonville and Ft. Lauderdale; 6th in the Nation, 


outranking Detroit, Cleveland and Dallas. 


You can’t miss when 


you tell your story in the Greensboro News and Record. Over 
100,000 criculation daily; over 400,000 readers daily. 


Only medium with dominant coverage in the Greensboro 12-County 
ABC Market and selling influence in over half of North Carolina! 


Sales Management Figures 


* GREENSBORO, NORTH CAROLINA 
° Represented by Jann & Kelley, Inc. 
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A message to advertisers about THIS WEEK M. agazmne: 


‘T HAVE concluded that it is no coincidence that advertising in THIS WEEK 
iS immediately followed by sales in the corner supermarket. It is no 
coincidence but a fact: THIS WEEK is undoubtedly one of the strongest 


selling agents for the grocery manufacturer in America today.” 


CRundke WEA yw AS 


Claude W. Edwards 
President, Alpha Beta Food Markets, Inc., La Habra, Calif. 
(51 stores. $74,404,000 annual volume) 
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This Week in Washington... 


Strauss May Reverse Weeks’ Anti-Ad 
Attitude, but There's No Action So Far 


By Stanley E. Cohen 
Washington Editor 


WASHINGTON, April 16—In an ef- 
fort to dispel the impression that 
the Commerce Department is un- 
sympathetic to advertising, Com- 
merce Secretary Lewis Strauss 
may revive the department’s ad- 
vertising industry advisory com- 
mittee. 

He has been approached by in- 
dustry leaders and reportedly likes 
the idea. 

Between 1949 and 1953, when 
Charles Sawyer headed the De- 
partment of Commerce, a commit- 
tee of top level executives from 
all branches of advertising met 
regularly with department offi- 


# you get more of everything with 


Paul West, of ANA, the group had 
about 20 members, including ad- 
vertisers and agency and media 
people. It even had a fulltime ex- 
ecutive secretary in the depart- 
ment, so that its services could be 
utilized to the fullest possible ex- 
tent. 

The proposal to revive the 
advertising advisory committee 
emerged after Secretary Strauss 
appeared before Associated Busi- 
ness Publications in New York last 
month and expressed his recogni- 
tion of the important role adver- 


way of support. 


cials. Under the chairmanship of|# Enthusiasts believe irritants | summary 


tising plays in our society. Subse- | 
quently he was urged to show) 
|something more tangible in the|agents who will be hurt by the 


which arose while Sinclair Weeks , bring the case to a head. They have 


was secretary might have been 
avoided if the advertising advisory 
committee had been functioning. 
By consulting the committee, they 
say, he might have obtained help 
on such matters as outdoor adver- 
tising regulations, postage rates 
and advertising by patent agents. 
So far Secretary of Commerce 
Strauss has yet to countermand 
any of the controversial “anti-ad- 
vertising” actions of his predeces- 
sor. On the contrary, he is follow- 
ing through on them. 

Asked where he stands on the 
impending rule to outlaw adver- 
tising by patent agents, he refuses 
to commit himself. He dismisses 
the question by pointing out that 
he is a party to litigation currently 
before the federal district court. 

Originally due to become effec- 
tive Jan. 1, the ban on advertising 
by patent agents has been post- 
poned until July 1. Meanwhile, 


rule hope for a showdown in court 
here next month on a motion for 
judgment drafted to 


run up against advertising dead- 
lines for July issues of some mag- 
azines, and they contend they need 
a decision now so they will know 
whether their ads will be printable 
after July 1. 


Congress willing, 
BLS May the Bureau of 
Labor Statistics 


Revise Index 
will embark soon 


on the revision of the “market 
basket” behind the consumer price 
index. Incomes, family sizes and 
living habits have changed sub- 
stantially since 1950, and the bu- 
reau feels that it must do a large 
scale study of family expenditure 
patterns in order to be sure that 
its index accurately reflects the 
kind of expenditures that Ameri- 
cans make. 

With real purchasing power up 
25% since 1950, and with more 
families moving to the suburbs, 
BLS believes people are spending 
more for tv sets, cars, vacations, 
education and medical care. While 
food takes less of the budget, there 


4 es 
‘fd. 
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Now... more of the lodging market. Motels now 
outnumber hotels 2 to 1 and have also overtaken hotels in dollar 
volume for room rental. 57,930 motels with 1,241,078 rental 
units serve 114 million guests every night and gross more than 
two billion dollars a year. The industry is growing at a rate 
of 2,000 new motels annually, including an ever-increasing 
percentage of large luxury establishments, downtown big city 
motels and national chains. The modern motel is rapidly replac- 


ing the old-time tourist court. 


You get more readers. 


American Motel has the largest 


circulation in the field. It’s the only ABC audited book. 


With more buying power. Circulation is concentrated 
in the 30% of the nation’s motels which do 65% of the buying 


(as documented in Subscriber 


Buying Power Audit). 


AAAERICAN 


MOTEL 


More in the mood to buy. This is the book motel op- 


erators select for themselves and 
show record-breaking interest in 


use. Reade. readership scores 
American Motel features. 


American Motel is first in pages of advertising too, also 


Readexed. 


More services too. Here are some of the many market 
and media tools available to you: 


Motel Planning 


Readex Reports 


; om 


CHICAGO 3, IL 


1959 Motel Market and Sales Analysis 


and Purchasing Study 


Motel Distribution Study 
Subscriber Buying Power Audit 
1959 Editorial Forecast 


Monthly Building Bulletins 
Industry Highlights 


ATTERSON PUBLISHING 
SOUTH WABASH AV 


Advertising Age, April 20, 1959 


are changes in the food budget, 
too, with increased spending for 
fresh and frozen vegetables and 
fruits, meats and partially pre- 
| pared foods. BLS is in no hurry. 
| While it wants to start planning 
| now, field work on the new con- 
sumer spending survey would not 
take place until 1961. Actual revi- 
sion of the index to reflect the new 
market basket would not occur un- 
til January, 1964. 


The butter in- 
Bootlegging dustry’s friends 
of Oleo Seen on the House 


appropria- 
tions committee scolded Food & 
Drug Administration officials for 
turning in too few convictions for 
violation of margarine labeling 
law. During the past year FDA in- 
spectors visited 4,016 restaurants 
in search of “bootleg” margarine. 
Congressmen were unhappy be- 
cause only two convictions result- 
ed. 

Rep. Winfield Denton (R., Ind.) 
sensed that FDA officials are less 
than enthusiastic about the mar- 
garine law. “I realize that mar- 
garine isn’t a dangerous drug,” he 
said, “but as long as oleomargarine 
is sold for butter, the butter indus- 
try is going to be in difficulty, and 
that will cost the government a 
tremendous amount of money.” 

Dairy state congressmen pro- 
| posed that FDA visit at least 10% 
}of the nation’s 525,000 public eat- 
| ing places each year to catch mar- 
garine law evaders. Advised that 
this plan would cost taxpayers at 
least $720,000, Rep. Denton sug- 
gested, “Perhaps we could find a 
way to collect from the oleomar- 
garine sellers.” 


A Republican 


GOP Finds National Com- 
mittee subcom- 


| TV Costly 
mittee reported 


last week that tv is too expensive 
on a continuing basis for the GOP. 
A subcommittee under Richard F. 
Cooper, of New Hampshire, told 
the national committee that GOP 
ideas can’t be sold with slogans, 
like soap chips. 

“Something positive and dynam- 
ic” is needed to tell the story, the 
subcommittee said, but the weekly 
panel show of GOP bigwigs which 
it hoped to recommend would in- 
volve expense which is “almost 
out of this world.” 

The subcommittee complained 
about “‘anti-Republican” programs 
which are on the air now, and it 
hinted that some effort may be 
made to use radio, probably spots 
phased in with popular music. “If 
every disc jockey were a zealous 
Republican,’ Mr. Cooper said 
wistfully, “the battle would be 
more than half won.” 


Rep. Oren Harris 
No ‘Runaway’ (D., Ark.), nim- 
Pay TV: Harris ble-minded 

chairman of the 
House committee on interstate and 
foreign commerce, has come up 
with a novel defense of H.R. 6245, 
his bill putting tests of wired pay 
tv under the thumb of the Federal 
Communications Commission. 

In previous correspondence FCC 
has suggested that federal control 
over wired tv tests conducted 
wholly within a state would be un- 
constitutional. But Congressman 
Harris is ready to run the risk. 

Says Rep. Harris, who led the 
fight in Congress against all pay 
tv, “Uncontrolled, runaway tests of 
pay television operations by wire 
conducted in one or several of the 
large metropolitan areas would 
seriously affect the limited test op- 
erations of pay tv by air contem- 
plated by the commission.” # 


Wexton Adds Travel Accounts 

Two travel accounts, the Gra- 
mercy System and Bachelor Party 
Tours, both of New York, have ap- 
pointed Wexton Advertising, New 
York, to handle their advertising. 
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When the Ad Page Exposure study was introduced by The Saturday Evening Post almost a 
year ago, it was greeted as a major media research achievement by many advertising leaders. 
This was the first accurate measure of the face-to-face contact between the readers of a mag- 


azine and an advertising page. Now the private acclaim has become a matter of public recog- 
nition, with the selection of the APX study for the first Annual Media/scope Award in Media 
Research. The Post wishes to thank Media/scope - and the distinguished men in the fields 
of marketing, media and research who acted as judges - for this singular honor. 


We also wish to acknowledge the brilliant work of Alfred Politz Media Research on this pro- 
ject, and the splendid cooperation of the Advertising Research Foundation as consultants. 


aE i ‘5 cee el we Pas % i ae rae, De is 4 ia ak oe. : ) eeu ak ioe a > Bia) cb os ary ae eee me He ee ae Ps eceeaers -18 “a a, the < ae Peet or” 
a ae as : : ee ss ; P| lat) ‘ tena ‘: ae the Pe A aes ae ae eueaees be = Ge 2 ene emp jie, : 5 eee tee bie os 
RN * ee aoe eat Stele ie ees P g SOE: ToS eee Fy, sa a 3 Pai ee - See hee 
7 seth — - as z eee e Feed a7 aah hs ie : reeiaes ean a’ 
) 
The Saturday Evening | 
_ The Saturday Evening — 
r a i 
1 1 
_ . 
t pia a 
‘ : ih 5 rials : 
—— — 
‘i ieiececereneeeeecnoseecnceaneeenaatidiossecnataiill RT em 
; aan UI Sma : 
ccm 
SS 
a , ed np Meneata lees mi 
>  ReeReER ERIE: TR NR e Ge Pao ap srnca.» S 
——————————— 
» es a eapealnegpennet > 
_— —_—_——— 
: as ite eis 
> : pee pe 
: a —— na he aA dice - 
, } - ; eet noe ae 
; [SI = eo ERA SNE EE er ne y 
ya sc maeac 
: i re 4 ob oe 
a = = anal 
oul yey re a 
; ———— ame - - ee s = . 
Ee a SST LE f TE AE SS RENE TIS 
— ———————— _ 
, ig - ; 
. y Pa 2 = 
l ES CAA LIT ; tin AE one -_ 
1 i & Beene icast ontcncetilithtltieneanneantinchaes 
. . ——_lFEFEFE—FE—E—E_E_ETEeeeeee——— ae : 
‘ TT RS ers 
y < \ a ae er ea wan ate: 
a i ae meal sect Jo 
* oo ype pt , asl enntoetsesnnnee 
‘i I i sens eae — 
i REE TAT SAEY TT TE anna “3 RE 
rash ee prem tte mhageae thf pi oo 
2 Se . Peony é ES A 
i n i . - 
. —— SS " — 
! 3 SEE CCC 
re ens ata de e [—— 
‘ Ha ———— 
| : BES in ee 
, 
, re 4 
\ 
| : J, oe sa oR 
a (0 I a 
| ~ 4 ee is 
,? | ’ + r te 
. , y YZ —— : ~~ “<< a, 
a i er * ey ¢ 
i a a 
f \ ee 
its yaa 
+, ee 
| : ERD Je: 
| rs 
. é oe ae 
REATIVE ME 
. : , : | 
- (OREATIVE MI 
. ie — a Be srt 5 
Fy we : ee Fee! i es ee ‘ 
Be s,s Pee 4 , 
tt, J er F's, ie = i> Bee 
ie’ we OP ~~ a e j - 
W dhe aturaay Fivening Fost: 
ee Late eae A 
“ Ss ~¢, o> a i an ey, r et A 
. y x on ? 5 * See ty : 
: ap - 2 ea ape , See rad i , ‘ ~ ee t SSS ae 
' ss a2), 2 | 4 
: ae P EXPOS KA 
z 4 OIE TT, ee, nema ee aes om 
: ee” % ay Pts : ed a : 
iz Y ta ee 5 oe EP i ¥ 
i ai a" f : ms him 7; wt ie ’ ¢ 
ir oe: ree Py ae he of ey el 
F 4 oi = bet vo + a < , ae 
ee eae , a * f 
} inom . mie A ay ee Syd 
x ag 4 < e mh a ee 
be reeeigel ee Ley 
; ee a ‘cee 
q “aa 4 CS 
os ee 
ae 
e 
‘ 
~~) 
hae 
More oe aad — 
Gen oS ; wats oe : - Pe: 
“Seba Se ee ees seme eck S Ra ee Se , Pee. 
es 4) re Wager ke ack te ca a eee acts ct ie ET ef OR bre |S , ; ; : , : 
ae EE Goan Bee eee Rea egrees P 7 Re. Be ees ~, hae ae SU Se Seta WOE a A 7 CTE ph : 4 ; ; 
Rega 0d Na es ted a ea ae Ve eens ie bi nol "= TLR mse ane ans weap aah ieee Wage ae aaa 
i i ade a RAN eT al ae Po evo # 
De oes ces fas eid Sian aaa x 
Mack Iecappee | :. 
es 


Spot Radio Push 
for Iced Tea Is 
Aimed at Wives 


New Yor«, April 14—The Tea 
Council of the U.S.A. will launch 
its 1959 iced tea drive May 15 on 
radio in ten southern markets, and 
will expand coverage to 29 mar- 
kets in June. 

A total of 100 radio stations in 
29 markets will be used through- 
out the summer, seven days a 
week, concentrating on the hours 
between 3:30 and 6:30 p.m. to 
reach the housewife when she is 
planning and preparing the eve- 
ning meal. The spots will number 
between 65 and 115 weekly, de- 
pending on the market. 

Leo Burnett Co., Chicago, is the 
agency. 

Robert Smallwood, chairman of 
the council, in announcing the 
campaign noted, “Our job is not to 
sell people on iced tea because 
there is no appreciable resistance 
to our product. Almost everyone 
likes iced tea. What we have to 
do is remind people to prepare and 
order it.” 


s This season, he said, 14 musical 
versions of the iced tea song will 
be used. The arrangements, which 
revolve around a global theme, are 
Italian, Oriental, French, Hawai- 
ian, Viennese and others. 

“The emphasis on the music,” 
Mr. Smallwood said, “has played 
an important role in the success 
of previous campaigns. Last year, 
our commercials were cited as the 
best radio spots during the summer 
months by both John Blair & Co., 
station representative, and ADvER- 
TISING AGE.” 

The commercials to break May 
15 will be carried in Atlanta, Bir- 
mingham, Dallas, Fort Worth, 
Houston, San Antonio, Memphis, 
Miami, Greensboro, N.C., New Or- 
leans and Charlotte, N.C. 

On June 1 the schedule will add 
Louisville, Norfolk, Richmond, St. 
Louis, Baltimore, Washington, 
Cincinnati, Indianapolis, New 
York, Philadelphia and Pittsburgh. 

Two weeks later Boston, Buf- 
falo, Chicago, Cleveland, Detroit, 
Los Angeles, Providence and San 
Diego will be added. # 


Armstrong Sets 
Magazine Drive 
for Ceiling Products 


LANCASTER, PA., April 15—Arm- 
strong Cork Co. is planning a heavy 
advertising program this year using 
numerous consumer and business 
magazines, in addition to commer- 
cials on its regular tv show, “Arm- 
strong Circle Theater” (CBS), to 
promote its line of ceiling products. 

Full page color ads will appear 
in one issue of each of the follow- 
ing during 1959: American Home, 
Better Homes & Gardens and 
BH&G’s Home Improvement Ideas, 
Coronet, House Beautiful, Life, 
Living for Young Homemakers, 
Look, McCall’s, Popular Mechanics, 
Popular Science, Reader's Digest, 
Sunset Magazine and The Saturday 
Evening Post. 

Business publications included in 
the schedule are American Builder, 
American Lumberman & Building 
Products Merchandiser, Architec- 
tural Forum, Architectural Record, 
Building Supply News, Journal of 
the American Institute of Archi- 
tects, Manufactured Homes, Pro- 
ducers’ Council Bulletin, Progres- 
sive Architecture, Quarterly of the 
National Fire Protection Assn., 
Southern Building Supplies and 
Specifier. 

The agency for Armstrong build- 
ing products is Ogilvy, Benson & 
Mather, New York, # 


ee 


Private Labels Ride 
Coattails of Brands, 
BNF’s Abt Charges 


New York, April 
Brand Names Foundation, which 
showed some sizable 
cracks during last year, turned 
out a tremendous crowd to honor 
the retailers of the year, elected 
new officers, and showed new ad- 


at Brand Names Day. 

Henry Abt, BNF president, re- 
ported that the foundation was 
moving into new areas. Originally 
created as a weapon against 
threatened grade labeling, it sur- 
vived as an instrument of national 


against private brand inroads. 
“Under this system (private | 
brands) the consumer would be| 
the ultimate victim. No private | 
label has ever pioneered a new 
product or developed a new mar-| 
ket. Few private labels, charged | 
with the cost of research of market 
development, could sell at their 
present price tickets. For the most 
part, they ride the coattails, trav- 
el the well-blazed paths of makers’ 
brands,” the BNF president said. 


® He commented that the power 
of the foundation’s advertising had 
been harnessed for members’ 
brands, that the recognition sym- 
bol used by members is related to 
the BNF symbol, and that with its 
use members can distinguish their 
products from private labels. 

He noted that media understand 
that their future is tied in with 
brands, but added sarcastically, 
“As for advertising agencies, 
some of whom have assumed a 
pose of ‘studied statesmanship’ 


"T 


really no serious affair of theirs, 
one can only suggest a bit of 
arithmetic to figure out how many 
would survive on the billing that 
would survive if the whole econ- 
omy had gone over to products to 
be selected only by store identifi- 
cation.” 


® The foundation lost more mem- 
bers than it gained last year, and 


to a low estimated rate of $234,000 


nelly, vp of Drexel Furniture Co., 
noted that the BNF suffers from 
having dues on a member-anni- 
versary basis, 
mended a 


used, and strict adherence to a 
dues scale 
on a contribution basis, and some 
of its members still don’t pay the 
scale newer members do). 


s When the $23,310 deficit loomed, 
there were sharp cutbacks in 
BNF’s promotional program, al- 
though the advertising—for which 
the creative work was done by 
Maxon Inc.—still reached 79.6 
contacts for each U. S. and Cana- 
dian household. During the year, 
outdoor became available, and 
BNF now has pledges of 100 loca- 
tions in 24 cities; magazine adver- 
tising hit 317,000,000 in 1958, 53,- 
000,000 less than in 1957, due to the 
inability of BNF circulation to sup- 
ply plates during part of the year; 
newspaper circulation dropped 
from 559 dailies to 227, again 
because of mat problems, but the 
drop came in smaller cities, and 
supplements carried BNF copy 
totaling 475,000,000 circulation; tv 
and radio coverage increased, and 
transportation advertising reached 
90% of saturation of vehicles. 

At a member luncheon Arthur 
B. Langlie, president of McCall 
Corp., suggested to BNF a decla- 
ration of principles which had five 
basic points of responsibility for 
the foundation’s symbol: Quality, 
value, competition, truthful and 


16—The | 


financial | 


vertising material here yesterday | 


about this matter, as if it were! 


its income fell from about $275,000 | 


and an actual revenue of $251,000. || 
The projected income for 1959 is| 
$260,000. Treasurer Robert L. Con- | 


and has recom-|{ 
change to an annual} 
fiscal year for all members, charg-| | 
ing members for BNF materials] | 


(BNF was originally 3 


“Sere: 
No-Cooking Oatmeal 


Wonderful new hurry-up way 


om for busy people to enjoy the benefits «& 


| 
j 
ee eee j | 


| 


brand (or maker’s brand) defense | @U!CK QUAKER—Quaker Oats Co. is 12. 


|'using newspapers to promote its 
new instant Quaker Oats in New | 
York, Grand Rapids, Hartford and | 
Providence. Wherry, Baker & Til-| 
den, Chicago, is the agency. 


ae 


lsudentealiidl advertising and sell-| 
ing, and progress. 


® The foundation elected John H. 
| Breck Jr., exec vp of John H. 
Breck Inc., Springfield, Mass., 
chairman of the board. Mr. Abt 
was reelected, and Edward R. Tay- 
lor, exec vp of Motorola Inc., Chi- 
cago, was recalled to serve as 
j}chairman of the executive com- 
mittee. He was chairman of the 
foundation from 1955 to 1957. 

The Brand Names Foundation 
awarded top honors in its annual 
retailer of the year competition to 
Lit Bros. department store, Phila- 


delphia, and A. W. Lucas Co., 
Bismarck, N. D. 
Lit Bros., which made heavy 


promotion pitches during 1958 
pushing brand names, was winner 
in the Class I department store 
category. A. W. Lucas Co. cornered 
honors in the Class II classifica- 
tion. 

Winner of the brand name 
group’s specialty store category 
was Wormser’s Store, Lafayette, 
Ind. Heaven to Seven, Des Moines, 
took honors in the children’s stores 
class, # 


Budd Gore 


‘Chicago Daily News’ 
Names Budd Gore 


Advertising Manager 


Cuicaco, April 16—Budd Gore 
has been promoted to advertising 
manager of the Chicago Daily 
News, and LeRoy G. Tabbert has 
been named retail advertising 
manager to succeed Mr. Gore. 

The advertising manager title, 
the top ad post on the News, has 
not been filled since Stanley S. 
Adams resigned three years ago 
(AA, March 5, '56). Mr. Adams 
now is general manager of the 
Gary Post-Tribune. 

Before joining the News as retail 
ad manager in 1955, Mr. Gore was 
publicity director of Halle Bros. 
Co., Cleveland, and advertising 
manager of Marshall Field & Co. 
here. 

Mr. Tabbert, with the News 22 
years, formerly was assistant retail 
advertising manager. Arnold Tor- 
sell will continue as assistant ad 


manager of the newspaper. + 


Advertising Age, April 20, 1959 


} Top 50 Agencies in Network TV: 1958 


Source: NBC research department from Leading National Advertisers 
and Broadcast Advertisers Reports estimates.* 


Total Gross 
Time Billings ABC-TV CBS-TV NBC-TV 
1. Ted Bates & Co. .........cc $52,330,979 $ 4,315,922 $37,195,788 $10,819,269 
2. J. Walter Thompson .......... 49,863,969 7,303,265 18,726,980 23,833,724 
3. Young & Rubicam 49,439,489 15,090,318 19,799,633 14,549,538 
4. Benton & Bowles 36,880,245 695,492 19,222,671 16,961,882 
I earth aphadibanpavcscneessys 35,054,503 1,686,320 24,624,241 8,743,942 
6. Dancer-Fitzgerald-Sample 32,256,123 5,379,506 7,266,905 19,609,712 
7. McCann-Erickson ................ 27,604,753 4,772,255 9,937,288 12,895,210 
8. Leo Burnett Co. ...... 4,616,293 17,525,638 2,730,796 
= William Esty Co. .........0. 17,097,411 3,187,148 9,346,425 4,565,838 
0. Compton Advertising .......... 15,117,291 1,813,763 9,981,093 3,322,435 
11. Kenyon & Eckhardt ............ 13,725,217 2,972,800 3,273,861 7,478,556 
Lennen & Newell ................ 13,644,573 1,489,007 8,123,758 4,031,808 
13. Foote, Cone & Belding 10,713,428 823,607 5,206,934 4,682,887 
4. Grant Advertising .............. 10,623,396 9,815,928 749,490 57,978 
5. Parkson Advertising .......... 10,173,557 3,538,133 6,635,424 
16. Campbell-Ewald Co. .......... 9,925,605 3,062,964 800,455 6,062,186 
IE arcesencedineiaictsiicseseeierssee 8,996,171 238,034 1,653,393 7,104,744 
| 18. North Advertising ........... . 8,078,072 54,488 3,651,338 4,372,246 
Cee" eee 8,075,658 531,491 7,544,167 
20. Grey Advertising Agency .... 7,011,772 1,452,574 1,434,954 4,124,244 
21. Needham, Lovis & Brorby . 6,778,761 2,700,245 4,078,516 
22. Geoffrey Wade Advertising 6,220,273 3,330,009 317,751 2,572,515 
23. N. W. Ayer & Son ... 5,653,844 1,448,980 534,056 3,670,808 
24. Bryan Houston Inc. 5,346,874 193,941 5,152,933 
25. Campbell-Mithun 5,339,041 124,350 3,946,412 1,268,279 
26. Warwick & Legler .......... 4,234,904 9,500 4,214,265 11,139 
27. Erwin Wasey, Ruthrauff 
RNID. sccticdiugtiaindbitevivessss 4,175,448 3,771,685 403,763 
28. Gardner Advertising Co. .... 3,961,772 1,434,423 2,527,349 
29. D. P. Brother & Co. ............ 3,871,958 2,274,193 1,252,125 345,640 
30. Reach, McClinton & Co. ...... 3,826,756 3,826,756 
31. Guild, Bascom & Bonfigli .. 3,760,782 3,760,782 —- 
32. Doherty, Clifford, Steers 
& Shenfield .... 3,754,171 932,751 344,446 2,476,974 
33. Tatham-Laird 3,749,265 1,442,761 809,987 1,496,517 
34. Doyle Dane Bernbach ........ 3,156,036 136,644 3,019,392 
35. Fuller & Smith & Ross ......... 3,155,231 1,209,507 1,945,724 
36. Kudner Agency ........0008 3,077,504 1,264,890 1,812,614 
37. Ogilvy, Benson & Mather .... 2,807,466 822,346 1,431,935 553,185 
38. MacManus, John & Adams 2,786,523 43,150 480,935 2,262,438 
39. Knox Reeves Advertising .... 2,752,926 1,781,814 312,298 658,814 
40. D’Arcy Advertising Co. .... 2,498,311 55,701 2,328,152 114,458 
41. C. J. LaRoche & Co. ............ 2,362,647 595,815 866,604 900,228 
42. Clinton E. Frank Inc. .......... 2,358,852 2,358,852 - 
43. Wherry, Baker & Tilden Inc. 2,358,597 2,358,597 ed 
44. Edward H. Weiss & Co. .... 2,346,352 —_- 2,135,961 210,391 
Be Hc as NE TM. ecsnceseviseieresonn 2,191,310 ——- 2,191,310 
46. Raymond Spector Co. ........ 2,112,594 2,112,594 
47. Doner & Peck} .......cccccc000 2,032,447 639,070 284,025 1,109,352 
48. Cunningham & Walsh Inc. .. 1,860,452 383,163 819,124 658,165 
49. Henry Eisen Advertising .... 1,680,119 1,680,119 
50. Fletcher D. Richards Inc. .... 1,637,767 1,637,767 


*These figures do not cover talent-production costs, nor do they reflect billings that 


accrue from shows on which an agency has 


production but is not the agency of record. 


tincludes billings of W. B. Doner & Co. and Peck Advertising Agency. 


Assignment of 


|Wildroot Builds 


Bates C-P Billing 


New York, April 16—The Wild- 
root account, billing an estimated 
$3,250,000, was awarded to Ted 
Bates & Co. today by Colgate- 
Palmolive Co. 

Bates beat out Norman, Craig & 
Kummel, Cunningham & Walsh 
and Lennen & Newell, all of whom 
made presentations about two 
weeks ago (AA, April 6). 

“All four presentations were 
definitely outstanding,” according 
to C. Guy Grace, vp and general 
manager of the toilet articles divi- 
sion. But the company said the 
scales were tipped for Bates be- 
cause they already have the Palm- 
olive men’s line. 

“Uniting the two accounts could 
bring benefits to both, since full 
advantage could then be taken of 
combined advertising and promo- 
tional efforts in the men’s line 
market,” Mr. Grace said. 


® With the Wildroot business, ac- 
quired from Batten, Barton, Dur- 
stine & Osborn, the Bates agency 
increases the commanding lead it 
already has as Colgate’s No. 1 
agency. The Bates product list in- 
cludes Colgate Dental Cream and 
Fab. # 


| Eight Agencies 
Placed Over 50% 
of Net TV in ‘58 


(Continued from Page 1) 
son. Of all the pace setters, Y&R 
came closest to spreading its cli- 
ents’ network tv dollars relatively 
evenly among the three chains, 
though Columbia Broadcasting 
System got more than the other 
two. Grant Advertising placed 
practically all its network tv bill- 
ings on ABC. Eleven of the top 
50 bought no time on ABC. 

The big five, in order, on CBS 
were Ted Bates, BBDO, Y&R, Ben- 
ton & Bowles and JWT. A lion’s 
portion of Bates’ business went to 
Columbia. Seven of the 50 leading 
agencies bought no time on this 
network. 

At NBC, the rank order was J. 
Walter Thompson, D-F-S, Benton 
& Bowles, Y&R and McCann. Eight 
of the 50 leaders had no billings 
on NBC. # 


Broker Runs Big Ad 

A 16-page color supplement ap- 
peared in the April 19 issue of 
The New York Times for Cush- 
man & Wakefield, New York real 
estate management and brokerage 
company. The ad supplement, said 
to be the first run by a real estate 
company, includes advertising of 
23 other advertisers in building 
supply and service lines. Fairfax 
Inc. is the agency. 
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REPRODUCED FROM AN EKTACOLOR PRINT. NEGATIVE: 2% X 2V%q KODACOLOR, 


thirty-nine variations on a theme... 


... all with the consumer appeal of photography... all selling Newport... 
and all done via color prints with the type on transparent overlays, defin- 
ing exactly how each element would appear. What a presentation for a new 
campaign ! 

Lennen & Newell’s Richard Mancini and photographer Richard Beattie 
chose Kodak Ektacolor prints to create more than three dozen advertise- 
ments, car cards, billboards, and display pieces. 

Neither they nor P. Lorillard’s advertising manager, Thomas Tausig, had 
to guess final treatments. There they were! 

The Kodak Ektacolor system is the source of all things photographic— 
color prints, transparencies, black-and-whites. Let your photographer help 
you benefit from this most modern medium. 

Write for free 8-page booklet about how photography helped solve New- 
port’s problems. 


EASTMAN KODAK COMPANY « Rochester 4, N.Y. 


TRADEMARK 
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HOLY SMOKE!: 
You’ve never seen 
real service 

until you 


USE THE SERVICES OF |“You can’t expect any show to go on forever .. 


. But a show’s life 


can be extended.” 


Cc E wi T U rR Y Agency with Showmen Can Pick TV 


ELECTROTYPE COMPANY, INC. 


Electrotypes ¢ Plastic Pilates « R.O.P. Mats ‘Shows That Go: B&B's McDermott 


160 East Illinois Street, Chicago 11 » DElaware 7-1541 New York, April 15—Thomas| for one of Madison Ave.’s most 


McDermott, whose youthful looks | perilous guessing games 
belie his new title of senior vp at|ing network tv shows that will 
Benton & Bowles, has a good score | keep a client happy over a long 


NE Wrort N EW § ana nameron, vircinas RETAIL 


rEODo LINAGE 


UP 707... 


* AND STILL RISING 
RETAIL 


FOOD LINAGE 
1958 


3,163,521 Lines 


1957 
1,868,699 Lines 
GAIN 


1,294,822 Lines 
AN INCREASE OF 709% 


MAJOR RETAIL 


The NEWport NEWS-Hampton market is the fastest 
growing area of the giant Hampton Roads Market, 


_ and is covered only by the Daily Press and Times 


39 Herald Newspapers, Newport News, Virginia. 
oe 
Ets 60 National Representatives: Sawyer-Ferguson-Walker Co. 


New York e Atlanta e Chicago ¢ Detroit ¢ Philadelphia 


ce ee 


pick- 


| period of time. This accomplish- 
ment is all the more impressive 
because of the high show cas- 
ualty rate—nearly 50% in some 
years—in network television. 
How does the 39-year-old Mr. 
McDermott, who has been head 
of broadcast programming at 
the agency for six years, ac- 
count for his excellent show- 
|ing? How does he select pro- 
|grams that will have a solid 
| run? 


8 “Call it 99% luck,” Mr. Mc- 
Dermott told AA. But his next 
remarks made it clear that he 
feels a good deal more than luck 
is involved. 

The base of Benton & Bowles’ 
tv programming stability, Mr. 
McDermott feels, rests on the 
type of men the agency hires 
for its program department. 
“We take showmen and make 
advertising men out of them; 
we don’t think it will work the 
other way around,” he said. 
“We are still an agency with a 
tv department in show busi- 
ness.” 

Mr. McDermott learned his 
show business in the legitimate 
theater and radio, where he 
tried practically everything ex- 
cept acting. He wrote two plays 
which, he said, “fortunately 
| never appeared on Broadway, 
| because they would have been 
| flops.” 

But they helped to make him 
la knowledgeable man. He 
speaks with a mixture of 
amusement and dismay of one 
of his ad agency counterparts 
who said: “I’ve just got to catch 
that show of ours again and see 
how we're doing. I can’t find 
out anything from reading 
scripts.” 


| 
® As typical of the entertain- 
ment-hep men B&B has on its 
staff he mentioned Albert Kaye, 
| vp in charge of the West Coast 
office, a onetime lighting man 
who worked with Loew’s and 
Samuel Goldwyn before getting 
|into the agency business; Mur- 
| ray Bolen, head of production, 
| whose training ground was ra- 
| dio production and _ direction 
land acting, and Freddie Bar- 
tholomew, a_ headline’ child 
movie star who grew up to be 
a tv director-producer. 

Mr. McDermott views the 
selection of shows as his basic 
responsibility. “But when we’ve 
bought a show with a strong 
concept, the job has just be- 
gun,” he explained. “We don’t 
buy a show and walk away and 
hope it works.” 


@ The agency executive is con- 
vinced that the tv boss at the 
agency must have enough faith 
in himself to stick by a program 
decision long enough for a fair 
test. He doesn’t think it’s very 
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rosy ——e to buy a show created and now produces for|keep the agency from getting in-|on the movie, “Father of the 
ue me s and then drop it | P&G, which owns the programs. volved in nighttime productions Bride.” : 
rt ge that something This agency does not believe in| that are exclusively agency pro-| Mr. McDermott's job keeps him ‘ANSWER AMERICA 
pling — , owning shows, even though a | duced. jin the air a good deal of the time, 
a show has been select- brand shift may sometimes take Furthermore, it would be unwise | commuting between New York and ANSWERS YOUR TELEPHONE ‘ 
or in some cases developed |a B&B created program out of the} for an agency to go into production|Los Angeles. But the schedule 24 HOURS EVERY BAY =| 
i) 
{ 
' 


, 
: 
| 


: in etapa with an inde-| shop. The three P&G daytimers are |in competition with the independ- | doesn’t seem to bother him, partly Offices everywhere — Act as branch offices 
; mn ent production company, | “As the World Turns” and “Edge | ent producers and the talent owned |no doubt because he has an un- orders over iatormation ices >| 
agency producer is assigned |of Night” (CBS) and “From These | companies that are major sources | derstanding wife, who knows all | | 2att-am sere cnettels of nese cca 
0 it. “Our producers are pro- | Roots” (NBC). No outside produc- |of programming, Mr. McDermott about the demands of show busi- Y os ee) «Bhene directory or call ime” 
ducers,” : Mr. McDermott em-|er is involved in these shows. feels. ‘ness. He is married to Anne Burr, | =~ ~ ANSWER AMERICA, s 
phasized. “They are not tv / s vise -|w y p ill | | 
However, B&B has advised Gen- | whom Broadway theater goers will idea 55 Cast Washington Street, Chicago 2, 


account men who are there be-|® But the economics of modern tv eral Foods to help finance a $60,000 remember from “Detective Story” 
cause they understand budgets|—among other considerations—| MGM pilot for a new series based | and “The Gamblers.” # 

and know what words shouldn’t 
be said on the air.” 


= The producers work closely 
with the network or outside 
producers on such things as 
titles, scripts, casting and all the 


} elements that go into the week- 
to-week production of a show. 
Don’t the show’s producer 

P and creative people resent the D 
“interference” from the “agen- 
cy producer” who comes in and 
tries to tell them how to do 

J their job? 


Not, the B&B executive said, 
if the agency producer is a com- 
petent man who knows what he | 


ae 
camer cet IS the face you turn to the public 


It's not “interference,” it’s “as- 
sistance,” he insists, since the | 
whole idea is to have as good 


: a show as possible. 
é However, he thinks there is 
- a great deal of interference in | 
\ the industry generally—though 
not in his agency—on the part 
of tv account men, top execu- 
tives and others who try to get 


their hands into programming | 

and who haven’t the proper 
| background or experience to be 
| s of real help. 


pie. 


ee ae No matter how beautiful the art or how significant the 


misses as well as hits. But the 


4 agency is associated with an message, your advertisement is a complete failure if not 
: impressive list of long-running 

series. A the P&G’ : 
: ‘<cs Ge ae” aah read. And... more often than not... poor readership 


has lasted six years, thanks to 

7 2) 40 Samne Changing, story philecs- is synonymous with poor typography. Advertisers and 
“ phy revision, other therapy and 

in the offing for next fall, per- ‘ . ‘ 

haps, a time change if the al agencies know that ATA member firms have the reputation, 

gram continues; “This Is Your 

a = ae See oe craftsmanship and wide selection of type faces to help 

Ri about seven years; the “Danny 

' ’ Thomas Show,” a rating pace : : 4 

setter for General Foods for them produce the finest in advertising typography. Why 

‘ two years—a previously low- 

rating show Mr. McDermott ? 

: chek ix aaeae ie not phone your ATA typographer today? 

choice Monday spot on CBS 

despite the objections of other 

P&G agencies and the reluc- 

tance of the network; “Decem- AAOERY 

ber Bride,” five years for Gen- 44 


ON 


eral Foods; “Zane Grey Thea- fs 
ter,’ four years for General fel 
lg ae ca ge Ro ADVERTISING TYPOGRAPHERS ASSOCIATION : OF AMERICA, INC. 
po tan ne ang ane aageaaliaas Executive Offices: 461 Eighth Avenue, New York City |< 


suggested by the agency. | 

“The Rifleman,” a newcom- | 
er to the top ten during the 
1958-59 season, grew out of Mr. 
McDermott’s suggestion that 
one of the episodes on “Zane 
Grey Theater” was strong 
enough to sustain a series on 
its own. P&G is a co-sponsor. | 


= 
ZA 


IT PAYS TO SET TYPE RIGHT AT: AKRON, OHIO, The Akron Typesetting Co. / ATLANTA, GEORGIA, Higgins-McArthur Company / BALTIMORE, MARYLAND, 
The Maran Printing Company / BOSTON, MASSACHUSETTS, The Berkeley Press, H. G. McMennamin, Machine Composition Co. / BUFFALO, NEW YORK, Sahlin Typographic 
on forever”—except, perhaps,| Service / CHICAGO, ILLINOIS, J. M. Bundscho, Inc., The Faithorn Corp, Hayes-Lochner, Inc., Runkle-Thompson-Kovats, Inc., Frederic Ryder Company / CINCINNATI, OHIO, 
for a rare exception. They will | The J. W. Ford Company / CLEVELAND, OHIO, Bohme & Blinkmann, Inc., Schlick-Barner-Hayden, Inc., Skelly Typesetting Co., Inc. / COLUMBUS, OHIO, Yaeger Typesetting Co., 


=» You can’t, Mr. McDermott | 
feels, “expect any show to go 


all t eventually. But a| A : 
anowe life can be. extended |nc. / DALLAS, TEXAS, Jaggars-Chiles-Stovall, Inc. / DAYTON, OHIO, Dayton Typographic Service / DENVER, COLORADO, The A. B. Hirschfeld Press, Hoflund-Schmidt Typo- 


through the introduction of new |_ graphic Service / DETROIT, MICHIGAN, Arnold-Powers, Inc., The Thos. P. Henry Company, George Willens & Company / INDIANAPOLIS, INDIANA, The Typographic Service Co. / 


characters and changes in the ; 
story line in many cases, it was KALAMAZOO, MICHIGAN, Mahoney Typographers, Inc. / LOS ANGELES, CALIFORNIA, Adtype Service Co., Inc. / MILWAUKEE, WISCONSIN, Arrow Press / MINNEAPOLIS, 


stated. MINNESOTA, Duragraph, Inc. / NEW YORK, NEW YORK, Ad Service Company, Advertising Agencies’ Service Co., Inc., Artintype, Inc., Associated Typographers, Inc., Atlas 
It’s renewal time now for — Typographic Service, Inc., Central Zone Press, Inc., The Composing Room, Inc., Composition Service, Inc., Diamant Typographic Service, Inc., A. T. Edwards Typography, Inc., 


ooagel yv ae ae ro Graphic Arts Typographers, Inc., Huxley House, Imperial Ad Service, King Typographic Service Corp., Linocraft Typographers, Inc., Master Typo Company, Chris F. Olsen, Frederic 
said with certainty which, if Nelson Phillips, Inc., Philmac Typographers, Inc., Royal Typographers, Inc., Frederick W. Schmidt, Inc., Harry Silverstein, Inc., Supreme Ad Service, Inc., Tri-Arts Press, Inc., 
‘ ae a hegre poe ar ten | | Typographic Craftsmen, Inc., The Typographic Service Co., Vanderbilt-Jackson Typography, Inc., Kurt H. Volk, Inc. / NEWARK, NEW JERSEY, Barton Press, William Patrick Co., 
1959-60 season. Mr. McDer- _ Inc. / PITTSBURGH, PENNSYLVANIA, Davis & Warde Inc. / PHILADELPHIA, PENNSYLVANIA, Walter T. Armstrong, Inc., Alfred J. Jordan, Inc., Progressive Composition Co., 


mott, a persuasive man with — Typographic Service, Inc. / PORTLAND, OREGON, Paul 0. Giesey, Adcrafters / ROCHESTER, NEW YORK, Rochester Monotype Composition Co. / ST. LOUIS, MISSOURI, Warwick 


clients, a ApvEntiatna Ace TPOBraphers, Inc. / SEATTLE, WASHINGTON, Frank McCaffrey / TORONTO, CANADA, Cooper & Beatty, Limited. 
talked to him. | 
There are three live daytime 


dramas which Benton & Bowles | 
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We Americans inherited a big country. We have 
e i made it bigger. But isn’t it about time that—in 
the advertising world especially —we try to apply 
some qualitative standards to the audiences that we strive to 
reach? Isn’t it about time that we realize there are very, very 


few products for which advertising and marketing efficiency 


cannot be improved with one degree or another of selectivity. 


Name me a good copywriter, from the days of Claude Hop- 
kins to the present, who, as he worded his message, didn’t 
mentally select a hypothetical group of people to which he 
addressed that message. Has the same reasoning no place in 
media selection and buying? 


We have people in our profession who say, ‘People are people’. 
And thus they give a commonality to human beings which does 


not exist in fact. 


Let us assume, for instance, that there is an event in Soldiers 
Field which has attracted 100,000 people. Let us ask our- 
selves, ‘Do these people have a commonality which permits 
us to buy their audience on a basis of numbers?’ 


There are children in the group, and there are octogenarians. 
There are people of all ages and both sexes. So we must di- 
vide the interests of the group in many important aspects. 
And it is this division of interest that must determine what we 


say to them and where we say it. 


Our group in Soldiers Field tonight may be watching a prize 
fight. Tomorrow night that same field will be filled with an 
equal number of people who are attending the annual music 
festival. 


To these two groups, would you address the same advertising 


HEARST MAGAZINES & 


13 KEVS TO 13 SPECIAL INTEREST MARKETS 
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In a speech before leading 

media directors of Chicago agencies, 
Arthur L. Decker, Senior Vice President 
of Henri, Hurst & McDonald Inc., 

set forth some frank opinions on the use 
of media today—asserting that 
circulation size is not the sole, or even the 
most important, measure of effectiveness. 
On the subject of bigness per se he asks: 
‘Big What?’’—and follows the question 
with the comments on these pages. 


message? Would you put it in the same media? Of course you 
wouldn’t. If you did, you would have to deal with that thin 
layer of commonality which applies to all of them. And, 
thus, your advertising concept and execution becomes like the 
Powder River—a mile wide and an inch deep. 


Research has shown, time and time again, that where the 
advertising message has been written specifically for a selected 
audience of a selected publication, the traffic in all three class- 
ifications is much heavier. In other words, the ‘people-are- 
people’ type of approach is ineffective to a selected audience. 


On the other hand, a specialized message to an audience of spe- 
cialized interest is most effective. Does it not therefore follow 
that the specialized audience becomes just as important as the 
specialized copy? I ask you then, why in our admiration of big- 
ness we so often fail to take into consideration the specialized 
interest of the audience? 


Magazines differ widely in editorial concept and content. 
Can we view them as so much circulation? And how much 


is the effectiveness of any given ad affected by the context 
of the editorial matter? 


Figures alone are not enough in measuring any advertising 
medium. They must be interpreted in terms of human beings. 
We must know what kind of people read a given publication 
... before we set out to write the selling message directed 
towards them. We want an analysis of the climate, the at- 
mosphere, the context surrounding each advertisement. Will 
it be read in the kitchen, the living room, or the office? What 
of the mood created by the editorial matter? 


In short, what special interest factors create a special sales 


promotion force for advertisers...a force that is 
something a good deal more than a ‘mile wide and an 


inch deep’? 


@ Town & Country @ Cosmopolitan @ Sports Afield @ Popular Mechanics @ Motor 


e Good Housekeeping @ Bride & Home @ American Druggist ¢ House Beautiful 


e Motor Boating @ Harper’s Bazaar @ Science Digest @ New Medical Materia 
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We Americans inherited a big country. We have 
‘ ‘ made it bigger. But isn’t it about time that—in 
the advertising world especially —we try to apply 
some qualitative standards to the audiences that we strive to 
reach? Isn’t it about time that we realize there are very, very 


few products for which advertising and marketing efficiency 


cannot be improved with one degree or another of selectivity. 


Name me a good copywriter, from the days of Claude Hop- 
kins to the present, who, as he worded his message, didn’t 
mentally select a hypothetical group of people to which he 
addressed that message. Has the same reasoning no place in 
media selection and buying? 


We have people in our profession who say, ‘People are people’. 
And thus they give a commonality to human beings which does 
not exist in fact. 


Let us assume, for instance, that there is an event in Soldiers 
Field which has attracted 100,000 people. Let us ask our- 
selves, ‘Do these people have a commonality which permits 
us to buy their audience on a basis of numbers?’ 


There are children in the group, and there are octogenarians. 
There are people of all ages and both sexes. So we must di- 
vide the interests of the group in many important aspects. 
And it is this division of interest that must determine what we 


say to them and where we say it. 


Our group in Soldiers Field tonight may be watching a prize 
fight. Tomorrow night that same field will be filled with an 
equal number of people who are attending the annual music 
festival. 


To these two groups, would you address the same advertising 


HEARST MAGAZINES J 


13 KEYS TO 13 SPECIAL INTEREST MARKETS 
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In a speech before leading 

media directors of Chicago agencies, 
Arthur L. Decker, Senior Vice President 
of Henri, Hurst & McDonald Inc., 

set forth some frank opinions on the use 
of media today—asserting that 
circulation size is not the sole, or even the 
most important, measure of effectiveness. 
On the subject of bigness per se he asks: 
‘Big What?’’—and follows the question 
with the comments on these pages. 


message? Would you put it in the same media? Of course you 
wouldn’t. If you did, you would have to deal with that thin 
layer of commonality which applies to all of them. And, 
thus, your advertising concept and execution becomes like the 
Powder River—a mile wide and an inch deep. 


Research has shown, time and time again, that where the 
advertising message has been written specifically for a selected 
audience of a selected publication, the traffic in all three class- 
ifications is much heavier. In other words, the ‘people-are- 
people’ type of approach is ineffective to a selected audience. 


On the other hand, a specialized message to an audience of spe- 
cialized interest is most effective. Does it not therefore follow 
that the specialized audience becomes just as important as the 
specialized copy? I ask you then, why in our admiration of big- 
ness we so often fail to take into consideration the specialized 
interest of the audience? 


Magazines differ widely in editorial concept and content. 
Can we view them as so much circulation? And how much 
is the effectiveness of any given ad affected by the context 
of the editorial matter? 


Figures alone are not enough in measuring any advertising 
medium. They must be interpreted in terms of human beings. 
We must know what kind of people read a given publication 
... before we set out to write the selling message directed 
towards them. We want an analysis of the climate, the at- 
mosphere, the context surrounding each advertisement. Will 
it be read in the kitchen, the living room, or the office? What 
of the mood created by the editorial matter? 


In short, what special interest factors create a special sales 


promotion force for advertisers...a force that is 
something a good deal more than a ‘mile wide and an 


inch deep’? 


@ Town & Country e Cosmopolitan @ Sports Afield ¢ Popular Mechanics @ Motor 


e Good Housekeeping @ Bride & Home @ American Druggist @ House Beautiful 
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e Motor Boating @ Harper’s Bazaar @ Science Digest @ New Medical Materia 
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The Editorial Viewpoint... 


An Unusually Useful Service 


We are pleased when the annua] Market Data Issue of ApveRTISING 
Ace rolls around, as it does this week. We are pleased for a strange 
and perhaps a silly reason, but we are pleased nevertheless. 

Normally, the editorial content of ADVERTISING AGE equates with hot 
news, excitement, human interest, and that sort of thing. And in this 
sense, our annual compilation of market data is the antithesis of 
everything else we print. It is not exciting nor glamorous, nor very 
pleasant or interesting reading. It is pure service material. 

What pleases us about this annual occasion—this issue marks the 
twelfth consecutive year—is that there is ample proof that this un- 
spectacular gathering together and cataloging of market information 
is indeed a wanted and a useful] service to readers. 

The proof is in the several] thousand individual requests received for 
more than 70,000 items of cataloged information last year—a figure 
which we confidently predict will be exceeded this year. 

In requesting information, please note two things: Requests should 
be sent in promptly, because they can be processed only for a limited 
time; and in cases where items requested have a price attached to 
them, money or checks should not be sent to ApVERTISING AGE; the 
publishers of the items involved will handle the billing for them. 


A Return to ‘Tell All’ 


The 36-page advertisement which Ford Motor Co. will publish in 
the May Reader’s Digest, at a total promotional cost of nearly $1 mil- 
lion, is notable for a number of reasons, in addition to the fact that it 
is undoubtedly the most costly single print advertisement ever pub- 
lished for a single product. 

What intrigues us especially about it is that, as Publisher DeWitt 
Wallace of Reader’s Digest commented, “it includes so much fascinat- 
ing information of obvious value to everyone.” The ad is in fact a re- 
working of the “Buyer’s Digest of New Car Facts for 1959” which 
Ford produced earlier, and in this respect it follows all the principles 
the Associated Business Publications used to insist upon when it was 
promoting “Tell All” advertising. 

Ford apparently believes that there is still room for “tell all” adver- 
tising copy, and that some facts and figures have pertinence and in- 
terest for the buying public. We hope their belief is sound, because 
symbology and “image” stuff is fine—up to a point; but we can’t help 
feeling that there has been a little bit too much tendency to forget 
that people still have a healthy interest in such mundane things as 
products and prices, and that, along with atmosphere and inspiration, 
they sometimes have a yearning for a few simple facts. 


Statistical Naivete? 


Kenneth H. Myers, chairman of the production management de- 
partment of Northwestern University’s school of business, has a pro- 
vocative article in the current Journal of Marketing in which he main- 
tains that advertising expenditures as a percentage of national in- 
come have been tapering off since 1921, and that they are now a 
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_proofreaders, Every precaution is 
| taken to avoid mistakes, and before | : 
'you complain about those that get , this sort was reached recently on 


| the ones they catch! 


|Have Pity! 


—Joe James, Dallas. 


“] don’t think the new account exec knows too much about adver- 
tising. He thinks a story board is a cocktail bar.” 


smaller percentage of national income than they were in 1900. 
He points out that per capita income rose from $677 in 1929 to 
$1,725 in 1957, an increase of 155%, while per capita advertising ex- 


penditures rose only from $29 to $60, an increase of 107%, but adds | 


that improved media efficiency has enabled an advertising dollar to 
perform about two and a half times as much work as it formerly did. 

Mr. Myers’ analysis is interesting and useful, no doubt, but his ap- 
parent conclusion that advertising is a less important element of eco- 
nomic life in the United States now than it was at various times in the 
past seems to fly in the face of plain old fashioned common sense. 

One of the things that surprises us about Mr. Myers’ presentation is 
that he accepts figures on advertising expenditures and national in- 
come going all the way back to 1880 without evidencing the slightest 
doubt about their complete validity. This strikes us as too-common 
practice among figure-worshippers, and something that ought to be 
carefully guarded against. 

After all, figures for both national income and total advertising ex- 
penditures are something that have to be guessed at or estimated; 
there is no set of books or series of cash register receipts from which 
they can be taken. And while we are willing to accept the general ac- 
curacy of such figures for recent years, it seems to us that we exhibit 
considerable naivete if we take a supposed figure for total advertising 
expenditures for 1880 or 1900 at its complete face value. 

Those of us who have been around this here world since 1900 or 
thereabout simply cannot believe—regardless of what the figures 
profess to show—that advertising was relatively more important then 
than it is now. 


What They're Saying... 


was that they were written not 
factually but in the emotional lan- 
guage of “poetry, religion and 
love.”’ An ultimate of absurdity of 


Don't be hasty about blaming the 


away from them, you should see | television, she suggested, when a 


—Warren F. Gardner, editor of The 
Record, Meriden, Conn., addressing 
the Meriden Poetry Club. 


| measuring the value of frozen fish, 
}among other things, Miss Laski 


¥ | says, is not emotion but reason. 
Emotive Advertising | —Manchester Guardian Weekly, Man- 


Miss Marghanita Laski unemo- | chester, England, March 12 issue. 
tionally criticised uninformative In the Public Interest 
advertisements during a meeting | 
in a House of Commons committee 
room last week. Miss Laski, who is | 
one of the supporters of Mr. Fran- | 
cis Noel-Baker’s plan to investigate as 
the advertising industry, said the | Public interest. : 
trouble with many advertisements | — a 


like prostitution, is here to stay; 
but there is no reason why the 
wages of vice should not serve the 


girl was shown “kissing a packet | 
of cod.” The proper instrument for | 


It may be that commercial tv, | 


Pee Is 


Advertising Age, April 20, 1959 


Rough Proofs 


“Are your income taxes unfair?” 
asks an article in the April issue 
of Ladies’ Home Journal. 

Coming just as Uncle Sam 
reached deeply into the pockets of 
all his citizens, this can be re- 
garded as a rhetorical question. 


“There’s opportunity for you in 
Ann Arbor's growth,” promises the 
News. 

And the Wolverines of the Uni- 
versity of Michigan will do their 
best to make the forecast come 
true. 

7 


Advertising men don’t say goofy 
things like “Let’s run up a flag 
and see who salutes,” Leo Burnett 
points out. 

No, but why spoil the innocent 
fun of people who think they do? 


If John Johnson, publisher of 
Ebony, starts a magazine in the 
new African republic of Ghana, he 
may have a chance to introduce 
baseball to the Dark Continent by 
featuring Willie Mays and Ernie 
Banks. 

. 


Guild, Bascom & Bonfigli tells 
readers of AA it wants a copy- 
writer in its San Francisco office 
who is “a genuine pro, but able to 
shake the shackles of conformity.” 
| Conformity represents shackles 


only when you can’t shake ’em. 


- 
| Jack Brickhouse, the sportscast- 
er, says the Los Angeles Dodgers 
expect their talented young catch- 
er, Norm Sherry, to improve with 
age. 

° 


The New York Stock Exchange 
is warning the public via adver- 
tising to invest only on a sound 
basis. 

Under similar circumstances 39 
years ago, Secretary of the Treas- 
ury Andrew Mellon was saying, 
“Now is the time to buy bonds.” 


Trendex says high ratings don’t 
necessarily mean high sponsor 
identification. 

All they do is expose bigger au- 
diences to the commercials. 


Tv advertising is wonderful, es- 
pecially when an advertiser of 
‘home permanents plugs the prod- 
‘uct on a boxing show many of 
'whose viewers are too bald to be 
interested. 

se 


One thing Clairol, just pur- 
chased by Bristol-Myers, succeed- 
ed in doing was to persuade gray- 
ing ladies to refer to it as a hair 
tint instead of a hair dye. 


McCann-Erickson lets you in on 
| the knowledge that copywriters in 
Spanish are “escritores de copia.” 

But the job is equally tough in 
any language. 


There’s a $15,000 opening for a 
|creative marketing executive in 
| Cleveland, provided his age is 30- 


plus. 

How about 50—that’s only 35 
plus 15. 
| Copy Cus. 
es eerie cee 
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Key to an exclusive 


They’re a big market in any media man’s 
language... the 420,000 adult women with 
money in their hands and buying on their 
minds who read The Daily Inquirer... 
and ‘“‘pay no heed” to the evening paper. 
These 420,000 exclusive readers are only part 
of the 632,000 ladies who read The Daily 
Inquirer...and read it with all-inclusive 
appetites for all the wares in the busy, bustling 
stores of Delaware Valley, U.S.A. 


franchise for 420,000 women... 


420,000 exclusive women adults... 632,000 
adult women readers... 1,352,000 total 
audience. 


What a total audience for everything you 
market! What an exclusive audience for 
everything you market to women! What a 
time for scheduling The Inquirer. ..and 
exercising your exclusive franchise... for 
420,000 women! 


For all the facts, all the figures, send for the extract of "Phila- 
delphia Newspaper Analysis” by Sindlinger & Company, Inc. 


The Philadelphia Pnguirer 


Good Mornings begin with The INQUIRER for 1,352,000 adult daily readers 


NEW YORK 
ROBERT T. DEVLIN, JR. 
342 Madison Ave. 
Murray Hill 2-5838 


CHICAGO 
EDWARD J. LYNCH 
20 N. Wacker Drive 
Andover 3-6270 


SAN FRANCISCO 
FITZPATRICK ASSOCIATES 
155 Montgomery St. 
Garfield 1-7946 


LOS ANGELES 
FITZPATRICK ASSOCIATES 
3460 Wilshire Boulevard 
Dunkirk 5-3557 


DETROIT 
RICHARD I. KRUG 
Penobscot Bldg. 
Woodward 5-7260 
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More readers....... 


THE TRIBUNE GETS EM 
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The Tribune sells 900,000 copies daily, 1,275,000 on 
Sundays—over one and a half times the circulation 
of any other Chicago paper. It is read by more fami- 
lies in Chicago and suburbs than the top 5 national 
weekly magazines combined. More than 6 times as 
many Chicagoans turn its pages as turn on the aver- 
age evening TV show! Advertisers spent over 
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....more advertising- 


IN CHICAGO! 


$60,000,000 in the Tribune last year—more than in all the 
other Chicago newspapers put together. Unmatched, 
also, is the Tribune’s record of advertising results. It 
outpulls other Chicago papers 3 to one, 4 to one, even 
15 to one—evidence of a selling FORCE which is 
uniquely the Tribune’s. And another reason why the 
Tribune will produce best for you in Chicago! 
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Advertising Age, April 20, 1959 


Lowest cost per thousand and only 
12 issues a year means your ad 
dollars go farther in Proceedings! 


Here's a coverage of a market at a rate that 
remembers you—a page 12 times a year costs 
only $8.58 a thousand in Proceedings of the 
IRE. You are guaranteed no rate increase in 
1959. And 12 insertions is all that’s needed to 
be in every well-read issue! 


Circulation, highest ever and gaining, is 56,829 
(ABC) plus a bonus of 13,038 students. Pro- 
ceedings is one of those rare values where the 
best costs you less. Be sure you're in the next 
issue by calling: 


THE INSTITUTE OF RADIO ENGINEERS Proceedings of the IRE 


Adv. Dept. 72 W. 45th St., New York 36, N. Y. © MU 2-6606 © Chicago * Los Angeles © San Francisco 


IN 1958 


the magazine featuring positive living for the American family 
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=> new format... new 
Today § Health . +. Hew alth 
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as ogee yable leisure, and other activities the 
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Getting Personal 


Bill Menne of the Menne Co., Los Angeles, has won the Dutch 
Bannister trophy for shooting a low net of 63 in the recent tourna- 
ment of the Southern California Advertising Golfers Assn. . . Charles 
F. Moore, advertising and pr vp for Ford Motors Co., has been elect- 
ed a director of the American Arbitration Assn. . . 

John B. “Steve” Conley, special assistant to the president of the 
Westinghouse Broadcasting Co. and former general manager of 
Westinghouse Radio Stations, was honored at a testimonial dinner 
marking his retirement after 34 years with the company .. . James 
J. Harris, president of Guest Pac Corp., New York, was guest of 
honor at a testimonial dinner April 8 sponsored by the Assn. for 
the Help of Retarded Children .. . 

M. W. Armistead III, publisher of the Roanoke Times & World- 
News, has been named a member of the Virginia State Ports Au- 
thority ... 

George H. Hartman, Chicago advertising agency head, and Mrs. 
Josephine McFadden were married April 10 at Kenilworth Union 
Church... 

Charlie Doughtie, copywriter with Kudner, New York, celebrated 
on April 13: publication day for his first book, “Gabriel Wrinkles 
—the Bloodhound Who Couldn’t Smell” (Dodd, Mead, $2.75) ... 
Joseph E. Hanson, retired ad director of Liggett’s, Lionel Trains, 
Kresge’s, etc., and originator of WOR, New York, has written a 
book for the young, “Grandfather Todd of Old Cape Cod,” published 
by David McKay Co... 

Marjorie Conyers, manager of Edelstein & Conyers, has been 
tabbed “Toledo Advertising Woman of the Year”... Ruth Andre, 
director of the Ann Pillsbury home service center, is the Minneapo- 
lis adwoman of the year. In private life she’s the wife of W. A. 
Krause, a partner in Bruce B. Brewer Advertising .. . 


ww - wht 
NICK HAS! 
q oe Seles 


! 


al 


ADIEU—When Nick Lieberman, copywriter for the Rumrill Co., Ro- 

chester, N.Y., was transferred to the agency’s Buffalo office, 80 of 

his co-workers pooled their money for an appropriate going-away 

present—a farewell ad on an outdoor poster a few blocks from the 
office. 


Aches and pains department: Donn Sutton, director of pr and ad- 
vertising, Borg-Warner Corp., is recovering nicely in Good Samari- 
tan Hospital, Phoenix, from a broken hip. While on vacation in 
Arizona he fell coming down a mountain trail . . . Bill Flower, 
pr vp of Outdoor Advertising Inc., New York, is recuperating from 
an operation performed to improve a former operation . . . John 
Asher, ad director of KMPC, Hollywood, sojourned in the hospital 
recently with a respiratory ailment ... When Joe Fontana, vp of Fos- 
ter & Kleiser Co., San Francisco outdoor advertising company, 
entered Mount Zion hospital recently with a heart attack, he got 
the biggest “Get Well’ card ever from his staff—an outdoor poster 
directly across from his hospital room reading “Get well and come 
home Joe—the F&K gang”... On April 1 Raymond L. Durham, 
partner in the Carthage, Mo., agency that bears his name, celebrat- 
ed his liberation from the body brace he’s been wearing ever since 
he broke his back in an auto accident last November . .. Norman E. 
Cash, president of the Television Bureau of Advertising, is back at 
his desk after a bout with hepatitis—just in time to take over as 
chairman of the 1959 fund-raising campaign for the New York State 
citizens committee for the public schools... . 

Honeymooning in Europe after their March 13 wedding are chair- 
man Ely Landau and senior vp Edythe Rein, both of National Tele- 
film Associates, New York ... Other New York nuptials: Frances 
Keresey and Don Durgin, sales vp of NBC-TV, April 5. . . Dorothy 
Farmer and John Bush, research account supervisor at Ted Bates 
& Co., April 18... Naney McKean and W. J. Bruder, an art direc- 
tor with Adams & Keyes, April 4... 

Hubbell Robinson, exec vp of CBS-TV, is the current Gentlemen’s 
Quarterly fashion personality of the month . . . Herbert D. Strauss, 
exec vp of Grey Advertising, celebrated his 20th anniversary with 
the agency April 6. Among the mementos he received was a gift of 
20 stereo record albums from the agency—and each anniversary 
day hereafter he’s to receive another such gift numerically reflect- 
ing his years of service to Grey... 

A son, Christian Lang Rogers, was born March 30 to Mr. and Mrs. 
Lawrence H. Rogers of Huntington, W.Va. This is their sixth child 
—two boys, four girls. Mr. Rogers is president and general manager 
of WSAZ Inc., and secretary of Huntington Publishing Co. Mrs. 
Rogers was formerly Suzanne Long, daughter of Walter Long, pres- 
ident of Huntington Publishing .. . 

James G. Lamb, chairman of Arndt, Preston, Chapin, Lamb & 
Keen, Philadelphia, is the new president of the Maryland Society 
of Pennsylvania ... Norman Knight, president of the Yankee divi- 
sion of RKO Teleradio Pictures, has been elected vp of the Boys’ 
and Girls’ Camps Inc. . . Mortimer W. Hall, president of KLAC, Los 
Angeles, has been named to a special commission on metropolitan 
area problems for the state of California. He’ll represent radio and 
television on the committee... 
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YOUR MARKET IS A MANAGEMENT MAN 


Watch the driving force behind CPI progress . . . in new 
plant facilities, product development, engineering . . . in 
packaging, more strategic plant sites, new marketing 
methods. Watch CPI-Management! Department heads 
and above, they span every major function... from labor- 
atory to pilot plant to production to front-office adminis- 
tration. Theirs is the responsibility to make profits... 
and no single group could be more concerned with the 
dollar-savings your equipment, materials or services can 
deliver. Your job’s to tell them . . . in a place that gives 
you CPI-Management’s attention while buying decisions 
are being made. 

CHEMICAL WEEX is that place! Factual, fast-paced, in- 


and you can sell him in... 
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terpretive ... it spans the overlapping interests of CPI- 
Management — at all levels, in all functions — both 
technical and non-technical. 28 full-time editors . . . the 
field’s top weekly in advertising pages . .. with more than 
40,000 all-paid circulation . . . read, preferred and sub- 


scribed to independently by more management men than 
any other chemical process magazine. Get the facts. Find 
out how to sell more to CPI-Management . . . right here 
every week...in CHEMICAL WEEK! 


PUBLICATION 


McecGRAW-HILL 
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George R. Stege Jr. 
Drug Merchandiser 
George Stege Tries _ 


Retirement—Again 


April 16—George R. 
vice-president of Leo 
and one of the best| 
known drug merchandising men 
in the country, retired from the 
advertising business yesterday and 
is going to Tangerine, Fla., to live. | 

A native Chicagoan, Mr. Stege 
entered the advertising business 
in 1934 as assistant media buyer 
of the old Lord & Thomas agency 
under Russ Van Gunten. This was 


CHICAGO, 
Stege Jr., 
Burnett Co. 


after experience in_ industrial 
sales and retail merchandising 
work. 


He joined the staff of Liberty 
in 1936; in 1942 he returned to 
Lord & Thomas as account execu- 
tive on Frigidaire. The agency 
was superseded by Foote, Cone 
& Belding the same year. 

He moved over to Pepsodent as 
advertising and merchandising 
manager under the famous Charles 
Luckman in 1943. Lever Bros. 
bought the company in 1944, and 
Mr. Stege continued under the new 
regime as director of sales until 
1949, when the operation was 
moved to New York. 


® He retired briefly after that, 
but Leo Burnett invited him to 
join the agency in 1950. He has 
been principally responsible there 
for the Bauer & Black account. 

Mr. Stege’s family was formerly 
in the brewing business, thus ac- 
quiring some choice business loca- 
tions in Chicago. When prohibition 
came, he operated drug stores in 
several of these neighborhood 
spots, using them as merchandising 
laboratories which aided greatly to 
his knowledge of how to sell drug 
products. 

Of Mr. Luckman, his former 
boss at Pepsodent and Lever Bros., 
George Stege says that he was 
“the greatest.” His forte was in 
ability to analyze situations, make 
them clear to subordinates, and 
assign tasks which would accom- 


STORY 
BOARD 


WTRF-TV 

Several men in a bar 
room were discussing one 
of the battles of the last | 
big war. A lieutenant, tell- 
ing his version of it, was 

interrupted by a former captain, who cor- 

rected him on several points. He, in turn, 

was contradicted by a man who claimed | 

to be a major and told a different story. | 

Presently a fourth man spoke up. 

“Gentlemen, | was in that fight. Per- | 

haps | can refresh your memories a 

little.’" And he gave a quiet but precise 

account of the action. 

"What was your rank, sir?’’ asked the 
bartender. 

“I was a private,"’ he replied, prepar- 
ing to leave. ‘‘How much do | owe you 
for the drinks?’ 

“Not a thing, sir, not a thing,"’ said 
the bartender. ‘You're the very first pri- 
vate I've ever met." 

@ There are ali kinds of people in the WTRF-TV 
area, and you can reach them with a spot 
program on WTRF-TV . . . the looked-at sta- 
tion in a 36-county thriving industrial area 
where nearly two million people hove an 


annual spendable income of $21 billion. 
Ask the George P. Hollingbery people. 


CHANNEL 
SEVEN 


e WHEELING, 
WEST VIRGINIA 


plish the desired results. 

He regards Leo Burnett as a 
great creative man who has been 
skilful in selecting able associates 
to handle administrative and man- 
agement operations. 


|@ The retiring executive is only 


58, but he points out that he tried 
to retire ten years ago. His wife 


,accompanies him to Florida. He 
also has two children and five 
grandchildren, 
family ties will return frequently 


and because of 


to Chicago. 


Mr. Stege owns two orange 
groves in central Florida. His new 
home there will represent a tri- 
bute to the Burnett organization 
in being named “Reaching for the 
Stars.” + 


ITC Appoints Four 

Independent Television Corp., 
New York, tv film producer and 
distributor, has appointed Kevin 
O’Sullivan, formerly an account 
executive, regional sales manager 
of its New York division, George 
Gray, previously with Ziv Tele- 


vision Programs, northeastern dis- 
trict manager of syndicated sales, 
and Albert G. Hartigan, formerly 
with ABC Films, an account exec- 
utive for syndicated sales. Law- 
rence L. Wynn, formerly general 
manager of the Concert Network, 
has been named an account exec- 
utive for national sales. 


Reach, McClinton Elects 3 
Deane Uptegrove, president of 
H. B. Humphrey, Alley & Rich- 
ards prior to its recent merger 
with Reach, McClinton & Co., New 
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| York, has been elected a senior 
|vp of Reach and appointed chair- 
man of its creative review board. 
Harold O. Nadler and A. W. Sage, 
both account executives with 
Humphrey, Alley, have been elect- 
ed vps of the merged agency. 


Felton to American Brake Shoe 

Arthur P. Felton, formerly vp 
and director of marketing and 
merchandising of Cunningham & 
Walsh, has joined American Brake 
Shoe Co., New York, in the new 
position of director of marketing. 


LH SRB 


From “The Wonderful World of Aunt Tuddy,”’ 


written by Jeremy Gury and based on an idea by Max 


Hess, of Hess Brothers, Allentown, Pa. illustrated by Hilary Knight. Published by Random House, Inc. 


Siiald Sed 


i i a, 
4g ecu 


Gives readers authoritative guidance in the selection, promotion and sale of the vast 
variety of products carried by department stores. Plus news of how the many branch 


‘u) ® CU) 


store programs are bringing goods, services and convenience to the leading metropolitan 
suburbs, as well as the many other marketing areas of the country. 


Gives advertisers the opportunity to cultivate and influence more than 28,000 decision- 
making readers, including top management, merchandisers and buyers who were respon- 
sible for record high sales in 1958 and who will probably break that record in 1959, 


Department Store Economist is published by Chilton, one of the most diversified pub- 
lishers of trade and industrial magazines in the country—a company with the experience 
and resources to make each of 17 publications outstanding in its field. 


In keeping with Chilton policy, the editorial staff of Department Store Economist devotes 


full time to the publication, with the dual aim of editorial excellence and highly selective 


circulation. The result is a magazine designed to sell the entire department store market. 
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Collyer Agency Sets Up 
Training Plan for Students 
Collyer Advertising Ltd., Mon- 


| NAB Offers Jingles to 
_Promote Radio Month 


| local use by broadcasters, a procla- | 
mation to be signed by mayors or | 
The National Assn. of Broad-| City managers, and suggestions for | 


treal, has launched a personne] de- | casters, Washington, is sending a/|!0¢al promotions and programs. 


velopment plan for university 
undergraduates. Prompted by lack 
of training facilities. for advertis- 
ing and sales promotion people, the 
program will be on an “earn as 
you learn” basis during summer 
vacation. John Horne, a third-year 
commerce student studying eco- 
nomics and marketing at McGill 
University, has been chosen as the 
first trainee. 


| record of 30 and 60-second jingles 
| promoting May as National Radio 
|Month to its member radio stations. 
The jingles were created by Fail- 
lace Productions, New York, and 
feature 20 music artists. 

NAB also is distributing to the 
stations a promotional kit which 
includes 30 promotional spots, 
sample news releases, a newspaper 
mat, artwork, a speech text for 


Agel & Friend Opens 

Agel & Friend, a public relations 
company which will offer clients 
advertising, sales promotion and 
graphic services, has been formed 
by Jerome B. Agel and Lawrence 
T. Friend, at 35 W. 53rd St., New 
York. Mr. Agel and Mr. Friend 
were formerly with Batten, Barton, 
Durstine & Osborn. 


Ir & 


PUBLISHER OF: 


Hardware Age « 


Motor Age e 


Department Store Economist « 
Boot and Shoe Recorder « 
Aircraft and Missiles Manufacturing «+ 
Commercial Car Journal «+ 


iy 


partment Store 


PEt 


es ORCS ae he ney ae 


COMPANY 


Chestnut and 56th Streets « Philadelphia 39, Pennsylvania 


Optical Journal & Review 


The Iron Age 


Butane-Propane News « 


Product Design & Development « 


The Spectator « 
Electronic Industries «+ 
of Optometry + Distribution Age 


OnOMIst 


Automotive Industries « 
Jewelers’ Circular-Keystone 


Campbell Soup Promotes 3 | 

Campbell Soup Co., Camden, | 
N.J., has promoted three men. M. | 
Crawford Pollock, director and vp | 
of Campbell-Swanson Distributing 
Co., has been named director of | 
marketing development; Richard 
L. Baird, advertising manager of 
Campbell Soup Ltd., has been 
appointed product marketing man- 
ager for Franco-American prod- 
ucts and Gerald A. Thomas, assist- 
ant to the general sales manager, | 
has been named product market- 
ing manager for frozen foods. 


Gas 


World 


¢ Hardware 


Business, Technical and Educational Books 
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McCandlish Lithograph 
Opens Chicago Sales Office 
McCandlish Lithograph Corp., 
Philadelphia, a subsidiary of U.S. 
Printing & Lithograph Co., has 
opened a new sales office in Chi- 
cago at 20 N. Wacker Dr. Carl] J. 
Voller has been named sales rep- 
resentative for the company at this 
office. McCandlish produces mul- 
ti-color advertising materia] in- 
cluding 24-sheet posters, point of 
sale displays, booklets and folders 
by offset lithography. 


‘Point of Sale Display’ 

Stresses Selling Function 
“Point of Sale Display,” by R. H. 
Talmadge, British point of sale ma- 
terial designer, has been published 
by Studio Publications, New York 
and London. The author explains 
how to assess the selling value of 
point of sale display pieces and 
presents a background history of 
the medium. 

Price of the 96-page illustrated 
| book is $5.50. 
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FOR “MY LIV TLE 
MARGIE”... 
NOW IN ITS 


RUN 


When youre ahead, you keep playing the same winner. Over 190 stations 

have had tremendous success with strip-programing. Fourth, , 
fifth and sixth run, “Marcie” has beaten leading network, syndicated 3 
and local shows. When you can't beat a top show... buy It. 
126 programs available. 


NO. 1 RATING...AND THERE'S NO END IN SIGHT. 


NEw ORLEANS... 4:30 P.M. .... 22.1... 3rd Run against American : 
Bandstand, 12.4; Four Most Features, 8.1. 


Houston-GaLvesTon ... 6:00 P.M... . 26.6... 3rd Run against World 
At Large/Newsreel, 8.5, Local News/ABC News, 5.0. 


NASHVILLE... 1:00 P.M.... 15.7... 6th Run against Home 
Folks Playhouse, 5.6, Beat the Clock, 5.5. 


A RoLANpD REED PRODUCTION 


is 


wap OFFICIAL FILMS, INC 


25 West 457TH Street * New York 36,N. Y. * PLaza 7-0100 
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Worthington Push 
Offset Bias Created 


and operating talent on one well- 
defined communications prob- 
lem. 
“All of our people making sales 
by Faulty Product contacts,” he continued, “found 
that customers were becoming 
(Continued from Page 2) more cordial, were listening more 
and other information would be carefully to our story. We decided 
sent to the customers’ operating |0n a general industrial follow-up 
executives. It also acknowledged |ad, which was a reproduction of 
the shortcomings of the earlier|one of the executive direct mail 
model and said the new machine letters. This was, in effect, a con- 
was “designed to take advantage|cluding gesture of good will to 
of all we have learned.” | the industry. 
| “The result was a $1,000,000 in- 
s A second letter went to all cus- |crease. Moreover, the talents, ad- 
tomer executives on a bi-weekly|vice and service of many groups 
schedule, Attachments concen-| within the company—from top ex- 
trated on education value and ecutives through operating divi- 
technical usefulness because “con- sion and field sales force—were 


prime objective.” jassure objectivity and customer 
Mr. Freeman said 12 units had | know-how every step of the way.” 

been sold in the 18 months pre- Mr. Freeman called this “a good 

ceding this program—and 30 were example of marketing thinking.” 

sold in the six months after it. He 

said the program was creative # John K. Lord, of the Howard 

“because it effectively 


¢ 


tween advertising and sales for 
|the failure of many standout ad) 
|campaigns to run up desired sales | 
results. 

“Products are developed and | 
marketing strategy is planned,” he| 
said. “Price and policies are es- 
tablished. Controls are set up.| 
Powerful advertising programs are | 
created. Everything is tied up in a| 
neat, tight bundle. If the program | 
clicks, the marketing concept re-| 
ceives the accolades. If it flops, | 
frequently the finger is pointed | 
laccusingly at the advertising pro- | 
| gram. 

“Any advertising program that) 
fails to include in its basic strat-| 
|egy a system for following up ad- 
'vertising with coordinated sales 


veying technical capability was a coordinated for the first time to effort throughout the distribution 


process lacks the essential ingre- 
dients for ultimate success. More- 
over, lack of systematic. sales 


| follow-up makes it difficult or vir- 
tually impossible to evaluate ad- 
|vertising’s effectiveness in rela- 

concen- Swink Advertising Agency, blamed|tion to the company’s sales and 
trated all corporation executives lack of effective coordination be- | profits.” a 


Play 
it 


and travel products. 


uct will be adjacent 


Slump, Strike 
Cut ‘N.Y. Times’ 
‘58 Income, Net 


New York, April 14—The New 
York Times grossed $85,576,162 
from its newspaper operation last 
year—mostly via advertising and 
circulation—and netted $166,052. 


In 1957—the first year the daily 


made its figures public—the news- 
paper’s revenue was $86,844,399 
while the net was $1,462,814. 

From all operations (Spruce 
Falls Power & Paper Co. Ltd. and 
gains on real estate sales) the 
Times Co. last year had a total net 
of $1,285,359. In 1957, this figure 
was $3,010,067. 

Advertising (less discounts, al- 
lowances, commissions and re- 
turns) amounted to $65,833,213 
last year. Circulation brought in 


Drum up more sales with ABC Radios 
giant summertime promotion! 


“Play It Cool!” is strictly a summer promotion, 
conceived for the specific purpose of selling 
warm-weather products — like easy-to-prepare 
foods, air conditioners and freezers, suntan 
lotion, deodorants, soft drinks, beer, automotive 


Feature No. 1: The commercial for your prod- 


to editorial matter per- 


taining directly to your product. And ABC 
will schedule additional on-the-air promo- 
tional spots in other time periods to stim- 
ulate consumer demand. 


Feature No. 2: ABC will conduct a large-scale 
merchandising campaign (both advertising 
and direct mail) beamed at your best cus- 
tomers. The campaign will tell them your 
product is being advertised through the 
“Play It Cool” promotion, and offer point- 
of-sale and tie-in material. 


Join the growing list of sponsors who have al- 


ready signed up. For full information, contact 
your ABC Radio representative or write: 


7 West 66th St., New York 23, N. Y. 
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$17,969,856. The 1957 advertising 
figure was $66,922,473; the circu- 
lation total was $17,899,419. 

Ad volume in 1958 was 50,655,- 
463 lines, a loss of 1,679,050 lines 
from 1957. The Times estimated 
the loss “directly attributable” to 
last December’s newspaper strike 
at about 2,300,000 lines. 


@ The newspaper described 1958 
as “a most unusual advertising 
year.” It said: “The effects of the 
recession, the sharp decline in 
help-wanted advertising and gen- 
eral restriction of business activity 
held linage down until well past 
the middle of the year. 

“As of Sept. 30, the Times’ ad- 
vertising loss was 819,267 lines. 
Then the tide turned. Advertising 
surged upward and by Dec. 9, the 
eve of the strike, the loss had been 
converted into a gain of 308,716 
lines. Further gains were in sight 
during the balance of the pre- 
Christmas season. They were never 
realized, as distribution of the 
Times stopped on Dec. 10. 

“However, the basic advertising 
picture for the year was one of 
strength and progress. 1958 was the 


| 40th consecutive year of Times ad- 


vertising leadership in New York; 
the Times increased its share of 
all advertising printed in the seven 
major New York newspapers to 
31.4%, the highest in its history. 
Of all the major New York news- 
papers, the Times had the smallest 
percentage of advertising loss in 
1958—3.2%. 


# “In general advertising, the 
Times gained 618,742 lines over the 
full year 1957; financial advertis- 
ing also ended the year with a 
gain. The Times Magazine in 1958 
made a notable advance, printing 
more lines of advertising than any 
other magazine. This was the first 
time the Times Magazine had won 
leadership in linage over the large- 
circulatioy. national magazines.” 

The twewspaper said it carried 42 
special all-advertising sections in 
1958, which contributed 845,005 
lines to its total. This was a gain 
of 164,180 lines over 31 such sec- 
tions in ’57. 

It reported its linage gain at 
the end of March, 1959, at 1,900,000 
over the corresponding 1958 fig- 
ures, and said first quarter figures 
point to a record ad year—‘one 
which promises to exceed the pre- 
vious high total of 54,060,574 lines 
printed in 1956.” 

Circulation (eliminating the Dec. 
10-28 strike period) was put at 
623,588 daily and 1,261,874 Sunday 
in 1958. The 1957 figures were 
597,875 daily and 1,224,130 Sunday. 
Average net paid for the first 
quarter of this year was 670,000 
weekdays and 1,350,000 Sundays. 


s The Times reported its adver- 
tising and circulation dollar vol- 
ume totals for the past six years 
as follows: 


Year Advertising Circulation 
ee $65,833,213 $17,969,856 
WO seciessxe 66,922,473 17,899,419 
ee 67,226,640 16,704,325 
SOP smcocesnes 58,470,759 15,826,343 
eres 49,625,481 14,406,215 
BOS sicansiens 46,880,164 13,557,282 


Sylvania Names Smith 

Lawrence A. Smith has been ap- 
pointed sales promotion manager 
of Sylvania Lighting Products, a 
division of Sylvania Electric Prod- 
ucts, Salem, Mass. He formerly 
was in the advertising and sales 
promotion department of the Gen- 
eral Electric Co. lamp division in 
New York and Cleveland. 


Four A’s Adds Three 

The American Assn. of Adver- 
tising Agencies has elected three 
agencies to membership. They are 
F. P. Walther Jr. & Associates, Bos- 
ton; Horton, Church & Goff, Prov- 
idence, R.I., and Hugh H. Graham 
& Associates, 10 Arcade, New Brit- 
ain, Conn. 
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IN OUR NEW 


50th STATE, HAWAII... HONOLULU’S 
GREAT AND ONLY SUNDAY NEWSPAPER 


The Sunday Advertiser 


Will add Faz2r7ly Weekly 
: ......to its fine Sunday features 


ee 


The Honolulu Sunday Advertiser is the 
only Sunday newspaper serving the econom- 
ic center of the 50th State of the Union. 
With a metropolitan area population of 
over 350,000, Honolulu is the buying center 
for the Hawaiian Islands which account for 
$700 million in retail sales. Oahu, home of 
Honolulu, does 85‘/, of all sales made in the 
islands. Honolulu’s consistent growth in 
economic importance is the result of a 
continuous expansion of U.S. defense activ- 


be beginning with the issue of May 3 


ities, agriculture and industrial produc- 
tion, tourist trade and as a central market 
for all the islands. With the admission of 
Hawaii as our 50th State, its economic 
expansion and marketing importance will 
be dramatically accelerated. The Sunday 
Advertiser’s circulation of over 82,000 
makes it an important influence in the big- 
gest market in our newest state. FAMILY 
WEEKLY is proud to have The Sunday Adver- 
tiser among its 181 distributing newspapers. 


THIS BRINGS THE TOTAL CIRCULATION OF FAMILY WEEKLY TO 
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‘Cleaned Up’ Comics 
Books ‘Sure Bet’ as Ad 
Medium: Goldwater 


(Continued from Page 2) 

ror, lust, smut and crime and to 
set standards of good taste in ads 
and editorial matter. A former 
judge, Charles F. Murphy, took 
over as comics czar to administer 
the code and admonish offenders 
(AA, Nov. 1, 54). He was subse- 
quently succeeded by Mrs. Guy 
Percy Trulock, former president of 
the New York City Federation of 
Women’s Clubs. 


Mr. Goldwater, whose Archie 


titles ring up 3,000,000 in circula- 
tion, told Apvertisinc Ace that 
advertisers are “losing a sure bet” 
in not using comics books. 


s “If agencies paid more attention 
to giving advertisers their money’s 
worth and dollar-for-dollar value 
for money spent, rather than seek- 
ing prestige in the big magazines, 
they would get better results for a 
fraction of the cost,” he said. 
“It’s a fact that because of the 
prestige angle, the advertiser goes 
into magazines like Life and spends 
millions and wastes money, when 
he can get better results using 
comics books. And to top it off, a 
lot of these agencies wind up using 


comics strips in the ads.” 

He said the “prestige” factor in 
advertising is valuable, but “com- 
mon sense” should be used, too, 
especially when advertising to the 
teen-age market. 

“Kids look at us (comics books) 
with the same respect with which 
adults look at Life. A kid builds up 
a hero image so when Superman 
or Archie endorses something, the 
kids go for it.” 

Mr. Goldwater’s own Archie 
group (inside color page rate, 
$3,500) lists American Machine & 
Foundry, Smith Bros., Wildroot, 
Bendix Aviation and A. C. Gilbert 
as some of the national advertisers 
using the comics book medium. # 


IMPULSE 
PURCHASE 


ONE IN A SERIES OF PIPEDREAMS AT 
GUILD, BASCOM ano BonFiGii - ADVERTISING. 
SAN FRANCISCO-LOS ANGELES-SEATTLE - New YoRK- cHICAGe 


STOP 'N BUY TODAY... 


' TESTING OUR NEW LABEL FOR 
PFIPHER'’S PICKLED FICKLES OVER AT 
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| HOPE 


LD 
BASCOM 


AND 
BONFiGL! 


pga tisine 
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HYP0S PFIPHER 


THIS PFIPHERS FICKLES 


SURE HAVEN’T 
MOVED THIS 


JINKIES // 


TAKING HOME A CAN 
OF PFIPHER'S FickLes // 


EVERYBODYS 


A SLIGHT DESIGN 
CHANGE WILL DO., 


WELL... 
I'VE A HUNCH 
IT MAY NOT BE 
THE DESIGN 50 MUCH-., 


AS THE 
ITS 


PRINTED ON... 


FLYPAPER 


SPEAKING OF MARKET RESEARCH, G.B.anpB. HAS JUST 
SOLD RICHARD CRISP (3 TIME WINNER OFTHE AMERICAN 
MARKETING ASSN, AWARD FoR OUTSTANDING ACCOMPLISHMENT 
I) MARKETING) ON MOVING To SAN FRANCISCO, 
VP WITH WALTER. GUILD AND MERCHANDISING DIRECTAZ 
CHARLES PATTON \OW SOPERNISING A “RoondD-THE-c Lock 
WATCH OF MARKETING PROBLEMS FOR SUCH @LIENTS AS— 
SKIPPY PEANUT BUTTER , NUCDA MARGARINE, Rice CHEX 

AND WHEAT CHEX, RY-KRISP, IWSTAUT RALSTON, FARMER, JOHN'S 
HAN\ awp BACON, MOTHERS COOKIES, HARRY Avr DANID'S 
FRUIT- OF -THe- MONTH, MARY ELLEN’S JAMS anp JELLIES, RIVAL 
DOG FOOD, HEIDELBERG BEER. ap CARLING BLACK LABEL Beer. 


HELL TEAM 


Brewers Hike TV 
Budgets, Cut Other 
Media, TvB Reports 


(Continued from Page 3) 
will publish a complete list of 
brewers who spent $20,000 or more 
in tv during ’58. Meanwhile it has 
released two preliminary summa- 
ries of brewers’ tv activities last 
year: (1) Spot and network tv 
investments and Modern Brewery 
Age’s figures on barre] sales of the 
top 20 brewers and (2) a table 
showing the proportion of brew- 
ers’ tv budgets invested in an- 
nouncements, programs and IDs 
(spot) scheduled. 

The most spectacular user of 
IDs on a large scale was F&M 
Schaefer Brewing Co., the bureau 
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notes. Schaefer had to develop a 
whole new advertising formula in 
April, °’58, after the Brooklyn 
Dodgers moved to Los Angeles. 
The brewer nearly doubled its spot 
tv budget over its ’56 level of 
$648,000, jumping the figure to 
$1,285@780. 


s Putting $40,200,000 into spot tv, 
brewers divided their budgets as 
follows: 10.9% into daytime, 78.9% 
into nighttime and 10.2% into late 
night spots. 

In type of activity, the bureau’s 
report shows brewers spent $16,- 
800,000 (41.8%) in announcement 
campaigns, $16,200,000 (40.3%) in 
program campaigns and $7,200,000 
(17.9%) in spot campaigns. 

The top 20 brewers spent $29,- 
466,856 in television, a 10% boost 
over 1957. Billing in 1958 was as 
follows: 


| Top 20 Brewers’ 


‘58 TV Spending* 


Company 

| Joseph Schlitz Brewing Co. ...... 
Falstaff Brewing Corp. ......... 

| Anheuser-Busch 
Pabst Brewing Co. (also Blatz) 
Theo. Hamm Brewing Co. ............ 
INDY gassctnpredbhatniisndsossecveases 
Carling Brewing Co. .........00606 
P. Ballantine & Sons 
PRE RI GB. sitcsisisnsccssssecsscedesscaens 
F&M Schaefer Brewing Co. ............ 
WAI OGRE COs cescceciccceiccssssnseseens 
BR ID: censsasrenessissccrsensese ‘ 

| Lucky Lager Brewing Co. ..... 

| Stroh Brewery Co. ......ccccccceee 
RII MII. pcccnscsssesspssenstecvsonsssscsser 
Duquesne Brewing Co. «0.0.0... 
Drewry’s Ltd. U.S.A. ............ 

C. Schmidt & Sons eas 
Olympia Brewing Co. oo... ; 
ETS aisdiiscvicisciumisnrnnning 


Spot Network Total 
iene $1,778,680 $2,724,378 $4,503,058 
2,288,920 969,879 3,258,799 
3,017,190 3,017,190 
2,836,100 —. 2,836,100 
1,690,180 366,480 2,056,660 
1,873,880 —— 1,873,880 
1,556,620 286,749 1,843,369 
1,440,940 130,931 1,571,871 
1,278,100 240,980 1,519,080 
1,285,780 —_ 1,285,780 
423,680 805,288 1,228,968 
1,137,160 —_ 1,137,160 
655,750 —— 655,750 
524,340 77,481 601,821 
488,470 ——- 488,470 
434,100 23,750 457,850 
450,390 450,390 
401,290 401,290 
140,990 140,990 
118,380 118,380 


*Figures do not include spending by local distributors. 


Longyear, Brussels 
Head of McCann PR 
Unit, Is Lost at Sea 


New York, April 15—Peter 
Longyear, 32, manager of the 
Brussels office of Communication 
Counselors Inc., a subsidiary of 
McCann-Erickson, was lost at sea 
during a storm while trying to 
mend the split mainsail of a crip- 
pled 60’ yawl off the English coast 
last weekend while sailing to Eng- 
land from the Netherlands with 
friends. 

Mr. Longyear was born in New 
Rochelle, N.Y., and was graduated 
from Harvard College. In 1951-52 
he was attached to the U.S. Infor- 
mation Service office in Bern, 
Switzerland. From 1952 to 1957 he 
was on the public relations staff 
of the Texas Co. in California. He 
joined Communications Counselors 
in 1957 and, after six months in 
the New York office, was sent to 
Brussels as manager of that office. 

His wife, Mary, and two friends, 
William Buell, second secretary of 
the U.S. embassy in Brussels, and 
Andrew Kemp, an English univer- 
sity student, were picked up by a 
British lightship off Harwich, Eng- 
land, and taken to that city for 
hospitalization. 


WILLIAM C. KREUGER 

Newark, April 15—William C. 
Kreuger, 71, board chairman of 
G. Kreuger Brewing Co., died yes- 
terday at Presbyterian Hospital 
after an illness of several months. 
He was the son of the late Gott- 
fried Kreuger, founder of the 
brewery, and would have complet- 
ed 50 years with the company in 
May. He served as president from 
1926 to 1952, when he became 
chairman. Mr. Kreuger was a past 
director and treasurer of the U. S. 
Brewers Foundation. 

Kreuger Brewing Co. was sold 
in 1957 to an investment syndicate 
(AA, Jan. 21, °57), for approxi- 


mately $1,000,000, but Mr. Kreuger 
and some members of his family 
reportedly retained a substantial 
financial interest in the company. 


WILLIAM K. PEHLERT 

New York, April 15—William 
King Pehlert, 52, vp and account 
supervisor at Cunningham & 
Walsh, died yesterday at Rolling 
Hills Hospital, Elkins Park, Pa., 
after a brief illness following sur- 
gery. 

Born in Philadelphia, Mr. Peh- 
lert after leaving high school 
worked in the advertising depart- 
ment of Henry Disston Co., Phila- 
delphia tool manufacturer, for sev- 
eral years, and later became 
advertising manager of John Lucas 
Co., a paint manufacturing subsid- 
iary of Sherwin-Williams Co. He 
joined Cunningham & Walsh in 
1942. 

For many years he was active 
in Plays and Players, an amateur 
theatrical group in Philadelphia, 
and was a member of the Poor 
Richard Club of Philadelphia. 


PAUL C. LYTLE 

Worcester, April 14—Paul C. 
Lytle, 54, president and business 
manager of Radio Station WNEB 
and the New England Broadcasting 
Co., died at Memorial Hospital 
here March 16, a few hours after 
being stricken with a heart seizure. 
A graduate of Babson Institute of 
Business, he had lived in Shrews- 
bury for many years and was ac- 
tive in civic affairs. He founded 
the New England Broadcasting Co. 
in 1946 and previously had been 
vp and director of H. P. Wood & 
Co., a Boston and Worcester in- 
vestment counselor. 


ELVIN M. HIRST 

PHILADELPHIA, April 14—Elvin 
M. Hirst, 65, retired advertising 
manager of Bayuk Cigar Co., died 
April 11. Mr. Hirst had been affil- 
iated with the cigar company for 
35 years until his retirement a year 
ago. 
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While a girl reads SEVENTEEN, she’s in another world—a world that’s all hers. Reach her there and she’s all yours! For 2 
. ; SEVENTEEN is the magazine she believes in, lives by and buys from. Why is the teen-age girl so devoted to SEVENTEEN ? a ey 
& 3ecause SEVENTEEN is devoted to hev—-EXCLUSIVELY. No other magazine gives her such complete understanding ; 4 
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og 
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——— _ 


‘a and friendly guidance. Perhaps that’s why the advertising messages in SEVENTEEN create such amazing buying 


\" action. 65.2% of SEVENTEEN’s every-issue readers have actually bought from its pages! Today this is 


‘ , 
\ more important than ever to advertisers. For the Teen-Age Market has come of age in a great big way! 


it’s easier to START a habit than to STOP one! srvenTEEN MAGAZINE « 488 Madison Avenue, New York 22+ PLaza 9-8100 
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SEVENTEEN.at-Schoo!l—only magazine of its kind—offers your educational materials to high school home 


D O U B .. E E X P O S U R E F 6) R Y 0 U R A D V E RT | S | N G o economicsteachers. SEVENTEEN Magazinecarries your advertising into theirciassrooms. Ask us aboutit! 
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’Send This Letter from Hong Kong? , 


Mr. Han is vice president of an Asiatic company that manufactures 
weaving machinery. He wanted a concise list of textile companies on 
the American West Coast which might be prospects for his products. 


a3 His letter was one of the 80,000 that arrive at our offices every 
month, from individuals and companies all over the world—many 
seeking answers to specific sales or marketing problems. And, in 
almost every instance, our Sales Information Service can supply the 


answers in a matter of hours. 


This department regularly combs business publications, newsletters, 
the advertising trade press, Government and private industry data, 
to collect and file up-to-the-minute marketing and sales information 
on more than 2,000 subjects. At the drop of your postcard, or through 
your McGraw-Hill representative, it can supply you with informa- 
tion on potential markets, successful advertising programs, channels 
of distribution for new products, sales techniques—anything a 
company might need to augment a sales or marketing program. 


We believe this kind of service to our advertisers ties in closely with 
the responsibility of producing the 39 McGraw-Hill business publi- 
cations—the ‘“‘textbooks of industry” that regularly reach more 
than 1,300,000 executives and engineers in key positions throughout 
business everywhere. 


These are reasons why Mr. Han—as well as businessmen throughout 


the world—look to us as the headquarters for business information. 


_@ McGraw-Hill , 


ad . 
fucat 


PU BLBaigcgatTtion’ & 


McGRAW-HILL PUBLISHING COMPANY, INC., 330 WEST 42nd ST., N. Y. 36, N. Y. 
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April Pages and Linage in Consumer Magazines 


Current and Year-to-Date Figures for U.S., Canadian and Foreign Publications Reporting to Advertising Age 


- Pages Lines, —————————_| r Pages ~ + Lines € 
March March Jan.-March Jan.-March March March Jan.-March Jan.-March April Aprit Jan.-April Jan.-April April April dan.-April Jan.-April 
1959 1958 1959 1958 1959 1958 1959 1958 1959 1958 1959 1958 1959 1958 1959 1958 
. ¥ ON Giccesnans ed j 23.9 16.7 82.3 66.5 10,265 7,166 35,323 28,537 
Weeklies, Bi-Weeklies, Semi-Monthlies (March) Movie Star Parade ...... 23.9 16.7 82.3 66.4 10,279 7,166 35,325 28,495 
Commonweal ..... 0... + +000. 41 110 51.8 42.2 5,922 4,620 21,756 17,724 Personal Romances ........ 216 135 85.1 58.4 9,286 5,809 36,553 25,071 
tCue ....... 60.0 78.7 1845 193.8 25,739 33,747 79,147 83,151 TV Star Parade .......... 194 13.4 71.5 54.3 8,336 5,766 30,633 23,335 
Down Beat . 485 445 1213 1089 20,356 18,690 50,946 45,710 | Secrets Romance Group: 
Grit ....... - 26.4 29.2 86.5 76.1 28,417 29,225 86,526 76,137 Revealing Romances ..... 22.8 16.8 — 86.4 71.0 9,797 7,173 37,089 30,484 
Life ....... vevees  B2LA 362.9 734.6 = 801.0 218,560 246,776 499,516 544,650 {Confidential Confessions ... 22.4 165 74.5 40.4 9,602 7,092 31,962 17,319 
{Look - 494 118.9 293.2 280.2 101,592 80,852 199,376 190,536 {Daring Romances ........ 2.4 —<— 85.3 30.5 9,602 36,604 13,075 
tNew Yorker vasadeu “~ 459.4 465.1 1,127.7 1,042.6 197,066 199,545 483,783 447,275 ae eR Rd 22.8 16.8 86.4 72.6 9,797 7,196 37,075 31,161 
Newsweek 6... . 0040, --» 277.0 292.5 667.5 698.9 116,340 122,850 280,350 293,538 | gsitver Screen ...........--- 10.6 7.7 49.4 41.8 4,556 3,294 21,194 17,924 
Presbyterian Life ..... 18.3 13.0 47.2 34.8 7,693 5,490 14,635 19,820 | True Story Women’s Group: 
The Reporter .... sees 19.7 14.1 61.7 47.6 8,281 5,929 25,938 20,004 os ois a eek 32.3 35.9 108.7 96.5 13,857 15,410 46,645 41,386 
tSaturday Evening Post. ee heee 246.3 278.5 613.5 649.9 167,474 189,350 417,160 441,953 True Experience ......... 17.1 13.7 64.2 54.8 7,354 5,861 27,534 23,499 
tSaturday Review ....... 103.0 115.0 311.0 276.4 43,242 48,298 130,601 116,130 OE an 17.3 13.6 64.7 55.1 7,408 5,819 27,767 23,651 
Sporting News ......... ve 20.0 18.4 51.4 63.6 21,663 19,955 55,804 69,051 True Romance ......... a 16.2 13.7 64.9 55.0 6,951 5,878 27,859 23,601 
§Sports Illustrated ....... ‘ 180.0 182.0 386.1 377.3 77,169 78,078 165,544 161,815 I oe ca leaade’s 60.4 59.7 213.4 205.8 25.916 25.602 91,531 88,294 
TIME ccvvccccccccecvocvess — a 64 roe a a eo} ere TV-Radio Mirror ......... 12.4 12.9 52.5 44.1 5,321 5,520 22,512 18,924 
tTV Guide .......+.+++-++. ' ' ' , Total Group .......ccs00e- 509.7 405.8 1,794.5 1,465.1 ~ 218,702 174,053. 770,002 ~ 628,351 
U. S. News & World Report .. 225.2 222.7 619.4 640.5 94,580 93,538 260,143 269,004 NOTE: Figures for each publication in the Fawcett, Ideal and True Story groups include all advertising carried by the group 
Total Group ...........-: 2,485.2 2,596.1 6,204.1 6,212.7 1,253,631 1,311,338 3,090,383 3,131,729 | as a whole PLUS additional advertising carried by each individual publication. ¢ No January issue in 1959 or 1958. { Be- 


t Four issues in March 1959; five issues in March 1958. { Three issues in March 1959; two issues in March 1958. § Start- | ginning in February Daring Romances and Confidential Confessions will be published monthly instead of bi-monthly. § Pub- 
ing with January figures regional pages and linage are counted in full except where an ad has appeared in more than one | |ished bi-monthly; alternates with Screenland. 
regional edition; then the space is counted only once. 


Sate p aie SBusiness (April) 
April April Jan.-April Jan.-April April April don.-Agrt des, Apri — — & Modern Industry Bay gd ue = Roan Rs page wom 
9 9 1958 19 19: 1959 958 eeoeeeeeeeeeresseeese . le . " . - - ‘ 
ow — ad - a Nation’s Business ..... aa 59.4 51.2 2044 1753 24,939 21,991 85,854 75,427 
Wel DHE os sac aw cs escs 309.8 3166 11,1128 11132 “116554 167,549 591,939 ~ 605,509 
§Bride & Home .... 67.1 49.1 140.7 111.5 42,449 31,110 89,007 70,589 | § Because current month linage figures for several publications are not yet available this group is broken into an April section 
§Bride’s Magazine ........ 150.6 149.4 365.3 357.3 95,179 94,421 230,806 225,792 | ang a March section. 
Everywoman's Family Circle ay 47.0 40.4 166.8 142.9 20,163 17,332 71,557 61,304 
Good Housekeeping .......... 1343 1246 377.5 380.0 57,611 53,464 161,946 163,037 Pages tiees 
Ladies’ Home Journal ........ 107.8 112.7 368.1 366.8 73,270 76,652 250,320 249,433 March March Jan.-March Jan.-March March March  Jan.-March Jan.-March 
mae ai $2 Bt Be ae gee eis ime eae = = = 7 = oS 
Modern Bride ...........+- 6 ‘ y ' 62,9 P ‘ ‘ n h 
{Parents’ Magazine ..... 72.2 69.0 2219 220.1 31,140 29,683 95,600 94,712 Busis _ (Marl ) ee a a mE 
se aay Md arn Te oe 2 ee a | | 6 | | en oe ........- 404.2 438.8 1,043.8 1,119.5 169.777 184,288 438379 470.777 
vestettigh: pleted aia , ' ; : ’ ; Financial World ...... 50.7 50.2 156.2 133.0 21,318 21,1211 65,610 55,893 
Woman’s Day ...... ee iy 51.3 33.5 161.3 1257 22,007 14,371 69,197 $3,924 | poo i ee i pr gee 
The Workbasket ............- 410 332 1784 °& 1618 8,037 6,515 34,971 31,726 seveeereccers . _74, ; 
Total Group ....... 990.8 “1,018.3 ~2,922.5 ~2,751.6 558,773 ~ 586,189 1,618,020 1,526,383 Total Group ....... - 622.4 643.2 16326 1.6292 287186 292018 745,749 ~ 734,961 


t Four issues in March 1959; five issues in March 1958. 


Magazine Linage Trend Figures in thousands 


§ Published quarterly in " January, April, July and October. ¢ Beginning in 1959 Modern Bride changed from a quarterly 
to a bi-monthly. { Includes Shopping Scout Section linage. 


General 
American Artist .... 31.0 26.3 108.1 114.9 13,016 11,054 45,403 48,267 
American Forests ... 16.0 21.5 72.6 90.6 6,720 9,030 23,520 29,036 WEEKLIES 
American Legion .... - 17.7 18.1 64.9 48.5 7,425 7,602 27,267 20,352 1959 
ME ce sevivoe % 28.3 24.2 93.7 91.2 12,142 10,403 40,225 39,150 
Atlantic .. cee ; 37.3 40.8 156.5 143.3 15,661 17,122 65,760 60,212 MAR, | 1,254 
{Christian Herald . ‘ 30.9 26.8 155.8 148.9 13,280 11,519 66,881 63.948 
Columbia ........ 13.6 10.2 54.1 37.6 5,701 4,282 22,718 15,791 [98 
Coronet .........:: ; 53.0 45.0 212.0 168.5 9,540 8,100 38,160 30,330 FEB. | 983 
Cosmopolitan ....... as 21.5 17.4 89.6 84.5 9,243 7,477 38,447 36,243 1958 
Ebony .... ae iy 82.5 69.7 293.7 249.7 56,130 47,456 199,767 169,857 
Elks Magazine ...... . 14 162 45.4 44.5 7.485 6,989 23,431 24,095 | | MAR. 
Esquire ........ ie Y 83.1 76.8 246.8 234.1 56,448 52,314 181,457 154,004 cine 
Extension .......-.- - 13.8 21.9 62.7 70.0 9,451 15,076 43,093 40,574 
TUNE sine oso 56.5 48.7 205.3 170.5 23,726 20,450 86,209 71,59 
Hae JA Ss 95 x 34.2 33.0 113.1 121.5 14,653 14,159 48,490 52,122 BUSINESS FASHION 
Grade Teacher ....... ; 42.0 53.5 142.1 149.8 18,532 23,599 62,694 66,064 1959 1959 
Harper's Magazine ... : 41.1 36.2 152.2 129.6 17,268 15,199 63,940 54,444 
Hi fi Saige ges <5 si 53.7 34.9 186.5 151.9 22,546 14,662 78,330 28s MAR. APR. 
High Fidelity ........ ia 79.3 75.6 308.9 292.4 33,306 31,752 134,738 25,139 
Holiday a, ie ag 117.9 110.1 379.2 361.5 80,149 74,839 257,886 245,799 MAR.[ 268 | 
ETE gs nassiiiax 35.1 27.4 120.3 94.6 14,742 11,522 50,568 39,732 
Improvement Era ...... 33.6 29.9 99.8 91.2 14,126 12,560 41,926 38,285 1958 
Jastruster ....e00- : 36.8 33.6 131.2 137.3 25,175 22,974 89,759 93,921 APR. By/:} 
Motor Boating ........ . 161.0 147.9 689.6 659.7 94,692 86,951 405,427 387,799 
Motor Life ......... 18.6 19.5 67.9 74.6 7,798 8,176 28,494 31,332 
Motor Trend ..........-. 33.7 26.4 96.8 83.8 14,168 11,102 39,412 35,224 
National Geographic ......... 64.3 53.0 177.3 W11 15,245 12,562 42,083 40,605 r : ; Pages . . . Lines . 
i es na 23.2 136 163 52.5 9.747 5,721 32,050 21,650 April April) Jan.-April Jan.-April = April April Jan.-April Jan.-April 
J Popular Boating ............ 101.5 72.7 355.8 2548 59,676 42,771 209,181 149,799 1959 1958 1959 1958 1959 1958 1959 1958 
Popular Photography ........ 69.5 74.0 277.0 308.8 29,186 31,093 116,323 129,704 | Farm Magazines 
SE devi neevenssso:s 18.5 18.6 69.6 73.5 7,932 7,967 29,850 31,535 | Capper's Farmer (mon) ...... 49.5 65.2 181.2 246.1 21,242 27,964 77,721 105,554 
Reader's Digest ...........- 91.0 68.0 284.5 190.5 16,562 12,376 51,779 34,671 | Farm & Ranch—Southern Agriculturist: 
EE esi uecey ene vaks 35.3 43.6 126.4 131.4 15,133 18,697 54,215 56,385 #Southeastern edition (mon) 42.6 46.4 175.8 173.8 18,292 19,922 75,424 74,573 
cg a daiass 046 13.2 8.5 37.2 37.1 5,552 3,563 15,629 15,566 H#Southwestern Edition .... 40.1 44.8 156.3 168.7 17,206 19,324 67,038 72,355 
Sports Cars Illustrated ....... 34.8 23.9 97.0 86.2 14,629 10,042 40,748 36,204 Average 2 Editions ........ 41.7 458 1682 1726 17,868 19,635 72,153 74,043 
Today's Health ..........- 28.5 24.1 102.1 90.8 12,230 10,296 43,884 40,231 | Farm Journal: (mon) 
ee rrr 9.4 9.4 49.8 41.8 4,072 4,047 21,505 17,988 #Central Edition ......... 108.0 100.2 370.2 354.8 46,341 42,981 158,821 152,188 
Town & Country .......0.05: 73.3 68.5 258.5 250.7 46,321 = 43,352, 163,421 =: 158,472 #Eastern Edition ........ 96.5 945 3284 320.1 41,409 40,550 140,875 137,314 
| Setar Soaaen 38.5 40.5 113.3 104.9 16,543 17,383 48,615 44,995 #Southern Edition ........ 82.7 82.9 282.2 289.6 35,475 35,546 121,072 124,236 
V. F. W. Magazine .........- 13.0 10.1 46.7 43.7 5,441 4,230 19,608 18,365 Western Edition ......... 105.9 103.2 352.1 338.3 45,416 44,271 151,042 145,121 
MOE kaseuspacesssieves 133.0 128.0 595.7 562.2 78,204 = 75,264 = 350,272 330,574 | Average 4 Editions ....... 983 95.2 333.2 325.7 42,160 40,837 142.953 139,715 
Total Group ..... .... 3,946.6 1,748.1 7,016.0 6,444.7 939,596 855,733 3,443,165 3,171,876 | Progressive Farmer: (mon) 
t This year’s linage does not include any linage carried in Protestant Church Buildings. This publication formerly was | #Carolina-Va. Edition ..... 99.6 100.7 340.3 442.7 67,700 68,468 231,392 301,062 
bound into Christian Herald quarterly; now it is a separate quarterly publication, | #Ga.-Ala.-Fia. Edition .... 103.9 106.0 332.1 441.2 70,680 72,048 225,855 300,049 
#Ky.-Tenn.-W. Va. Edition 95.1 93.6 312.0 412.1 64,664 63,642 212,181 280,221 
#Miss.-La.-Ark. Edition .. 96.0 95.2 311.2 411.5 65,284 64,747 211,641 279,845 
Home #Texas Edition .......... 102.3 97.2 321.0 424.6 69,569 66,125 218,253 288,723 
American Home ..........-+ 55.7 59.5 201.5 224.5 35,229 37,580 127,347 141,879 Average 5 Editions ........ 99.4 98.5 323.3 426.4 67,580 67,005 219,865 289,981 
Antiques .....+... vee 61.3 64.3 pode ar Lod bay Ra, +4 aries Successful Farming (mon) .... 100.0 90.2 344.5 311.6 44,978 40,575 155,022 140,200 
Better Homes & Gardens . 123.4 146.8 7.3 . 77, a , A “ine Rofo VTaena 
Flower & Garden ........ 43.3 27.9 1602 1308 18196 11,712 67,325 $4,949 | 4, Wis! GLU nn — ea oS a | 6 
House & Garden ... LAR Ee 107.9 119.4 225.8 257.5 68,220 75,475 142,693 162,742 
Flower Grower ........-.0e+ 74.4 79.8 256.7 256.2 31,239 33,524 107,715 16 408 Youth 
a He y y 7 4 . 78,134 1,31 206,257 ‘ . 
tien Zz _ Homemakers . . 79 rt 238.9 302.1 59,954 54'390 149,078 127,702 | American Girl .............. 25.3 27.4 96.1 103.6 10,860 11,769 41,222 44,464 
Popular Gardening y 70.5 60.9 235.9 220.7 29,622 25,561 99,073 92,703 Rr 31.6 30.9 114.3 107.1 21,451 20,985 77,715 72,839 
“ is og Se eee 1.2 2.4 4.0 8.0 499 1,036 1,713 3,424 
Sunset Magazine ... 164.9 160.0 447.4 454.9 69,296 67,235 187,984 1 ; . 
——_ et —  <—Eee Eee oeeeee Scholastic Magazines ......... 88.2 47.8 200.3 179.2 37,067 20,054 84,167 75,307 
Total Group . 919.9 933.4 2.6046 “2,728.7 485886 496.465 1,385,942 1414963 | Sirotastic Roto ...........- 13.7 75 311 25.0 11977 6599 27,240 21,861 
ee 160.0 116.0 445.8 422.9 81,854 60,433 232,057. 217,895 
Fashion 
Charm ........000e ; 82.4 951 2719 282.2 35,361 40,784 116631 121,053 | Mechanics & Science 
Glamour ..... Sf : 95.7 93.3 288.0 330.5 41,076 40,043 123,564 141,769 | Mechanix Illustrated ........ 69.0 73.6 307.6 297.1 15,434 16,487 68,886 66,552 
Harper's Bazaar ..... ee 70.7 105.1 372.2 408.8 44,764 66,415 235,256 258,409 | Popular Electronics ......... 57.9 58.5 234.8 251.8 12,963 13,095 52,602 56,403 
Mademoiselle ............... 120.8 103.0 327.7 313.7 51,841 44,172 140,588 134,567 | Popular Mechanics .......... 123.8 127.0 508.8 494.4 27,737 28,451 113,965 110,762 
MSE ecw vichs ss . ~ ae 3987 545.7 585.1 72,586 86,401 344,894 369,814 | Popular Science ............ 116.0 116.4 458.2 470.1 25,978 26,075 102,619 105,294 
Total Group ... ecees 484.2 ~ 533.0 “1,805.4 “1,920.1 ~ 245,628 277,815 © 960,933 1,025,612 | tScience & Mechanics ........ —_ —— 216.5 210.0 48,490 44,824 
ee 366.7 375.5 1,725.9 1,723.4 82,102 84,108 386,562 383,835 
Movie-Romance-Radio ¢ Published bi-monthly; cumulative figures shown are for combined March-April issue. 
Dell Modern Group 
yy 27.0 28.0 99.4 87.4 11,562 12,010 42,643 37,493 | Outdoor & Sport 
Modern Screen ........... 17.8 20.0 55.4 48.4 7,628 8,582 23,740 20,746 | American Rifleman .......... 48.3 54.9 187.9 200.2 20,709 23,204 80,595 85,884 
Screen Stories ...........- 15.6 14.0 49.6 40.3 6,679 6,004 21,233 17,290 | Field & Stream ............. 106.0 87.4 310.4 299.3 45,482 37,502 133,168 128,395 
Fawcett Women’s Group: oa ee 29.6 20.1 95.5 76.6 12,714 8,623 40,561 32,881 
Motion Picture ........... 14.5 14.0 55.4 47.9 6,213 6,004 23,783 EE Meer sicntie 23.5 22.7 79.0 88.5 10,081 9,738 33,890 37,966 
True Confessions .......... 28.8 22.4 98.6 75.5 12,322 9,603 42,285 32,404 | Outdoor Life ............... 93.8 94.5 303.6 297.0 40,247 40,521 130,248 127,428 
Hillman Romance Group Ae 19.4 2.8 13.6 11.2 8,324 1,202 5,895 4,884 | Sports Afield ............... 90.0 79.5 269.6 2508 38613 34,095 115,674 107,599 
Witinen Womet’s Grove 19.4 23.4 66.0 82.9 8,324 10,066 28,376 35,648 Total Group ........... . 3912 359.1 12460 1.2124 167,846 153,683 534,136 ~ 520,153 
eal omer ‘oup: 
Intimate Story . , 217 136 84.9 57.3 9,323 5,830 36,441 24,597 (Continued on Page 32) 
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AGAIN 


WINNER -4 | 
and still  _ 
champion <—__ 


IN A FIELD OF THREE STRONG MAGAZINES . . . you’ve got 
to be good to wind up on top again and again! And our high-stepper 


is kicking her heels and waving her baton to celebrate another big SPORTS AFIELD 1 049 383 
achievement for SPORTS AFIELD. ee . ‘ 


The ABC Publishers’ Statements for the last six months of 1958 
point to two significant facts: (1) Sports Afield delivered the big- 


gest circulation in the sportsmen’s field, and (2) Sports Afield de- Field & Stream ‘ss ££ & & Oe. 6 982,859 


livered the lowest rate per page per thousand! 
This is the second consecutive six-month period that SPORTS 


AFIELD has been the only sportsmen’s magazine to average over Outdoor Life ee 8 * & @ 2 ee aS 942,791 


1,000,000 circulation. 


These facts help simplify your advertising plans — select Sports Above circulation figures from the ABC Publishers’ Statements for the six-month period ending Dec, 31, 1958. 
Afield, again winner — and still champion! 


SPORTS AFIELD « A HEARST KEY MAGAZINE ¢ 959 EIGHTH AVE. « NEW YORK 19, N. Y. 
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Advertising Age, April 20, 1959 


* Aprit April = April Jan.-April April April 4 April ; ~~ ag 
pr . Apr’ jan. -Apr’ pr pr’ . Apri dan. -April April April Jan.-April Jan.-April April April dan.-April dan.-April 
1959 1958 1959 1958 1959 1958 1959 1958 1959 1959 1958 1959 1958 1959 1958". 
Detective & Fiction ———....... See SESS Geeey Gems See DeeDT TRG | Terese 
8 PRN rere t t f 4 ' d , ‘ s ‘67, 
= y aE PRL Tsbkexeeees = = + ¥ oe co br} oe ly t Two issues in April 1959; four issues in April 1958. § Not included in totals as figures for the April issues were un- 
Thrilling Fiction Group . Seuee 10.6 78 39.9 44.2 2.376 1.757 8.938 9.909 available as this issue went to press and March figures are shown. ¢ Two issues in March 1959; three issues in March 1958. 
Total Group ............. BE RS WS rt 14924 2,350 62856 55.755 | 8Foreign (April) 
Newspaper Sections (I) pmeny paseaseseecesenees 31.1 19.7 57.0 49.7 26,166 16,590 47,880 41,748 
(Nationally distributed with Sunday newspapers) Popular Mekanik (Danish) . 17.5 10.5 72.0 32.0 3,920 2,352 16,128 7,168 
The American Weekly ........ 40.2 64.6 156.0 269.4 34,147 54,940 134,199 228,976 Mecanique Populaire (French) 33.5 31.7 108.4 109.4 7,504 7,112 24,281 24,516 
Family Weekly ............. 49.2 53.2 184.9 233.8 41,798 45,239 157,231 198,811 Populare Mechanik (German) 6.9 6.2 19.5 22.0 1,546 1,400 4,368 4,939 
Ee akcantersesesés 65.7 76.2 276.7 296.7 55,825 64,775 235,179 252,211 Mecanica Popular (Spanish) 21.5 43.3 100.0 122.0 4,823 9,703 22,406 27,339 
This Week Magazine ..... 87.4 91.7 302.9 359.3 74,312 77,938 257,495 305,406 — Mekanik (Swedish) 10.5 10.0 34.5 35.0 2,352 2,240 7,728 7,840 
re Reader's Digest: 
Votsl Group ........ 242.5 9225 T1592 206082 242892 “784104 “985.404 | ““praic see 28.5 36.0 1225 1200 4674 5,904 20,090 19,680 
; . Lines Sn ae 57.0 si. 155.5 157.5 10,374 A a7 mot 
m : be ary re SN eee 72.7 51.2 248.5 221.5 13,241 ; 227 313 
ae eee Se ee ee Se | oltate.........050... 62.0 54.0 220.0 2080 11,284 9.828 040 «37,128 
N (Il) (arch se ie casea yrds 44.0 40.0 142.0 129.5 7,700 7,000 24,850 22,663 
ews r Sections ar Ns 6 a5 sabo wine 83.5 78.0 255.0 261.5 15,531 14,508 47,430 48,639 
pape : A ch) OS 2 05.5 sabes sy aces 56.0 69.5 194.5 243.5 10,192 12,649 35,399 44,317 
(AN other newspaper sections and comics) ED ask dcesysneaaense’s 47.7 55.0 1427 1732 8,118 9,350 24,268 29,453 
Chicago Tribune Magazine .... 145.6 = 172.7 381.2 431.5 123,791 146,791 324,032 366,755 DO Sixctvpsuegs> trace 43.0 35.0 145.0 113.0 7,826 6,370 26,390 20,566 
New York Times Magazine... 363.0 405.4 736.4 789.3 308,545 344,566 625,961 670,884 RRS eek - ee 28.0 23.0 79.0 66.0 5,208 4,278 14,694 12,276 
The Philadelphia Inquirer . 159.9 185.4 419.0 464.4 135,920 157,561 356,151 394,753 French or rere 112.0 130.0 370.5 385.5 19,600 22,750 64,838 67,463 
Total Group .......... 668.5 7635 15366 1,685.2 568,256 648,918 1,306,144 1,432,302 NE sepdcdsacesys 26.5 30.0 77.5 90.0 4,638 5,250 13,563 15,750 
aw See | German 120.0 111.0 412.0 348.0 21,840 20,202 74,984 63,336 
Pages —— , . Lines | German-Swis 34.0 31.0 99.0 100.5 6,118 5,642 18,018 18,291 
April Aprit Jan.-April Jan.-April April April Jan.-April dan.-April Iberian .... 85.0 80.5 281.0 273.5 15,470 14,651 51,142 49,777 
1959-1958 1959 1 1959 1958 1959 1958 ES os eta etee: 56.0 50.0 199.0 222.0 10,192 9,100 36,218 40,404 
Italian 92.5 95.5 242.0 297.0 15,910 16,426 41,624 51,084 
Comics Magazines | Japanese 40.5 35.0 1480 1445 6,804 5, 24,864 24,276 
American Comics Group ...... 7.0 7.0 28.0 28.0 2.646 2.646 10.584 10,584 | | EE ra 42.0 54.0 163.5 196.5 7,644 9,828 29,757 35,763 
Archie Comic Group . —_— — 14.0 13.0 5.292 4.914 New Zealand . 25.5 25.0 100.5 123.0 4,641 4,550 18,291 18,746 
tHarvey Comics Group ..... — — 24.0 25.1 9,072 9513 Norwegian .... . 54.0 40.0 147.5 124.0 9,180 6,800 25,075 21,080 
ethene Conles Grows: Overseas Military 34.0 42.0 137.0 156.0 6,188 7,644 24,934 28,392 
; Portuguese ..... 84.5 74.5 283.0 273.0 14,788 13,038 49,525 47,775 
Blue Unit 6.0 5.0 25.5 21.5 2.268 1,890 9.639 7,938 South Af 67 77 271.0 302.5 12.083 13,783 48,509 54,148 
Red Unit 6.0 6.0 26.5 21.5 2,268 2,268 10,017 8,127 cic’ aig Rha a or 0 : 
anarn osneme auaee ania sae Beso md , " Southern Hemisphere 17.5 30.0 75.5 113.5 3,185 5,460 13,741 20,657 
Total Group ............. 19.0 18.0 118.0 8=61091 = 7,182 6,804 44,604 41,076 Swedish ........... 64.5 69.5 177.0 165.0 11,997 12,927 32,922 30,690 
1 Published bi-monthly; cumulative figures shown are for combined March-April issue. Total Group ... oars [e084 [589.1 52801 5.3743 311.037 391,824 974539 1.004.882 
B s nt th! fi f 1 publicati it yet ilable thi oup is broken into an April section 
Canadian National Weekend Newspapers (Rotogravure Linage) oad ee ne eee ee . 
eee +5 48.6 67.9 176.6 224.3 43,705 61,128 158,953 201,838 Pages Lines 
La Presse .. 90.0 72.0 299.8 221.4 81,234 64,723 269,843 217.784 March March Jan.-March — a — — — 
Star Weekly 110.5 102.4 358.5 329.2 96,719 89,620 313,741 288,028 1959 1958 1959 19 1 
Weekend Magazine 121.7 109.9 415.5 367.2 118,684 107,071 405,296 358,000 — (March) 
Total Group .. 3708 9522 12504 TiM2Z1 $40,342 322542 1,147,833 1,065,650 | * OFelgn tMarc 
Life International: 
Canadian International Edition ...... 93.3 85.1 190.7 192.1 63,495 57,885 129,795 130,645 
ish Edition ..... - x ! 148. 9.1 35,615 36,550 101,065 108,205 
Canadian Homes & Gardens 57.6 58.7 131.8 143.4 39,186 39,912 89,623 97,505 Be poe =e ae wn = 
Chatelaine 87.1 50.2 242.1 132.1 59,205 34,154 164,608 89,808 Pacific Edition 81.2 66.2 188.1 174.9 34,104 27,804 78,974 73,445 
Liberty 31.6 35.6 101.8 111.6 13,577 15,272 43,583 46,907 European Edition .. 89.0 78.9 197.6 194.4 37,380 33,138 83,020 81,613 
Maclean's 87.7 89.0 279.0 276.8 59,641 60,490 189,711 188,201 Time International: 

Mayfair .. 26.6 417 117.1 134.0 18,089 28,406 79,681 91,194 Time-Atlantic Fa 131.2 109.1 307.4 296.6 55,090 46,165 129,080 124,530 
Reader's Digest: | Time-Latin American ...... 121.8 112.4 284.1 280.2 51,100 47,180 een 44 
English Edition 95.3 100.0 297.8 313.3 17,336 18,200 54,191 57,012 Time-Pacific ........ cee 114.1 83.7 277.6 224.7 48,230 35,105 16, : 

French Edition 109.0 108.5 329.2 333.5 19,838 19,747 59,924 60,697 | Vision: 
Revue Moderne 24.6 29.4 76.4 78.9 16,731 20,018 51.969 53,650 |  Visao (Portuguese) ....... 136.8 117.7 380.2 301.3 57,470 49,420 159,670 126,560 
Revue Populaire 24.5 23.2 66.1 60.8 17,123 16,293 46,257 42,665 | Mexican Edition .......... 15.3 10.3 47.8 29.3 6,440 4,340 20,090 12,320 
+Samedi 21.8 19.6 55.3 57.1 14,989 13,740 38,486 40,015 | Spanish Edition ... nye 65.6 64.4 202.7 169.1 27,545 27,055 85,120 71,015 
§ {Saturday Night . 46.2 53.9 111.4 109.6 19,405 22,646 46,747 Total Group ............. 9006 7814 2,224.7 2,021.7 416,469 364,642 1,023,029 540,328 


Norge Offers Cake Mixes 
Norge division of Borg-Warner 
Corp., Chicago, will offer a “year’s 


PHOTOSTAT USERS!!! 


Cut your costs 70% 
with exclusive Magi-Copy Process 
low as 7¢ a copy . . 
buy .. . we de it all . . . Same day 
service . . . Free price list and somples. 
MAGI-COPY (Dept. Alfred Messner Co.) 
108 W. Lake St., Chicago 1, FRa 2-8600 


. Ne machine to 


supply” of Betty Crocker cake and 
bake mixes with each range it sells. 
The company has an exclusive 
long-range tie-in with General 
Mills, maker of Betty Crocker 
products, to offer the special car- 
ton of 45 assorted mixes with each 
range. A promotional kit, to in- 
clude ad mats and radio copy, is 
offered to retailers who wish to 
| promote the “Norge Cook ’n Bake 
|Fair’” promotion. Keyes, Madden 
| & Jones, Chicago, is the agency. 


46,039 | 


Klintworth & Associates Bows 

H. Fred Klintworth, formerly 
marketing director of Mackes & 
Taylor Advertising, Allentown, 
|Pa., has organized a new market 
|research and sales consultant un- 
der the name of H. Fred Klint- 
worth & Associates. The offices are 
|at RD 1, Phillipsburg, N.J. The 
company will work as an aid to 
agencies and will prepare market 
and product research reports on a 
| contractual basis. 


it’s Gray's A 


in Medicine... 


in TV and 


IT 


natomy 


BROADCASTING 
YEARBOOK! 


Radio... 


'S 


Make no bones about it. Among medical 


men, Gray's simple-t 
THE factual authorit 


among the busy people who spend money 


in broadcast advertis 


stitute for BROADCASTING YEARBQOK — 
the annual compendium of television and 
radio information compiled by the busi- 


ness-wise editors o 


Magazine. Here, within a single set of 


covers, are all THE 
analyses, studies and 


&-radio decision-makers will consult again 


itled “Anatomy” is 


y in its field. And the press in Augu 


ing, there's no sub- 
have facts (and k 
f BROADCASTING 


authoritative facts, 
directories that TV- 


and again for a full year. The 1959 edition 
of BROADCASTING YEARBOOK comes off 


st—more comprehensive, 


more indispensable than ever. Among its 
16,000 paid subscribers will be (as usual) 
the most important people in broadcast 
advertising... men and women who must 


now where to find them). 


In short, it’s a perfect place to tell your 
facts. Deadline for proofs, July 1; final 
deadline, July 15. Regular rates prevail. 
Reserve NOW and be sure of a front-row 
seat! Call or wire collect! 


BROADCASTING 


THE BUSINESSWEEKLY OF TELEVISION AND RADIO 
N. W., Washington 6, D, C, 


1735 DeSales Street, 


Robert Gould, 49, 
Promotion Head of 


‘Carling Brewing, Dies 


PHOENIx, April 14—Robert S. 
Gould, 49, director of promotion of 
Carling Brewing Co., Cleveland, 
died of a heart attack here April 
6 while attending a meeting of 
the brewers’ program committee 
of the National Licensed Beverage 
Assn. 

Mr. Gould joined Carling in 1956 
as a marketing executive, and 
served as a member of the com- 
| pany’s national marketing commit- 
| tee. Last December he was named 
| director of promotion for all Carl- 
‘ing brands. 
| Born in Chicago, he was gradu- 
| ated from Dartmouth College. He 
started his business career in the 
‘sales organization of General 
'Foods Corp. Subsequently he be- 
came a member of the company’s 
marketing executive training 
| group, and later was named mer- 
chandising manager of several GF 
products. 


® During World War II, Mr. Gould 
served with the U.S. Navy as a 
lieutenant (j. g.) and was retired 
from active service after the war 
as a lieutenant commander. 

He returned to General Foods 
as a merchandising executive in 
the hotel and restaurant division. 
Six years later he resigned to join 
Pabst Brewing Co., Milwaukee, as 
merchandising manager. He was 
credited with organizing and de- 
veloping National Tavern Month, 
which has since become an annual 
promotion feature sponsored by 
National Licensed Beverage Assn. 


HORACE W. FOSTER 

New York, April 14—Horace W. 
Foster, 76, former advertising 
manager of the New York Title & 
Mortgage Co., died April 10 of a 
heart attack at his home in White 


University and Catholic University 
of America, Mr. Foster worked on 
several newspapers and served as 
an editorial writer on the old New 
York Sun for several years. After 
World War I he became advertis- 
ing manager of New York Title 
& Mortgage. Later he served as pr 
director of the New York State 
Mortgage Commission and _ the 
state housing bureau. For a num- 
ber of years he had been pr head 
of the Home Bureau of Catholic 
Charities. He was a member of the 
Sons of the American Revolution; 
the Silurians, an organization of 
New York newspaper men, and the 
New York Athletic Club. 


ALEXANDER RICE 

New York, April 14—Alexander 
Rice, 68, former commercial] artist 
and onetime art director of the old 
Vitagraph Co., died April 9 of a 
heart attack at Beth-El Hospital, 
Brooklyn. After attending Cooper 
Union and the Art Students 
League here, Mr. Rice worked for 
Vitagraph and became its art di- 
rector before World War I. 

After the war, during which he 
served in the Army, Mr. Rice 
founded his own commercial stu- 
dio and was engaged in commer- 
cial art and illustration work until 
1955. Among his employes were 
such noted illustrators as Albert 
Dorne and Saul Tepper. 


Chirurg Names Three; 
Adds Pleasure Island 

James Thomas Chirurg Co., 
Boston, has appointed Jacques 
Wajsfelner, formerly with Paris & 
Peart, an account executive. Chir- 
urg also has named Gilbert E. 
French, treasurer, and Hillard W. 
Welch, technical account super- 
visor, to its board of directors. 

Chirurg has been appointed to 
handle advertising for Pleasure 
Island Inc., a park to open in June 
recreating the New England Heri- 
tage. All major media will be 
used to promote the park as a tour- 


| Plains, After attending Ohio State 
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Made in Russia‘® 


Americans may never see this Russian ‘Moskvitch” 
automobile or its “Made in Russia” label in a neigh- 
borhood new-car showroom. But the fact that the 
U.S.S.R. plans to merchandise its cars outside the 
“Iron Curtain” is headline news to an industry vitally 
interested in every development in the world of 
wheels. 


In the competitive automotive industry, it’s often the 
story behind the headlines that counts. That’s why 
AUTOMOTIVE NEWS devoted a recent article (one 
of a popular series on “Sales Testing” the new cars) 
to a report on two Russian automobiles. AUTOMO- 
TIVE NEWS’ Staff Correspondents drove the cars, 
analyzing driving ease and performance, construction 
features, materials and workmanship, citing the cars’ 
salable points and faults with equal objectivity. 


Authoritative reporting and thorough coverage have 
marked AUTOMOTIVE NEWS leadership in the 
automotive industry for 34 years. Today, 150,000** 
well-informed readers — manufacturing executives, 
engineers and designers, car and truck dealers, and 
other decision-makers — depend on the “Newspaper 


eal ad iil Mie eo bee 
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a 


of the Industry” to deliver all the news while it 
is news. 
If there is a need for your product or service by the 
automotive industry, the men who can use it, recom- 
mend it, specify or purchase it should know about 
it. Put your important sales story where more of 
them will see it ——in AUTOMOTIVE NEWS. Our 
Representative in your area will gladly give you 
complete details. Call him today! 
**44,000 paid subscribers, 85 percent of whom annu- 
ally renew their subscriptions at the regular $9 rate. 


The most influential publication in the automotive industry. 
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Makers Schedule 
1.4 Million Cars 
In 4th Quarter 


The Newsp@ 


The Rambler-size “Moskvitch,” Russia’s low-price car, 


sells for a reported $2,100 in the U.S.S.R. 


They're offered no premiums, cut-rates or special 
inducements. 


NEW YORK: Edward Kruspak, Howard E. Bradley, Ray 
Billingham, Murray Hill 7-6871 


CHICAGO: J. Goldstein, Bill Gallagher, State 2-6273 


DETROIT: R. L. Webber, William R. Maas, Roy Holihan, 
Woodward 3-9520 


SAN FRANCISCO: Jules E. Thompson, Douglas 2-8547 
LOS ANGELES: Robert E. Clark, Hollywood 3-4111 
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‘Modernization’ Is Catchword of 
‘San Francisco Chronicle's’ Thieriot 


(Continued from Page 2) 
on suburban circulation the Chron- 
icle is ahead of all the papers in the 
market. 

“Now that we have gone past 
the Oakland Tribune,” he added, 
“we consider this to be a five- 
paper market.” 

Audit Bureau of Circulations 
figures for the period ended Sept. 
30, 1958, show the Chronicle up 
31,029 over the corresponding 1957 
period. Its closest competitor in 
circulation gain was the New York 
Times, which gained 29,602. 


s In 1865, Mr. Thieriot’s grand- 
father, Michael de Young, and 
Michael’s brother Charles—both 
still in their teens—borrowed a $20 
gold piece and started a daily pa- 


per in the bawdy waterfront town | 
During those | 


of San Francisco. 


|newspaper, which is still “inde- 
pendent in all things, neutral in 
nothing” (in the words of the 
| newspaper’s first editorial, which | 


icle’s building). And the $20 gold 


early years such writers as Bret 
Harte and Mark Twain contributed 
to the publication. 

Charles de Young was assassi- 
nated in 1880 by the son of a man 
whom the Chronicle had attacked 
during a red-hot mayoralty cam- 
paign. Michael carried on alone, | 
and in 1890 moved the newspaper | 
into San Francisco’s first steel- e 
ribbed skyscraper, a new 10-story | be is mane public by the Tamily 
|Chronicle building at Market 
| Geary and Kearney. achieved under Mr. Thieriot’s di- 

Michael de Young continued as rection have been substantial in 
publisher until his death in 1925, | his somewhat less than four years 
when his son-in-law, George T. |as publisher. 
|Cameron, took over. When Mr. | 
Cameron died Oct. 11, 1955, the | 
40-year-old Mr. Thieriot became | 
the newspaper’s third publisher. 


lion dollar enterprise. 

The founders probably would 
fail to recognize the present-day 
Chronicle, on which Mr. Thieriot 
has spent some $2,000,000 in mod- 
ernization and improvements—as 
| well as additional thousands spent 
on radio and tv properties. 


s In advertising, the Chronicle 
again claims the largest increase 
of any U.S. newspaper in the top 

120 markets—a 1958 gain of 1,248,- 
@ Today Michael de Young’s | 313 lines, compared with 468,978 
grandson holds a firm grip on the | lines for the second-place Wash- 


Yours for the Asking. .ssnunmeeensem, 
1958 TOP TEN BRANDS 
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THERE IS ONLY ONE WAY 
TO REACH THE MASSES IN 
THE AKRON BEACON JOURNAL 
AREA OF INFLUENCE 
A One Billion 350 Million Dollar Market 


Akron, the biggest ONE Newspaper Market in the 
nation, is also Ohio’s most concentrated area 
of great industrial names. For only 40c per line, 


daily or Sunday, you can do a 


selling the masses. There is no substitute. 


ROP Spot or full color available in all issues. 


“Ohio’s Most Complete Newspaper” 


This Consumer Inventory is made by 
PERSONAL INTERVIEW right in the 


home. It covers 130 different product 
categories and shows product trends for 
the years of 1956, 1957 and 1958. 

Ask Story, Brooks & Finley or write us 
for your FREE copy. 


AKRON BEACON JOURNAL 


creveton 163,096 "sss3" 
Creveton” 172,247 scx" 


AKRON BEACON JOURNAL 
AREA OF INFLUENCE 


719,435 
213,048 
$1,349,384,000. 
$ 958,138,000. 


Population 

Families 

Total Buying Power 
Total Retail Sales 


Food Sales $ 238,114,000. 
Gen. Mdse. Sales $ 132,837,000. 
Fr-H-R Sales S$ 44,996,000. 
Automotive Sales $ 205,680,000. 
Drug Sales $ 29,035,000. 


Source 1958 Sales Management 
Survey of Buying Power 


NEWSPAPER COVERAGE 


DAILY Cire. % Cov. 
Akron Beacon Journal 159,532 74.99% 
Cleveland Plain Dealer 21,596 10.006 
Cleveland Press 7,525 3.506 
Cleveland News 2,081 0.9% 
complete job of SUNDAY 
Akron Beacon Journal 160,139 75.06% 
Cleveland Plain Dealer 21,179 9.0% 


Source March 31, 1958 
A. B.C. Audit Statements 


AKRON BEACON JOURNAL 


JOHN S. KNIGHT, Publisher 
Represented by 
STORY, BROOKS & FINLEY 


appear on a plaque in the Chron- | 


piece has grown into a multi-mil- 


Although no statement of earn- 


ned closed corporation, the ad- | 
’ vertising and circulation gains | 


| 


Advertising Age, 


AVOCATION—Golf is a favorite relaxation for Mr. Thieriot. 


ington Post & Times Herald. 

Still out in front in the San 
Francisco circulation race is the 
Examiner, with 257,000 daily and 
469,000 Sunday, to the Chronicle’s 
second-place 225,000 daily and 
276,000 Sunday circulation. The 
| Examiner also enjoys a substan- 
| tial advertising lead. 

The Chronicle has boosted its 
subscription price from $2.25 to 
| $2.50 a month, the second such in- 
crease in 11 years. The increase, 
according to a Chronicle announce- 
ment, “has been made necessary 
|by continued increases in news- 
|print, production and distribution 
|costs.” The daily newsstand price 
lremains at 10¢. 


|}@ Mr. Thieriot was educated in 
|San Francisco, Paris and Switzer- 
land, and took his B.A. degree from 
Princeton in 1936. Immediately 
thereafter, he started as a copy 
boy on the Chronicle. He served 
his apprenticeship as a reporter, 
financial writer, advertising sales- 
man, circulation supervisor and 
labor negotiator. 

After a stint in the Navy during 
World War II (emerging as lieu- 
tenant-commander), he returned 
to the Chronicle as assistant busi- 
|ness manager. He became assist- 
ant general manager in 1951 and 
assistant publisher in 1952. He 
founded the Chronicle’s ty station, 
KRON-TY, in 1949; while he was 
serving as its general manager, 
the station won an Emmy award 
for programming from the San 
|Francisco Academy of TV Arts & 
| Sciences. 

In 1952, Paul C. Smith, 


“boy 


| wonder of journalism,” who later | 


| became editor of the now defunct 
| Collier’s, resigned as editor of the 
newspaper. 


a “Changes were started at that 
time,” Mr. Thieriot told ADVERTIS- 
ING AGE, “which received consid- | 
erable publicity in the business. 
They were, however, the inevitable | 
result of the need to progress. 
“As soon as it became possible, 
we launched a modernization pro- 
gram. The first thing we did was 
‘o increase the size of our type, 


to make the paper easier to read. 
We even changed our comics so 
they now run five columns wide, 
rather than four. We tightened up 
departmentalization, so that read- 
ers would know where to find their 
favorite items.” 


® These changes reflect a radical 
shift from what Mr. Thieriot 
frankly terms a formerly difficult- 
to-read—and sometimes even dull 
—newspaper. Other changes 
prompted by the publisher and his 
executive editor, Scott Newhall, 
include a Sunday tv magazine and 
a Sunday feature section (Bonanza 
Magazine) printed in rotogravure. 
A more serious Sunday section, 
“This World,’ devoted to a re- 
view of the news and other fea- 
tures, was previously edited by Mr. 
Newhall. 

“We're still trying to make the 
paper more entertaining as well as 
informative and more attractive to 
| the reader,” Mr. Thieriot declared. 


# Mr. Thieriot, who relaxes by 
duck hunting and golfing (he once 
won the Swallows golf tournament 
at Pebble Beach), possesses a sharp 
sense of humor, which often finds 
its way into the newspaper as well 
as its promotions. 

The independence of which the 
Chronicle is so proud was perhaps 


best shown in the 1958 governor- 
| ship campaign. At the last moment 
| before election, Mr. Thieriot and 
the Chronicle, both Republicans, 
withdrew a prior endorsement of 
Republican William Knowland. 
“We didn’t actually endorse [the 
| Democrat, Pat] Brown,” Mr. Thie- 
riot explained. “Neither did we 
' violently attack Sen. Knowland or 
the campaign techniques he had 
'been using. But we did make it 
quite clear that we would not con- 
‘tinue our endorsement of Know- 
land. All other things being equal, 
we will support Republicans, but 
‘not just because of the party la- 
bel.”” Mr. Brown won the election. 


e Mr. Thieriot’s efforts toward 

modernization have extended to 

the publishing company’s other 
(Continued on Page 39) 


| ART STUDIO + TYPESETTING + LETTERPRESS + SILKSCREEN + BOX EASELS & BINDERS 


| 
| 
| 


with the line up 
of major league 
Art Directors, 
heads up 
production, 

and errorless 
teamwork at 
Rapid Art Service 
304 East 45th Street 
New York 17, N. Y. 
MU 3-8215 
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BY MIRIAM GIBSON FRENCH Beauty editor 


PROJECT: GLAMOUR- 


Pale lips Pr, One quick change, one tiny extra, may be all you 

— both maidenly of need to give your looks and your morale a real lift 
and provocative for spring. Now is your chance to find out — in 
when they're , private and without being wickedly extravagant. 
outlined by 3 These tricks we show you how to do are frankly 

a deeper shade. daring, purely for glamour. All of them take note 
Use one of the new — of this year’s beauty look: pale skin, pale lips, 
“whited” sticks eyes newly emphasized, color used unexpectedly. 
or a white lipstick Try them all. Some you may wear only once for 
under your - fun; one or two you will keep as your trade-mark— 
ordinary shade the little extra that makes your beauty stand out 


Lighthearted 

as spring 

— new opaque polishes 
in shades 

either pale or vibrant 
to match 

your prettiest dress, 
to flatter 
sun-tanned hands 


come summer 


The fashionable, full-on-top look 
of coiffures this spring 


Movie-star eyes 

—they’re yours! 

New false lashes, 
attached to 

a plastic strip 

Y tinted in 

_ eye-shadow colors, 
go on 

in a moment 
with a 


special adhesive 


Sieh. 
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PHOTOGRAPHS BY ELBERT BUDIN; DRAWINGS BY MIA CARPENTER 


McCall's, April 1959 


FROM THE EXCITING PAGES 
OF APRIL McCALL’S... 


can be yours. Just add 
a hair piece (as we did below) 


to match your own tresses 


HAIR STYLES BY JOHN BERNARD; HAIR PIECE BY FLEISCHER 


All brides, of course, are beautiful. But after the honeymoon is over—as 
well as before it begins—most of them need a little help to keep the stars 
in their eyes. That’s where McCall’s comes in—with the authority of 
articles like this from the April issue. The tricks shown here —“‘frankly 
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EXPERIMENTAL" 3 a2tcaesona : 


Special tricks for special evenings: 


Who doesn’t 
crave wider, ¢ Sprinkle metallic glitter on your hair. It brushes 
brighter eyes? o out easily, does wonders for a brunette + Tip the 
They'll seem to be | ends of your hair with silver spray « Try a glitter- 
if you | sprinkled beauty patch at the corner of your eye 
extend your eye liner ¢ Or paste a colored sequin at the outer corner of 
- out beyond ¥ your brow « Asa change from conventional mascara, 
the corners, .¥ use an offbeat, flattering green « For eyes with a new 
then brush kind of sparkle: gold or silver shadow that is carried 
stark white eye liner up to the brows « To give yourself happy, tiptilted 
between the lines lips: smile when you are putting on your lipstick 
scatial ee iain es -_ —— 71 
Wonder if 
a blonde feels 
specially glamorous? 
You can find out 
in a jiffy. 
Look extra special 
on special evenings 
with a 
temporary spray. o 
Note, please: si 
These aren’t meant a 
for everyday use, . 
should be - 
shampooed out g 
has turned mt 
back into a pumpkin i 
a 
Be daring 
with color a 
—Picasso is. 
A brilliant blue 
eye liner, 
plus a i" pe 
minty green shadow, > x 
can do ‘4 ‘ 
miraculously 
flattering things 
to your eyes 


4 
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daring, purely for glamour’’—will start a lot of experimenting across the 
country. Already there has been a surge in sales of brilliant eye make-up, 
white lipstick that gives lips the sparkle of moonbeams, hair coloring 
that nature never intended. Credit, in part, the inspiration of McCall’s. 
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| J 1950-*157,730,000 
i A 1957-*387,430,000 1) 
‘ j \ 
‘ \ 
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LPre a 4 . 


Hand & Manicure 
‘ i Preparations 
Complexion Care : i 1950 -*57,360,000 
& Make-Up & \? 1957-$84,930,000 
1950 -$87,830,000 a % Ky 
1957- 144,790,000 


—_ s& 
~~ — s ” 
ww \ 
Smee > 
J 
. ‘ 9 
Lipstick ff 
(not included in make-up figures) md 
Pa 
1950 -*30,500,000 7 
= } 
1957 - 576,540,000 ; 
} J 
‘ ca 
5 } ‘ 7 
Lf 3 
Two important factors underlie growth like this: }f 
1) mass acceptance of the idea of using cosmetics ; : 
2) mass recognition of the importance of new j 
cosmetic styles to the ever-changing face of beauty. } 
| 
5 
The editorial and advertising pages of magazines— Pa 
particularly mass magazines for women, like McCall’s— 
exert a constant, powerful influence in both areas. ‘ 
t 
| 


The magazine of Togetherness...circulation now more than 5,300,000 
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‘Modernization’ 
Is Catchword of 


‘Chronicle's’ Thieriot 
(Continued from Page 34) 


Bakersfield. 

“In the past six months,” Mr. | 
Thieriot said, “we probably spent | 
as much as $200,000 on KRON,| 
and we will spend an equal! 
amount on KBAK-TV. 

“We spent about $1,000,000 in | 
1957,” he continued, “on a new | 
eight-unit Hoe press. We _ pur- 
chased 28 new delivery cars and 
trucks for faster circulation; this | 
year we will spend about $750,000 | 
on a new Goss press. We also) 
bought a parking lot next to our 
plant, at Mission and Fifth Sts., 
for possible future physical ex- 
pansion.” 

Mr. Thieriot lives in a rambling 
home at Hillsborough with his 
wife, the former Barbara Mary | 
Tobin. He also has a home at Lake 
Tahoe, where the family spends 
the summer, and an apartment on 
Nob Hill. 


s “The apartment,” Mr. Thieriot 
points out, “is basically for busi- | 
ness entertaining and to have a 
place to sleep when it is necessary 
to work late at the Chronicle. (In 
addition, however, it makes it pos- | 
sible for me to vote in San Fran- 
cisco elections—a civic responsi- | 
bility which I consider impera-| 
tive.”) # 


Clarke, Dunagan Announces 
Contest; Appoints Two 

Clarke, Dunagan & Huffhines,| 
Dallas, is again staging a contest | 
for a fellowship representing a 
summer’s work at the agency to 
Texas students of marketing. En- 
tries, which must be submitted by | 
May 15, may be in copy, layout, | 
radio, tv, pr, marketing or “other.” | 
Top winners will win the work) 
contract; other winners will get 
watches and plaques. 

The agency, meanwhile, has 
made two executive appointments. 
Leonard E. B. Andrews, for the 
past several years vp and pr di- 
rector of the Texas Bank & Trust 
Co., Dallas, has been named vp 
and creative director and Made- 
leine F. Brown has been appoint- 
ed media director. 


AFA Names Foote, Stuart 
for Harvard Seminar 

The Advertising Federation of 
America has appointed Emerson 
Foote, senior vp of McCann-Erick- 
son, New York, general chairman 
of the management seminar in ad- 
vertising and marketing which will 
be held at Harvard University, 
July 5-11. Robert D. Stuart, ad- 
vertising consultant and former 
editor of Advertising Agency, will 
be vice-chairman and director of 
the study group. 

The seminar is limited to 55 top- 
level management executives who | 
are specifically responsible for ad- | 
vertising policy. Applications will | 
be accepted until May 25. 


| 
| 
ABP Issues New Glossary 

Associated Business Publica-| 
tions, New York, has issued a re- | 
vised “Glossary of Businesspaper | 
Publishing Terms,” and a new 
“Recommended Standard of Pub- 
lication Sizes.” The 70-page loose- 
leaf standards binder including | 
the glossary may be obtained from | 
ABP, 205 E. 42nd St., New York. | 
Charge to non-members is $15, the | 
cost of production. 


| 
| 
Wilson, Haight Adds One 
Sunshine Art Studios  Inc.,. 
Springfield, Mass., greeting card 
company, has appointed Wilson, | 
Haight, Welch & Grover, Hartford, | 
as its agency. Women’s service | 
and youth magazines will be used. | 
The former agency was Black & 
Musen. ! 


GE Appoints Three Execs 


vacuum department, has been 


es, ge ee 


of marketing for General Electric's | Supply Co. as manager of market-| added three new accounts: John | 
ing of housewares and radio re-| Sterling Corp., Richmond, IIL, 
named manager of customer rela-|ceivers. Succeeding Mr. Pfeif at| manufacturer of builders’ hard- . 
tions for the five departments in- |General Electric Supply Co. will| ware; Jeb-rod Corp., Chicago, 
4 . |cluded in the housewares and ra-|be D. E. Perry, formerly vacuum | hardware maker, and Gatke Corp.. | 
properties, including KBAK-TV, | dio receiver division in Bridge-|cleaner sales manager for GE.! Chicago, manufacturer of moulded 
port, Conn. Succeeding him as|The three appointments are effec-| brake lining and other asbestos 
marketing manager of the vacuum | tive May 1. 


\department will be W. J. Pfeif,| Grimm & Craigle Adds Three 


J. C. Hunt, formerly manager |formerly with General Electric | 


Grimm & Craigle, Chicago, has | Walter * 


NEW YORK « CHICAGO fi 


A widely respected firm 


a 


| products. 


of proj 
ms Magazine Publishers 


Representatives 
516 Fifth Ave., N.Y.C. 


MU 2-5253 


ONE OF A SERIES 


THE PURPOSE OF AN ADVERTISING AGENCY IS 


TO SELL MERCHANDISE 
—NOT ADVERTISING 


of possible interest to companies 
considering changing advertising 
agencies 


This advertising agency was started out in the 
country where the people are. It had about as much 
glamour appeal as a cow bawling to be milked. City 
men used to shudder almost visibly at the thought of 
having a bunch of farmers handle their advertising. 
They got over it. We never did. To get business in the 
beginning we just plain had to come up with powerful 
plans to sell merchandise rather than advertising. We 
still feel that we must. 

Some of America’s best known companies bought 
our plans and ideas, a little to their surprise and greatly 
to ours. We watched example after example build 
up in our case history file that showed that by think- 
ing first of how to help dealers, distributors and repre- 
sentatives sell goods we ended up with a considerable 
amount of advertising to place, as part of over-all sales 
promotion campaigns. We came to the deep belief that 
the way to build an agency was to sell merchandise. 

This sort of thinking brings some rather odd recom- 
mendations. We told one company to quit advertising 
and try a different method of distribution. It increased 
their volume $10 million dollars. We used maps to 
show an executive who was rather proud of being a 
consistent national advertiser that he was wasting 
40% of his money on national media, and recom- 
mended that he use sectional media and more sales 
promotion. His sales shot up. 

Recommendations were made to several companies 
that they reduce their consumer advertising and spend 
more of their money advertising for salesmen or to 
dealers. It paid off. One fellow selling his product 


through distributors we advised to stop advertising 
immediately when we came on the scene, until all of 
us could find out whether farmers or contractors were 
buying his machines from his outlets (he didn't 
know ). Which meant that the publications being used 
had been selected by guess. One chap sent for us from 
some distance away to ask advice on marketing a 
product. We made a survey at moderate cost, advised 
him the product would cause FTC trouble and to for- 
get it. He didn’t and it did. 

One company with an urban board of directors ap- 
propriated $500,000 to spend in city mediums build- 
ing their “corporate image”. We took a firm grip on 
our courage and pointed out that their dealer organiza- 
tion was somewhat sick and in need of help and 
suggested that less than half that sum in farm papers 
and the balance in dealer sales helps would do more 
good. And another client set up a special $40,000 fund 
to dispose of an overstocked, overpriced machine. 
Investigation revealed that repeated previous efforts 
to sell the stock through advertising had failed. We 
believed that $40,000 spent as a $10 per machine 
reduction would do more good. The money was so 
spent. The machines moved. 

The point is—if we don't hamstring ourselves by 
subservience or selfishness—and if we resist having 
you dictate our every move, we can take full advantage 
of all of the marketing and sales promotion people 
we've gathered together from all over the country and 
stretch your advertising dollars so you can get more 
sales out of a given sum of money. 

Our methods may at first seem to over-emphasize 
the importance of dealers, distributors and representa- 
tives but we have been getting results for our clients 
and that is what counts. 

If you are at all interested in the kind of agency 
we have indicated we are—we would be happy to meet 
with you. We have a fleet of 3 airplanes to service our 
clients and their dealers and can get anywhere in the 
mid-west in an hour or two. Should you desire to 
preserve your anonymity until you investigate us 
further have your attorney write us for literature and 
client list. Or ask any publication about us. 


THE BIDDLE COMPANY 


Advertising and Sales Promotion 


CH'< 4GO, ILLINOIS 
Phone: Financial 6-9340 


BLOOMINGTON, ILLINOIS 
Phone: 7-6036 


DES MOINES, IOWA 
Phone: Cherry 4-9154 


KANSAS CITY, MISSOURI 
Phone: Valentine 1-0851 


Established 1941—a medium size agency doing $9,500,000. Our volume is about 
evenly divided between Consumer, Industrial and Agricultural Advertising. 
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Yes-Power...the ability to say 
“Yes” to you, and to make it stick! 
Yes-Power...the exclusive charac- 
teristic of the Top Management 
Men! Yes-Power...the secret ingre- 
dient in Forbes...because Forbes 
is read and believed by over 
290,000 men who control Ameri- 


ca’s purchasing power... the men 
you must reach and convince with 
your advertising. 


The roster of Forbes subscribers 
reads like the Who’s Who of Amer- 
ican business and industry. These 
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are the men whose signatures on dotted lines move the bulk of CIRCULATION GAIN (%) 1950-1958° 
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our goods and services. These are the men you want to hit with 
your advertising...and buckshot discharges can’t compare with 
the rifle-impact accuracy of your message, delivered to this select ate 


audience, in the Forbes climate of acceptance! Forbes is the ONE 


| 

| 

| 
management magazine they must read to know what is being sli — 
thought and said about them, their businesses, their customers, 
their competitors, their resources. They can count on Forbes to 
tell the facts, because Forbes is the ONE management magazine 


that dares to rate and evaluate the management and operations 


WEEK 


of 600 American companies each year!  rorTuNe | BUSINESS 


SOURCE DEC 3) ABC PUBLISHER'S STATEMENT 


Because Forbes says it first and says it best about business, your 
advertising belongs in Forbes......... the fastest - growing 
management magazine in America! 
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When Selecting a Houston Newspaper : 


THE HOUSTON CHRONICLE 


_THE HOUSTON CHRONICLE LEADS IN 17 OUT OF ALL 24 


HERE IS A COMPARISON OF THE RETAIL 
ADVERTISING LINAGE PUBLISHED BY THE 
THREE HOUSTON NEWSPAPERS IN 1958... 


CLASSIFICATION CHRONICLE POST PRESS 
Amusements 786,610 645,061 476,83! 
Book Stores 15,502 17,603 60. 
Building Supplies and Contractors 204,825 150,264 55,16! 
Clothing Stores 4,357,170 4,139,927 169,78: 
Department Stores 6,805,011 5,549,147 2,025,005 
Drugstores 561,469 244,449 50,905 
Educational . 101,981 91,352 25,164 
Electrical Appliances and Supplies 300,049 356,759 78,4% 
Furniture and Household 2,125,906 1,628,221 549,52! 
Grocers . .. 2,873,569 2,585,635 1,076,54° 
Heating and Plumbing | _ 416,434 594,725 60,76¢ 
Hotels and Resorts 132,537 , 55,912 90,10 
Insurance . 9,312 4,465 1,532 
Jewelers . . 645,559 389,534 62,018 
Liquor Stores : 28,758 69,298 52,214 
Miscellaneous __. . 2,328,262 1,293,907 557,604 
Musical Instruments 99,742 93,409 28,35£ 
Professional . 150,342 115,257 70,914 
Radio _.. . . 123,169 144,848 28,144 
Real Estate . . 128,442 88,058 224,67| 
Shoe Stores . .... SBGB36 317,767 24,509 
Sporting Goods . _ 367,934 329,016 95,267 
Stationers. , 49,907 44,936 11,326 
Toilet Goods and Beauty Shops. . .. 137,170 141,947 20,396 

Totals | . 23,304,496 19,091,524 5,835,869 
and... 


THE CHRONICLE LEADS IN 18 OUT OF ALL 22 GENERAL ADVERTISING CLASSIFICATIONS 
. «AND IN 26 OUT OF ALL 28 CLASSIFIED CLASSIFICATIONS! 


OF Penge, Po tee brenne Prmpaced 
1S age see ee 
S~ THE HOUSTON CHRONICLE 
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Source: ae Read by More Houstonians 


Media Records, 1 
ia Records, 1958 Than Any Other Newspaper! 


THE BRANHAM COMPANY—National Representatives 
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Advertising Age, April 20, 1959 


Classified Ads 
in Dailies Show 
Upturn in 1959 


New York, April 14—The news- 
paper classified ad manager, whose 
bailiwick is the lost dog, the half- 
inch help wanted ad and the pen- 
ny-wise advertiser, is finding more 

| to smile about these days. 

| Classified linage, which slipped 
to a monthly low of 45,796,468 lines 
| in December last year, is on the 
'rise again. 

According to Media Records, 52 
dailies in key cities throughout the 
U.S. rang up 102,480,670 lines in 
the first two months of 1959. This 
represented a gain of 7.6% over 

| the same period in ’58, when clas- 
sified linage was reported at 95,- 
272,295 lines. 

Total classified advertising dur- 
ing recession-racked ’58 was 628,- 
748,370 lines, a skid of 8.3% from 
linage figures reported by MR in 
57. 

A prime factor in the upsurge of 
classified advertising in recent 
months is the marked increase in 
help wanted ads, a basic bellweth- 
er of business conditions in the 
country. 


® A report released this week by 
Davis & Bros. Advertising Service, 
Philadelphia specialist in help 
wanted ads, placed ad linage in 
this category during March 39% 
ahead of the same period in ’58. 
Based on a check of 113 dailies, 
help wanted ads in March of this 
year totaled 737,173 lines, up from 
|the 526,854 lines in March, 1958. 
In the first quarter, help wanted 
advertising was reported at 1,988,- 
259 lines, up 28% from 1,555,250 
lines in the same period the pre- 
| vious year. 
| Unofficial estimates by the 
/newspaper industry of total clas- 
| sified advertising in U.S. newspa- 
pers run to more than 500,000,000 
|lines annually, representing about 
| $2 billion in ad volume. 
| While measurement of classified 
advertising in U.S. newspapers is 
|limited to surveys by Media Rec- 
ords and the Davis service, the 
three largest categories within the 
over-all classification are help 
wanted ads, real estate and used 
| car listings. + 


Union Carbide Adopts New 
Format for Ad Series 

The metals division of Union 
Carbide Corp., New York, has 
adopted a “newsgram” format for 
a new series of ads in four publi- 
cations. The series, featuring new 
| products, began in the April issues 
‘of Industrial Laboratories and 
| Scientific American. It will con- 
tinue in the May issues of Metal 
Progress and Nucleonics. Two pub- 
| lications will be used every month. 
| The ads will be full pages en- 
| titled, ‘“Metalgrams—News of Met- 
als and Metals Chemicals.” This 
series is in addition to the divi- 
sion’s regular schedule in 18 pub- 
lications covering the metals field. 
J. M. Mathes Inc. is the agency. 


‘Boat Buyers Guide’ Published 

Boat Owners Buyers Guide, an 
annual with initial circulation of 
|75,000 copies, has been published 
|by Yachting Publishing Corp., 
New York. Advertising rate for the 
annual, available at newsstands 
/and by mail at 75¢ a copy, is $625 
| per b&w page. 


Donahue & Coe Names 2 VPs 

Donahue & Coe, New York, has 
|appointed Ralph F. Linder, for- 
_merly with Tatham-Laird, a vp in 
|its grocery products division. D&C 
‘also has named Warren Sumner, 
;account executive for Schieffelin 
& Co., a vp. 


~ nites 


as By eee aan Ain Te ; bas pe ss as heey E ; sate tgs ft a than et ae. : apg 
ee ele 5 ion ene ‘ ng t= Fae 4 poe 2: oe Ro Sea en eee hig Pe ea Petits oF Dae ae a te) es. etic: oa, te 
age a pa ta Er ea ete tr ee Begin mon see aa a eee Site _ ea ECD i es, ete sarki Meme) ee J Mio 
= ‘ ao En age Rise eee ea. ; an Bee te a oO scayagieeene aa = fee. ee Se a Fevbs al es ae a " eG oe | or eg aioe: 
cn ey vee Be Fe N pre Went oe ; . : ee ick aie ae eC Se — atl et eta J : e We SS ere F OR 
Me cea uae SN eet tL | eee aati eR Sk OY eee ae a aad Bi 2 =: peal TE = Sara ee oe er i pa j . iad “i ee a. S “sei 
eee fp laepeeiale ig cloacal a a SS a MRSS i ae ae ee an ee <3 De : : EE oe a —** 
: yr 
s 19 
é 
a ee 
“eee ; 
| 7” 
<i 5 
Sh inca | ' - sa 
re 2 , ee “i 
5 1“ A \ i 
fac pe e ec t 
seer, | S 
7 hese 2y fg ‘aes Bi. oe ‘ : 
oie | ‘tel eae ~ mia &4 {4 
aC: fem av a a > 
oe se ae i eee fh 
ai a Beil a ‘ 
$4 as rie) are, 
F ie joe ; 
. Sa : pee te a 
7 SNA eae , “ 
_ PM = «RETAIL ADVERTISING CLASSIFICATIONS 
Ecag Wy had >. he : z , : ee, 
; , “7 ia ia ae fare 
= BN eo ct uae ae ee J at ; oa 
ee ‘ * (eee a Se hte pe : 1 AC a Bats Pa Seah . ETS ere EN aR pT 2 = % hati e aeeTh ° 
mee ct i i Ey oe ay oe ae % ses a a aos =f ‘aL: ai 
4 ‘ad Wigs Pelee, > ‘ Rb Oper ae a Nat We Atte cy coe ; 
Me r e BAS iia ar eS a ee Ty es ee € } ‘ 
Set] aie 1 Reem Mn eM eeepc.” 2 ¢ IS Ve? ; ge kes aa bes! 2c eae te } : 
a a Ree) oS ree Mate lens ae eee 
=a . * - igh Saket ss eh } mt ele Bee a hie pee pea ete dle ; 
‘ ‘ Rea ae eS = we so a pose = 
re i ete RT ae + ae 
cio Pe a as Fi Soe és 
‘ 7 PR as = Fit pe: 
Sc Bae PUI ae ed ay ; = ao 
i. - aera 4 
i a ie | : 
2 ; y ae 2 
4 ‘ 7 fj 
7 | rr , 
: : H > 
; 
* te x; q vi i 
fie ; ae eee ae , = a 
ue Aad [ee ee ca Yh 
Bee ee ori we ‘iio ig ) 
cy ws ; Sh ee lie z , 
car ‘Se oie 5 eerie =“ ; 
ou, Be ae = ee : 
en ag icc Ri: See ‘— fa al : : 
es yates eee ag ome 
ee : Ca: 7 Eade i lane die j 
as: To eee ae ” 
wv bis * i geal ate aaa f 
rey te Se aa Sahel Stat ar 
pape a Sea ee wage 
ee NE eae ea UR ela : 
es ea a ‘ 
: au A Se : 
sik a ee 
inl a ita a 
ge i eres = 
ey i a ea 
= bgeiera ee ° 
. See 7 | 
Pe ae, m 
o> SS Ss ie Beat ay 
bts eS ean ee : 
eae hae ppt shea bis sa) 4 
240 2 a ta at: < 
sf ab co et EAs ARS , os 
i= eee 2 
ass ry we ty ites ® ¢ er ; 
ae ae ay : 
' , 
i 2 
Re ‘ 
eS Fa at 
4 cee at te - 
Sa fs 
2 Bee si 
A it: eer is 
oe + : a 
on ; ae 
| a ee 4 
24 58 a 
ace Fs x 
2. er y 
. = ‘i 
. a as e = 
aa a 
a a ae 
ae, 3) ae caer ait! 
oy li Baas _ 
ea ie E ¥ " om 
ag x : 2 
re r a 
3 ae Ses ieee, | 
gett diep ai se? | a : 
eel y Ee oy 4 
+I Fe : Beate " : 
7°: Ie ae ede sas 
A Ser Mtoe sti 
i ee a Be : 
RR , rh aa 2 
ad Bags ue 
pe oe Re 
ee Ba Wey . ts as 
eae ager ae Seep 
es eee” $ ; | 
| Tee MOUS TON CrmONC € 
4 . 
ait 
4 Pee 
mee 
y 
mn ES 
eo 34 
en is 
syn : 
ae 
eae 
: a“ eee er ery ye ee ie a VE GCE aR ereaar ee Fi a 
ot ; ; oe ae en ee ee ee eg 7 SCR aes ot aS 
- ee ti - ~ ee ee is pear en a9 Mes tile a: 


that there’s only O n e ML a o AZ in e 


from the 1959 Starch Consumer Magazine Report 


to advertise to 


Proot 


Boys 


Boy Median Remodeled Own One 
Readers Household Home Home In Last Or More 
10-17 income Ownership 12 Months Automobiles 
BOYS’ LIFE 1,641,000 $6,306 79.5% 17.3% yF 93.9% 
Reader’s Digest 1,069,000 6,005 71.7 11.8 86.3 
Life 922,000 6,241 66.9 11.3 87.0 
Look 862,000 5,846 68.6 13.1 88.1 
Sat. Eve. Post 577,000 6,137 67.3 12.2 86.9 
Pop. Mechanics 389,000 5,813 75.9 14.7 91.3 
Pop. Science 322,000 5,966 75.7 17.0 92.2 
Mech. Illus. 302,000 5,754 67.9 16.4 92.5 
True 194,000 6,108 61.6 12.8 91.2 
Argosy 187,000 5,864 62.1 11.5 90.8 


not only get more boy readers in BOYS’ LIFE, but you 

Y0 lJ get an outstanding market — highest in income, home 
and automobile ownership of the ten top magazines 

delivering boy readership. 
Time was when you could buy boy circulation in the mass weeklies 
and get fairly effective coverage. But that time is gone. Today, only 
BOYS’ LIFE gives you the mass boy audience —the very best part 
of it—at a low, low $3.21 cost per thousand. 
BOYS’ LIFE delivers your ad message in an editorial setting of 
specific interest to boys, instead of a dispersed package of general 
editorial. It makes more sense, too, to advertise to boys in their 
magazine. It speaks their language. It gets their loyalty. 


BOYS’ LIFE 1,847,24 


The Magazine That Reaches The NEW GENERATION 
Published By The Boy Scouts of America 
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Remember, Wage Earners @ 
to buy leisure time...in ev. 
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“Any of those appliances 
that save me work and 


effort and let me spend 
‘ more time with my shown 
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The whole range of labor saving devices 
fascinates TRUE STORY WOMEN’S 
GROUP readers like Mrs. D. They’re 
bound and determined to have all they 
can get. Of the newest, too! Moreover, 
like most Wage Earner housewives (which 
these readers are), they’re in a solid posi- 
tion today to buy what they want! 


Unlike their ‘‘white collar’ sisters, their 
kitchens are their palaces. Aside from the 
time they spend cleaning, laundering and 
vacuuming, they spend most of their time 
there... social time as well as working 
time. That’s the big reason they want their 
kitchens “fixed up nice.’’ (“‘White collar” 
women want modern kitchens, too, but 
they want them in order “‘to make it as 
easy as possible to get out of.’’) 


THEY’RE VIRTUALLY EXCLUSIVE! 


Few of the millions of young, home building housewives typi- 
fied by Mrs. D. read ‘“‘white collar” magazines. Those maga- 
zines are simply not edited with Mrs. D. and her Wage Earner 
friends in mind! For example: 


re) of TRUESTORY WOMEN’SGROUP 
readers never see any of the major 
o Women’s Service magazines* 
o of TRUESTORY WOMEN’SGROUP 
readers never see any of the major 
Tey Weeklies or Bi-weeklies * 


An imposing array of top-flight advertis- 
ers now using TRUE STORY WOMEN’S 
GROUP find that it reaches and sells the 
huge, lucrative, different Wage Earner 
market as no other kind of magazine can. 


Why not join them... and get your share 
of new sales in 1959? 


Ye source: Social Research, Inc.; Kemp Audience Report 


‘True 
Story 


WOMEN'S GROUP 


40 years of serving Wage Earner America 


TRUE STORY 
TRUE ROMANCE 
TRUE EXPERIENCE 


TRUE LOVE 


TV RADIO MIRROR 


PHOTOPLAY 
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Bolling Names Four, Adds 1 

Bolling Co., New York, radio-tv 
station representative, has appoint- 
ed G. Richard Swift, formerly exec 
vp in charge of tv sales, president 


West Coast operations, has been 
named vp and assistant to the 
president and also president of the 
radio division. Henry J. O'Neill 
has been named New York sales 


radio. Bolling has been named to 
|represent WDIA, Memphis radio 
station, which programs exclusive- 
\ly for Negroes. The station for- 
merly was represented by John E. 


of the tv division. G. William Boll- | manager for tv and Lloyd A. Ras- 
ing III, previously in charge of kopf New York sales manager for 


Pearson Co., New York. 


Ronson Plans Canada Drive 

Ronson Products of Canada will | 
spend $7,500 in a one-month trade 
campaign to promote four new | 
products to Canadian retailers. | 
| Products to be featured are the | 
CFL electric shaver, Varaflame | 
lighter, Roto-Shine electric shoe | 
polisher and Hood ’n Comb hair | 


customer: aphers for all |dryer. Foster Advertising, Toron- 
specifying SERVICE TypooraP |to, is the agency. 
_ type requirements. You'll get a full Wandeemen. Bastia Nanee 2 
"Selection of the most modern Wunderman, Ricotta & Kline, vouter Prantiie com 
Styles combined New York, has appointed Donald HONOR Guest—Wearing an adclub badge and contemplatively holding 
Craftsman sy with the Skill and Lehmkuh] to its copy department a dinner roll, Benjamin Franklin held a place of honor at the Wash- 
tistying 4 P that Comes wi and Robert W. Young an art di-| ington adclub between the club’s president, Basil Fowler, of the 
Sriminatin "" years of rector. Mr. Lehmkuhl formerly was! Washington Post, and Earl Dorfman, director of the National Wax 
— WHERE TYPESETTING 16 STILL AN ART... 


with David Altman Co. Mr. Young 
previously 
Newell. 


“Yers, 
- SERVICE TYPOGRAPHERS, INC. 723 S. WELLS, CHICAGO 7, ILL. HA 7-8560 


Museum. - 


Adclub’s Pfanstiehl Subs for Noted Visitor 


WASHINGTON, April 14—When 
the Advertising Club of Washing- 
ton last week saluted Washington's 
newest tourist attraction, the Na- 
ional Wax Museum, Earl Dorfman, 
the museum director, brought 
along as his head table guest the 
figure of Ben Franklin, sometimes 
known as “the father of advertis- 


was with Lennen & 


ing.”’ While Ben lunched with the 
adclub, Cody Pfanstiehl, public 
relations director, the Washington 
Star and a director of the club, 
donned colonial (if slightly un- 
Quakerlike) garb and sat in for 
Mr. Franklin in the museum’s tab- 
leau of the signing of the Declara- 
tion of Independence. = 


Pfanstiehl 


Jefferson Adams 
MEANWHILE BACK AT THE MUSEUM—Lest visitors to the museum be dis- 

| appointed at finding Mr. Franklin’s chair empty, the adclub com- 

| missioned one of its directors, Cody Pfanstiehl, of the Washington 


Star, to fill in for the illustrious absentee. 


Hancock 


Viking Distillery Names 

Liller, Neal, Battle Agency 
Viking Distillery Inc., Albany, 

Ga., has named Liller, Neal, Battle 

& Lindsey, Atlanta, as its agency. 


The agency also announced that 
Kathleen A. Thompson, formerly 
traffic manager, has been made 
branch manager of media in its 
Richmond, Va., office. 


TV Dominates Mid-Indiana 


Just Off The Press 


1959 Fort Wayne 
Golden Zone Book 


Vital Statistics on 
One of the Nation's 
9 Top Test Markets 


First by a good margin, WFBM-TV dominates 
all other stations in Mid-Indiana both in total cov- 
erage and market penetration—map shows county 
percentages measured by Nielsen No. 3, 1958. 


where else... 

—will you find satellite markets that are 33% richer 
and 50% bigger than the metropolitan trading 
zone itself ? 

—does a central market exert such an economic 
pull on so many specific areas that are retail trad- 
ing centers in their own right ? 

—do you find such a widespread marketing area 


°4 °. . . . 
@ Indianapolis itself —Major 
retail area for 18 richer-than-average counties. 
1,000,000 population—350,600 families with 90% 
television ownership! 


oC he 17 Satellites—tach a recog- 


nized marketing area—and well within WFBM- 
TV’s basic area of influence. Includes Marion + 
Anderson + Muncie + Bloomington + Peru + 
Vincennes + Terre Haute + Danville, Illinois « 
Lafayette + Logansport - Kokomo 


ES OF THE 


8 PAG 


d, General 
covered from one central point . . . and b ‘ @ Aute, Drug, Foods 
WEBM-TV! po y Represented Nationally by the KATZ Agency © market Maps a Merchandise wae 

: . , ‘ Income | sales 

—can you buy just one station with no overlapping ©@ Effective aged capita . fornandising Aids 
penetration in this area by basic affiliates of the ° Re © Test Market Date 
same network ? e par ene and agricultural end much more 


only here—where WFBM-TV dominates 
Mid-Indiana in total coverage and market penetra- 
tion... and we’re proud of our ARB. Call for the 
facts. Let us show you how to test regional market- 
ing ideas with amazing results! 


statistics 


Write for your 
free copy today! 
FORT WAYNE NEWSPAPERS, INC., Agent 


remy Che News-Sentinel * THe JOURNAL- GAZETTE 


DIANAPOLIS 
| 
TV AFFILIATE | 
| Represented by Allen-Klapp Co.—New York—Chicago—Detroit—San Francisco 


America’s 13th Television Market 


... with the only basic NBC coverage = 
of 760,000 TV set owning families. 
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A Tree Grows at 


HITCHCOCK... 


Planted for beauty, the tall Birch tree seen growing 
within the open court of our new building is also 
symbolic of Hitchcock's growth. 


Hitchcock took roots in 1898, when A. H. Hitchcock 
started the Woodworking Machinery List. In 1906 a 
companion Machine Tool List became the second 
Hitchcock publication. As these two forerunners of 
the business press grew with industry, the Hitchcock 
family tree’ branched out into other fields. Today, 
there are eight Hitchcock business papers and three 
Hitchcock directories serving American industry. 


A pioneer in the development of controlled, qualified 
circulation, Hitchcock also led in adopting Starch 
studies, IBM cards for list maintenance, Scriptomatic 
addressing, SIC coding, four color covers and many 
of the other developments which have upgraded the 
business press. Hitchcock was also one of the first 
complete business publishing operations with its own 
typesetting, printing, research and merchandising 
facilities. 

With sixty years of growth and service behind us, we 
like the phrase: ''By their fruits shall ye know them" 
We seek only the opportunity to continue to serve 
and be judged on the basis of what any one or all of 
the publications on our ‘family tree’ can do for you. 


SINCE 1898 


eg PUBLISHING 
HITCHCOCK <2""""" 
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SCHEDULE YOUR ADVERTISING IN Boa . 


HITCHCOCK PUBLICATION 


to reach and sell your market . . . effectively! 


ASSEMBLY and FASTENER ENGINEERING is a monthly magazine 


ASSEMBLY and FASTENER ENGINEERING —— frcavction, Vestener.sing industries toirccft, opplionce, auto. 


motive, electrical, electronic, fabricated metal products, furniture 


CIRCULATION: 28,000 and fixtures, instruments and machinery). Slicing thru industry 
. barriers to hand-pick an audience for a specially tailored editorial 
Listed SRDS Classification 88 approach, the magazine offers a “direct approach’ to the men 


who plan for and operate industry's assembly lines—where more 
than 50 per cent of | En costs occur. 


(rateaeeiimiaias sites — —— — — - —— <mme om — — - dl 


GRINDING and FINISHING is the only publication devoted ex- 

GRINDING and FINISHING clusively to the abrasive industry. Mailed each month to 31,000 
persons in industry directly concerned with abrasive operations, 

CIRCULATION: 31,000 this magazine presents ‘‘how to” editorial features showing how 


increased productivity, cost reduction and higher quality can be 
a 3 obtained thru abrasive operations. BPA audited and 98.12 per 
Listed SRDS Classification 88 cent verified, this magazine is the Number One advertising medium 
for abrasive equipment and abrasive products. 
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CARBIDE ENGINEERING gives methods, production and mainte- 
nance engineers in the metalworking industry detailed informa- | 
CARBIDE ENGINEERING tion on the efficient use of cufting tools, carbide dies and wear 
norte Authoritative articles aim at increased production, better | he 
; quality control and lower costs, covering engineering (design), 
CIRCULATION: 14,100 a Same and maintenance of carbide, ceramic, | 
. P ; iamond an igh speed-cutting tools. Official publication of the : 
Listed SRDS Classification 88 Society of Carbide Engineers, BPA audited, 97.95 per cent verified. | 
Best monthly media for advertising any type of cutting tool or 
equipment related to aspen operations, 
_—_ ol 


Hitchcock's WOOD WORKING is the Number One woodworking 
publication—tops in advertising (907 pages) and editorial content 


Hitchcock's WOOD WORKING Nile facerve oertes Oh abent aw erpeetacs x meawteaantog one 


finishing of wood products, new developments in plywood, veneer 


CIRCULATION: 16,100 and particle board, new ideas in fastening, cutting and turning 
’ : 3 wood. Regular departments discuss shop problems, employee- 
Listed SRDS Classification 159 management relations and news of the industry. Sections on liter™:- 


ture and new products report on new adhesives, abrasives, finishes, 
woodworking equipment and other products used in woodworking. 
BPA audited, 95.6 per cent verified. 
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MASS TRANSPORTATION is the only magazine serving the vast ) 
public transportation industry. Over 11,000 copies are mailed each 
] 


MASS TRANSPORTATION month to management men responsible for the operation and 
maintenance of North American city transit systems, intercity and 


suburban bus lines, charter and sightseeing bus companies, large 

CIRCULATION: 11,500 school bus fleets, rail rapid transit lines, passenger carrying 

: P : railroads and passenger air lines. Authoritative articles cover all 

Listed SRDS Classification 21 phases of operations t, merchandising, scheduling, 


safety, public relations and maintenance. BPA audited, 94.13 
percent verified. / 
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SCHOOL BUS TRENDS is published oomy other month, being sent 


SCHOOL BUS TRENDS ! as a separate publication to school board members, school officials, 
| onvee soe = eats Somers os wen rr — ane me 

all 11, copies of MASS TRAN ION (Hitchcock’s monthly 

CIRCULATION: 31,600 magazine of public passenger transportation) making the total 

P : A bi-monthly circulation of SCHOOL BUS TRENDS in excess of 

Listed SRDS Classification 132 31,600 Authoritative articles deal with operations, scheduling 


and maintenance of school buses—with emphasis on driver train- 
ing and sofety. 
THE PLANT is mailed each month to individuals who design, main- ) 
THE PLANT tain and operate plant buildings and grounds, plant mechanical 
services and plant electrical services in manufacturing establish- 
ments, public utilities, public buildings, institutions and service 


| 

CIRCULATION: 48,000 industries. Editors are graduate engineers with plant experience. : 
F P . Departmentalized format and concise, authoritative writing results 
Listed SRDS Classification 69 in high readership. Leading inquiry puller. BPA audited, 100 

per cent verified. J 


MACHINE and TOOL BLUE BOOK is the Number One metalworking 


* MACHINE and TOOL BLUE BOOK wart in oe sit fe reach entire metalworking 


industry including tooling, engineering, production and main- 


teal 


CIRCULATION: 50,100 tenance. Edited for works managers, o- superintendents, master 
° ss mechanics, owners and executives as well as process, methods and 
Listed SRDS Classification 88 production engineers. Technical yet highly readable. First controlled 


circulation publication in metalworking field—serving industry since 
1 . BPA audited, 97.3 per cent verified. Starch studies available. 


SINCE 1898 


Write Today.. 


Investigate the rate advantages of * 

using any combination or all 

Hitchcock Publications on your 

advertising schedules. Separate 

market data file folders are avail- 

able for each Hitchcock Publica PUBLISHING COMPANY 


tion upon request. 


WHEATON, ILLINOIS 
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Advertising Age, April 20, 1959 


AA's Annual Creative Workshop — 


to he Held in Chicago Aug. 5 to 8 


(Continued from Page 3) 
Bernstein, editorial director of 
ADVERTISING AGE. Dr. Steuart 
Henderson Britt, professor of 
marketing at Northwestern 
University and editer of the 
Journal of Marketing, will be in 
direct charge. Dr. Britt was 
formerly administrative vp of 
Earle Ludgin & Co., vp and di- 
rector of research for Needham, 
Louis & Brorby, and manager 
of the research and merchan- 
dising departments of McCann- 
Erickson, New York. 

The first full day will be de- 
voted to “The Creative Back- 
ground to Advertising.” It will 
feature working admen and 
women, researchers and sociol- 
ogists and hard-headed market- 
ing experts including: 

Prof. Philip M. Hauser, fa- 
mous sociologist and authority 
on population; Charlotte Mont- 
gomery, columnist and author; 
Prof. Bergen Evans, authority 
on words and their usage; 
Pierre Martineau, director of 
marketing and research, Chica- 
go Tribune; E. B. Wefss, mer- 
chandising consultant, Doyle 
Dane Bernbach Inc. and Ap- 
VERTISING AGE columnist; LeRoy 
King, editor, Food Topics; Jan- 
et Wolff, copy group head, J. 
Walter Thompson Co. 


® The second will be devoted 
entirely to “Creative Ideas in 
Broadcasting,” and will be pri- 
marily visual. Some of the dem- 
onstration sessions will be held 
in the large audience studio of 
WGN-TV. Members of the 
“faculty” for the day include: 

Hooper White, radio-tv pro- 
ducer, J. Walter Thompson Co.; 
Kensinger Jones, tv-radio di- 
rector, Campbell-Ewald Co.; 
Kenneth C. T. Snyder, tv-radio 
creative director, Needham, 
Louis & Brorby; Hubbell Rob- 
inson Jr., CBS Television exec 
vp in charge of network pro- 
grams; Jack Baxter, president, 
Creative House; Walter Colmes, 
Colmes-Werrenrath Produc- 
tions; Andre Sarrut, president, 
Telefrance, Paris; Valentino 
Sarra, Sarra Inc. 

In addition, a panel which 
will show and discuss the best 
tv commercials of the year will 
consist of Harry Wayne McMa- 
han, tv consultant; Bea Adams, 
director of special tv projects, 
Gardner Advertising Co.; Rob- 
ert L. Foreman, exec vp and 
director of tv prejects, Batten, 
Barton, Durstine & Osborn; 
Jack Sidebotham, tv art and 
copy supervisor, Young & Rubi- 
cam, and Ed Graham Jr., pres- 
ident, Goulding-Elliott-Graham 
Productions. 


= The final day will be devot- 
ed to “Creative Ideas in Print” 
and will feature, among others: 

Saul Bass, famed Hollywood 
art consultant; Stephen Baker, 
senior art director and group 
head, Cunningham & Walsh; 
and Fairfax M. Cone, chairman 
of the executive committee, 
Foote, Cone & Belding. 

One of the most popular fea- 
tures of last year’s seminar, a 
panel with audience participa- 
tion, called “Are These Ads 
Tops or Flops?” will again be 
headed by Walter Weir, exec 
vp, Donahue & Coe. Partici- 
pants in the panel will include 
Draper Daniels, exec vp in 
charge of creative services, Leo 
Burnett Co.; Hal Stebbins, pres- 
ident, Hal Stebbins Inc.; Arthur 
F. Jones, manager, creative de- 
partment, Cockfield, Brown & 
Co.; and Margot Sherman, vp 
and chairman of creative plans 
board, McCann-Erickson. 


Cost of the workshop, including 
three lunches and two dinners, but 
not including accommodations at 
the all-air conditioned Palmer 
House, is $100 until May 15, when 
the price goes up to $110. Complete 
details and enrollment blanks are 
available from Summer Work- 
shops, c/o ADVERTISING AGE, 200 E. 
Illinois St., Chicago 11, Ill. # 


Du Pont Promotes Ken Bass 
Kenneth C. Bass Jr., merchan- 
dising assistant in the women’s 
wear merchandising section of E. I. 
du Pont de Nemours & Co., New 
York, has been appointed mer- 
chandising manager for women’s 
outerwear. He succeeds Don W. 
Gay, who has been transferred to 
Du Pont’s international depart- 
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the only publication that gives 
you complete coverage of the 
doctor as a consumer 


The A.M.A. News reaches over 238,000 doctors with the 
news and information they want... and is the best medium 
for selling this class market on your product. 


Published by the American Medical Association * 535 North Dearborn Street, Chicago 10, Illinois 


ment. 


P Siig re mes 


6.2% of 


During and following a traffic- rippling snowstorm in 
lowa last month (March 5th), public demand for infor- 
mation about impassable roads . . . concern for where- 
abouts and welfare of relatives was critical! 


Des Moines Listened to Radio 


than all other stations combined! 


The fact that KRNT is the preferred source of help and 
information in times of emergency stands as proof of 
KRNT’s image of dependability in the minds of people 
in Central lowa. Obviously, KRNT has earned this 
recognition with long-standing excellence in public 


Fortunately, most people in this area have learned from 
past experience that KRNT always provides service to 
fill these personal needs. They knew that KRNT would 
help, and a thousand business executives, school prin- 
cipals and individuals used KRNT’S aired-telephone 
interview service with the familiarity of daily routine. 


T 


TOTAL RADIO 
in Des Moines 


service .. . reliability that is vital in all selling! KRNT 
advertisers know this. They used twice as much KRNT 
Radio in February of 1959 as in the same period a year 
ago. It’s no wonder that most people listen to, believe 
in, and depend upon the COMPLETE radio station in 
Des Moines, KRNT TOTAL RADIO! 


According to another recent survey (when there was no 
emergency) . . . a depth study by Central Surveys, Inc., 


KRNT RATED AS THE TOP 
DES MOINES STATION: 
* MOST PEOPLE LISTEN TO MOST 


¢ MOST RELIABLE NEWS 


¢ MOST BELIEVABLE PERSONALITIES 
EAE AS RE oe 


Represented Nationally by THE KATZ AGENCY 
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Of the more than 2,000 business papers now 
being published, only the 783 shown at right are 
audited by the Audit Bureau of Circulations 
(ABC) or Business Publications Audit of Cir- 
culation, Inc. (BPA). 

Only these publications have gone to the 
trouble and expense of providing you with an in- 
dependent, open, complete physical accounting 
of their circulation conducted on their premises 
by a non-profit auditing organization. 

Only these publications have recognized the 
need for experienced field auditors backed by 
organizations whose policy control, responsi- 
bility, and disciplinary measures rest in the hands 
of their advertiser, agency, and _ publisher 
members. 

These publications deserve your support. 


HAYDEN PUBLISHING COMPANY, INC. 
830 Third Ave., New York 22, N. Y. Telephone: PLaza 1-5530 


Reprints Available on Request. 
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ABC Weekly Newspaper Rates 
and Data 


Advertising Age 

Advertising Requirements 

Agricultura de las Americas 

Aeronautical Procurement 

Agrichemical West 

Agricultural Chemicals 

Agricultural Engineerin 

Agricultural Leaders’ Digest 

A.1.Ch.£. Journal 

Air Conditioning, Heating & 
Refrigeration News 

Air Conditioning, Heating and 
Mee | 

Aircraft & Missiles Manufacturing 

Air Transportation 

American Artisan 

American Aviation 

American Automobile (The) 

American Boxmaker 

American Brewer 

American Builder 

American Business 

American City 

American Druggist 

American Egg f Poultry Review 

American Engineer 

American Exporter 

American Exporter Industria 

American Funeral Director 

American Fur Breeder 

American Gas Journal 

American Glass Review 

American Hairdresser 

American Jewelry Manufacturer 

American Journal of Medicine 

American Journal of Nursing 

American Journal of Proctology (The) 

American Lumberman & Building 
Products Merchandiser 

American Machinist 

American Milk Review & Milk 
Plant Monthly 

American Motel Magazine 

American Paint Journal 

American Paint and Wallpaper 
Dealer 

American Painter and Decorator 

American Paper Merchant 

American Perfumer and Aromatics 

American Practitioner and Digest 
of Treatment 

American Press (The) 

American Professional Pharmacist 

American Restaurant Magazine 

American Roofer & Siding 
Contractor 

American School Board Journal 

American ey em 

American Soft Drink Journal (The) 

America’s Textile Reporter 

Analytical Chemistry 

Appliance Manufacturer 

Applied Hydraulics & Pneumatics 

Architectural Forum 

Architectural Record 

Arizona Beverage Journal 

Arizona Builder and Contractor 

Arizona Grocers 

Army-Navy-Air Force Journal 

A.S.T.A. Journal (The) 

A.S.T.A. Travel News 

Automatic Control 

Automatic Machining 

Automation 

Automotive Chain Store 

Automotive Industries 

Automotive News 

Automotive Retailer 

Automotive Service Digest 

Automotive World 

Automotive World en Espanol 

Aviation Week including Space 
Technology 


B 

Bakers Review 

Bakers Weekly 

Baking Industry 

Bankers Monthly 

Banking 

Bar Management 

Beer Distributor 

Better Building Maintenance 

Better Farming Methods 

Better Roads 

Beverage Bulletin 

Beverage Dealer & Tavern News 

Beverage Industry News 

Beverage Media 

Beverage Retailer Weekly 

Biscuit & Cracker Baker 

Blast Furnace and Steel Piant 

Boating — 

Boot and Shoe Recorder 

Bottling Industry 

Boxboard Containers 

Boxoffice 

Brake and Front End Service 

Brewers Digest (The) 

Brewers Journal 

Brick & Clay Record 

Broadcasting— The Businessweekly 
of Television and Radio 

Broiler Industry 

Buckeye Tavern 

Building Construction Illustrated 

Buildings Magazine, incorporating 
National Real Estate and 
Building Journal 

Building Products 

Building Specialties & Home 
Improvement Dealer 

Building Supply News 

Burroughs Clearing House 

Business Education World 

Business Publication Rates and Data 

Butane-Propane News 

Buyers Purchasing Digest 


Cc 
California Oil World 
California Stylist 
Caminos y Construccion Peseda 
Canadian Media Rates and Data 
Candy Industry and Confectioners 

Journal 

Canner/Packer 
Canning Trade 
Carbide Engineerin 
Casket and Sunnyside 
Catholic Building and Maintenance 
Catholic Property Administration 
Catholic School Journal (The) 
Ceramic Age 


Ceramic Industry 
Chain Store Age 
Chemical and Engineering News 
Chemical Engineering 
Chemical Engineering Progress 
Chemical Processing 
Chemical Week 
Chicago Electrical News 
Civil Engineering 
Cleaning and Laundry Age 
Cleaning Laundry World 
Club Management 
Age 

Coal Utilization 
College and University Business 
Combustion 
Commercial Boats & Equipment 
Commercial Bulletin 
Commercial Car Journal 
Compressed Air Magazine 
Concrete Construction 
Concrete Industries Yearbook 
Concrete Products 
Connecticut Beverage Journal 
Conover-Mast Purchasing Directory 
Construction 
Construction Bulletin 
Construction Digest 
Construction Equipment 
Construction Methods and 

Equipment 
Construction News Monthly 
Constructioneer 
Constructor (The) 
Consulting Engineer 
Consumer Magazine and Farm 

Publication Rates and Data 
Contractor (The) 
Contractors and Engineers 
Contractors’ Electrical Equipment 
Control Engineering 
Controller (The 
Cooperative Merchandiser 
Corset & Brassiere 
Corset and Underwear Review 
Cotton Trade Journal 
County Agent & Vo-Ag Teacher 
Credit and Financial Management 
Crockery and Glass Journa 
Croplife 
Current Medical Digest 


Freezer Provisioning 

Frosted Food Field 

Frozen Food Age 

Fueloil & Oil Heat 

Fuel Oil News 

Funspot 

Furniture Manufacturer 

Furniture Production 

Furniture Retailer & Furniture Age 


G 
Garden Supply Merchandiser 
Gas 


Gas Age 

Gas Heat and Comfort Cooling 
Gasoline Retailer (The) 
Geyer’s Dealer Topics 

Gift and Art Buyer 

Giftwares 

Glass Digest 

Glass Industry (The) 

— Packer (The) 


Golfdom 
ee Packaging 


Grain and Feed Review (The) 
Graphic Arts Monthly 

Greater Philadelphia Magazine 
Grinding and Finishing 


H 

Handbags & Accessories 
Hardware Age 
Hardware & Housewares 
Hardware Retailer 
Hardware World 
Hatchery and Feed 
Hearing Dealer (The) 
Heating & Air Conditioning 

Contractor 
Heating & Plumbing Merchandiser 
Heating, Piping and Air Conditioning 
Heating, Plumbing and 

Air Conditioning News 
High Fidelity Trade News 
Hitchcock's Wood Working 
Home Comforts Wholesaler 
Home Furnishings Daily 
Hosiery and Underwear Review 
Hospitals, Journal of the American 


Curtain and Drapery Dept. Mag 


19) 
Daily News Record 
Dairy Record 
Dental Laboratory Review 
Dental Surve 
Department Store Economist 
Design News 
Diesel Power 
Diesel Progress 
Diner Drive-in 
Display World 
Distribution Age 
Dixie Contractor (The) 
Domestic Engineering 
Dough Boy (The) 
Drilling 
Drive-In Restaurant Magazine 
Drugs & Allied Industries 
Drug & Cosmetic Industry 
Drug Topics 
Drug Trade News 


E 
Earnshaw’s Infants’, Boys’ and 
Girls’ Wear 
Eastern Feed Merchant 
Editor & Publisher— The Fourth 
Estate 
Educational Business 
Education Screen and Audio-Visual 
Guide 
Efectos de Escritorio 
El Automovil Americano 
Electric Heat & Air Conditioning 
Electric Light & Power 
Electrical Construction & 
Maintenance 
Electrical Design News 
Electrical Engineering 
Electrical Equipment 
Electrical Manufacturing 
Electrical Merchandising 
Electrical South 
Electrical West 
Electrical Wholesaling 
Electrical World 
Electrified Industry 
Electromechanical Design 
Electronic Design 
Electronic Equipment Engineering 
Electronic Industries 
Electronic News 
Electronic Technician 
Electronics 
El Exportador Americano 
Engineering & Mining Journal 
Engineering News Record 
Equipment & Materials Reporter 
Excavating Engineer 
Explosives Engineer (The) 
Export Trade and Shipper 


F 
Factory 
Factory Equipment and Production 
Farm Chemicals 
Farm & Power Equipment 
Farm Power 
Farm Publication Rates and Data 
Fast Food 
Feed Age 
Feedstuffs 
Feeds Illustrated 
Fibre and Fabric 
Fibre Containers and 
Paperboard Mills 
Films For Television 
Finance 
Fire Engineering 
Fish Boat (The) 
Fishing Tackle Trade News 
Fleet Owner 
Floor Covering Profits 
Flooring 
Florida Builder 
Florida Building Journal 
Focd Business 
Food Engineering 
Food Field Reporter 
Food Merchandising 
Food Processing 
Food Topics 
Footwear News 
Forecast for Home Economists 
Foundry 


Hospital Association 
Hospital Management 
Hotel Bulletin 
Hotel Management 
Hotel Monthly (The) 
House & Home 
Housewares Review 


Ice Cream Field 

ice Cream Review (The) 

ice Cream Trade Journal (The) 

\Minois Beverage Journal 

Implement & Tractor 

Indiana Beverage Life 

Industria Avicola 

Industrial Arts and Vocational 
Education 

Industrial Design 

Industrial Distribution 

Industrial and Engineering 
ey 

Industrial Equipment News 

Industrial Finishing 

Industrial Heatin 

Industrial Laboratories 

Industrial Maintenance and 
Piant Operation 

Industrial Marketing 

Industrial Medicine and Surgery 

Industrial Packaging 

Industrial Photography 

Industrial Wastes 

Industrial Woodworking 

Industry & Welding 

Infants’ and Children’s Review 

Ingenieria Internacional 

onstruccion 

Ingenieria Internacional Industria 

Infand and American Printer and 
Lithographer 

Inplant Food Management 

Institutions Magazine 

Instrument & Apparatus News 

Instruments and Control Systems 

Insulation 

Insurance Field 

Insurance Record (The) 

Insurance Salesmen (The) 

Interior Decorator's Hand Book 

Interior Design 

Interiors 

1S A Journal 

Interline Reporter 

iron Age (The) 

Irrigation Engineering and 

jaintenance 


J 

Jewelers’ Circular-Keystone (The) 

Jobber News & Electronic 
Wholesaling 

Jobber Product News 

Jobber Topics 

Journal of Accountancy (The) 

Journal of the American Oil 
Chemists’ Society 

Journal of Commerce 

Journal of Osteopathy 

Journal of Plumbing, Heating & Air 
Conditioning (The) 


K 

Frank Kane's Licensed Beverage 

Review 
Kansas Construction Magazine 
Kentucky Beverage Journal 
Kitchen Business 
Knitter (The) 
Knitting Industry Weekly 


L 
Lamp Journal 
Law and Order 
Leather and Shoes 
Leonard's Guide— Universa 
Light Metal Age 
Life Insurance Selling 
Linens & Domestics 
Lingerie Merchandising 
Lippincott’s Medical Science 
Liquor Store 
Local Agent (The) 
LP-Ga 


-Gas 
Luggage and Leather Goods 
Lumberman (The) 


M 

Machine and Tool Blue Book 

Machine Design 

Machinery 

MacRae's Blue Book 

Maine Coast Fisherman 

Maintenance 

Maintenance & Sanitary Supplies 

Management Methods 

Manufacturing Confectioner with 
International Confectioner 

Marine Engineering/Log 

Marine News 

Maritime Reporter 

Mart Magazine 

Maryland -Washington- Delaware 
Beverage Journal 

Massachusetts Beverage Journal 

Mass Transportation 

Material Handling Engineering 

Material Handling Illustrated 

Materials in Design Engineering 

Mayor & Manager 

MD Medical Newsmagazine 

Meat 

Mechanical Contractor 

Mechanical Engineering 

Mechanization 

Medical Digest 

Medical Economics 

Medical Times 

Merchants Trade Journal 

Men's Wear 

Metal Finishing 

Metal Forming and Fabricating 

Metal Products Manufacturing 

Metal Progress 

Metal Treating 

Metalworking 

Michigan Beverage News 

Michigan Contractor and Builder 

Michigan Food News 

Michigan Roads and Construction 

Mid-Continent Banker 

Mid-West Contractor 

Midwest Industry Magazine 

Military Electronics 

Military Engineer (The) 

Military Market (The) 

Military Systems Design 

Milk Dealer (The) 

Milk Products Journal 

Mill and Factory 

Mining and Quarrying 

Mining Congress Journal 

Mining Engineering 

Mining World 

Missile Design & Development 

Missiles and Rockets 

Modern Beauty Shop 

Modern Brewery Age 

Modern Castings 

Modern Concrete 

Modern Converter 

Modern Drugs 

Modern Grocer (The) 

Modern Hardware 

Modern amwers 

Modern Hospita 

Modern Lithography 

Modern Machine Shop 

Modern Materials Handling 

Modern Medicine 

Modern Miss 

Modern Office Procedures 

Modern Packaging 

Modern Plastics 

Modern Railroads 

Modern Sanitation and 
Building Maintenance 

Modern Stationer 

Modern Textiles Magazine 

Modern Windows 

Monopoly State Review 

Motion Picture Exhibitor Pius 
Showmen’'s Trade Review 

Motion Picture Herald 

Motor 

Motor Age 

Motor Service 

Motor West 

Municipal South (The) 

Musical Merchandise Review 

Music Trades (The) 


N 
N.A.R.D. Journal 
Nargus Bulletin 
National Bottlers’ Gazette 
National Cleaner & Dyer 
National Fisherman 
National Fur News 
National Furniture Review 
National Hearing Aid Journal 
National Jeweler 
National Lithographer (The) 
National Oil Jobber 
National Petroleum News 
National Photographer (The) 
National Provisioner (The) 
National Rug Cleaner 
National Safety News 
National Underwriter 
Nation's Schools (The) 
Network Rates and Data 
New England Construction 
New England Electrical News 
New England Hardware 
New Equipment Digest 
New Jersey Beverage Journal 
New York Lumber Trade Journal (The) 
News Front 
Newspaper Rates and Data 
NISA News 
Notion & Novelty Review 
Nucleonics 
Nursing Outlook 


0 
Observer 
Occupational Hazards 
Office ( The) 


Office Appliances 

Office Executive 

Office Management 

Official Steamship & Airways Guide 

Offshore Drilling 

Ohio Tavern News 

Oil and Gas Equipment 

Oil and Gas Journal (The) 

Oil, Paint & Drug Reporter 

Optical Journal & Review ot 
baer ng 

Optometric Weekly (The) 

Oral Hygiene 

Oregon Restaurant & Beverage 

Osteopathic Profession (The) 


Business publication membership lists furnished by Audit Bureau of Circulati 


and B 


P 
Pacific Air & Truck Traffic 
Pacific Architect and Builder 
Pacific Builder and Engineer 
Pacific Coast Record Combined 
With Western Restaurant 
Pacific Drug Review 
Pacific Factory 
Pacific Fisherman 
Pacific Laundry & Cleaning Journal 
Pacific Road Builder and 
Engineering Review 
Pacific Work Boat 
Package Enginsering 
Package Store Management 
Packaging Parade 
Packer (The) 
Paint and Varnish Production 
Paint, Oil and Chemical Review 
Paper & Paper Products 
Paper and Twine Journal 
Paper, Film and Foil Converter 
Paper Industry (The) 
Paper Mill News 
Paper Sales 
Paper Trade Journal 
Park Maintenance 
Parks & Recreation 
Patterson's Calif. Beverage Gazetteer 
Petroleum & Chemical 
Transporter (The 
Petroleum Engineer (The) 
Petroleum Equipment 
Petroleo Interamericano 
Petroleum Marketer 
Petroleum Refiner 
Petroleum Week 
Petroleum World and Oil 
PF Manufactured Homes 
Photo Dealer Combined with 
Western Photo Retailer 
Photo Developments 
Photographic Trade News 
Pipeline Construction 
Pipe Line Industry 
Pipe Line News 
Pit and Quarry 
Pit and Quarry Handbook 
Plant (The 
Plant Engineering 
Plastics Technology 
Plastics World 
Plating 
Playthings 
Plumbing and Heating Business 
Plumbing- Heating Air Conditioning 
Wholesaler 
Pocket List of Railroad Officials 
Postgraduate Medicine 
Post's Paper Mill Directory 
Poultry & Eggs ey Abdo 
Poultry Processing & Marketing 
Power 
Power Engineering 
Power Industry 
Practical Builder 
Practical Lawyer (The) 
Precision Metal Molding 
Premium Practice 
Printers’ Ink 
Printing Magazine including 
“The Offset Printer” 
a Production 
Proceedings of the | R E 
Produce News (The), & Produce 
Barometer (The) 
Product Design & Development 
Product Engineering 
Production 
Production Equipment 
Products Finishin 
Progressive Architecture 
Progressive Grocer 
Protestant Church Ad t 
& Equipment 
Public Power 
Public Works Magazine 
Publishers’ Auxiliary (The) 
Pulp & Paper 
Pulpwood Production & Saw 
ill Logging 
Purchasing 
Purchasing News 


Q 
ualified Contractor 
uick Frozen Foods 


R 
Railway Age 
Railway Locomotives and Cars 
Railway Purchases and Stores 
Railway Signaling and 
Communications 
Railway Track and Structures 
Record and Sound Retailing 
Recreation 
Refrigeration & Air Conditioning 
Business 
Refrigeration Engineering including 
Air Conditioning 
Resident Physician 
Resort Management 
Restaurant Equipment Dealer 
Restaurant Management 
Revista Aerea Latinoamericana 
Revista Industria 
Riss Edition— Medical Economics 
Rivers & Harbors 
RN Magazine 
Roads and Streets 
Rock Products 
Rocky Mountain Construction 
Roofing, Siding and Insulation 
—_ Notes 
Rubber Age 
Rubber World 
Rural Electrification 
Rural Roads 


S 
Sales Management 
Sanitary Maintenance 
Savings and Loan News 
Savings Bank Journal 
Scholastic Coach 
School Arts 
School Executive (The) 
Séhool Management 
School Shop 
Screen Process Magazine 
Seaboard Beverage Journal 
Seafood Merchandising 
Seed and Garden Merchandising 
Seedmen’'s Digest 
Selling Sporting Goods 
Server (The) 
Servicios Publicos 


ss Publications Audit of Circulation, Inc. as of March 


Service Station Management 

Shipping Digest 

Shipping Management 

Ships Magazine 

Signal 

Signs of the Times 

Skyways 

Soap and Chemical Speciaities 

Southern Appliances 

Southern Automotive Journal 

Southern Beverage Journal 

Southern Building copenee 

Southern Florist and Nurseryman 

Southern Hardware 

Southern Hospitals 

Southern Lumber Journal and 
Building Material Dealer (The) 

Southern Lumberman 

Southern Motor Cargo 

Southern Power and Industry 

Southwest Bidr. and Contr 

Southwest Implement Journal 

Southwestern Advertising and 
Marketing 

Space/Aeronautics 

Spectator (The) 

Spirits 

Sponsor 

Sporting Goods Dealer (The) 

Sporting Goods Products 

Sports Age 

Spot Magazine 

Spot Radio Rates and Data 

Spot Television Rates and Data 

Standard (The) 

Starchroom Laundry Journal 

Steel 

Street Engineering 

Sugar y Azucar 

Sugar Journal (The 

Super Market Manager 

Super Market Merchandising 

Supermarket News 

Super Service Station 

Supply House Times 

Surgical Business 


T 
Tap & Tavern 
Taxicab Industry— Auto Rental 
News (The) 
Tea and Coffee Trade Journal 
Television 
Television Age 
Tele. Engrs. Catalog-Directory 
ind Suppliers 
Telephone Engineer & Management 
Texas Contractor 
Texan Professional Engineer 
Textile Bulletin 
Textile Industries 
Textile World 
Thomas’ Register of American 
Manufacturers 
Timberman (The) 
Tire & TBA Review 
Tire, Battery & Accessory News 
Tires TBA Merchandising 
Tobacco Jobber (The) 
Tool Engineer (The) 
Tooling and Production 
Tourist Court Journal 
Toys and Novelties 
Traffic World 
praee Dealer 


Transportation Advertising Rates 
and Data 

Transport Topics 

Transportation Supply News 

Transporte Moderno 

Travel Weekly 

Trusts and Estates 


U 
Underwriters’ Report 
Underwriters Review 
Upholstering 
U.S. Radio 


v 
Variety Store Merchandising 
Vend 


Volume Feeding Management 
Voluntary and Cooperative Groups 
Magazine 


w 
Wastes Engineerin 
Water & Sewage Works 
Waterways Journal (The) 
Water Works Engineering 
Welding Engineer 
Welding IIlustrated 
Western Advertising 
Western Automotive Journa 
Western Aviation 
Western Baker 
Western Bottler 
Western Builder (The) 
Western Building 
Western City 
Western Confectioner with Western 
Candy Review 
Western Construction 
Western Dairy Foods Review 
Western Electronic News 
Western Fabrics, Curtains & 
Draperies 
Western Farm Equipment 
Western Feed & Seed 
Western Floods 
Western Fruit Grower 
Western Industry 
Western Machinery and Steel World 
Western Meat industry 
Western Merchandiser 
Western Metalworking 
Western Paint Review 
Western Plastics 
Western Trucking Motor 
Transporation in the West 
Western Underwriter 
Wines & Vines 
What's New in Home Economics 
Wholesale Drug Sales 
Women's Wear Daily 
Wood and Wood Products 
Wood Construction & Bidg 
Materialist 
Wood- Worker, (The) and 
Veneers and Plywood 
Work Boat (The) 
World Construction 
World Mining 
World Oil 
World Petroleum 
World-Review of Hotels & Travel 


15, 1959, 
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berry shortcake” started April; show on CBS and b&w newspaper 
‘Shortcut to Shortcake’ 15. Media will include full-color | ads. 

A special Reddi-Wip spring pro- | ads in Ladies’ Home Journal, Life | D’Arcy Advertising Co., Los An- 
motion urging housewives to use| and McCall’s, plus a 13-week radio geles, is handling the drive. John 
Reddi-Wip as a “shortcut to straw- | spot drive on the Arthur Godfrey | Edgar, formerly with D’Arcy in 
| Chicago, has been transferred to 
| Los Angeles as account executive 
| for Reddi-Wip. D’Arcy has named 
|Sherman J. McQueen account su- 
| pervisor. 
| 


| Pillsbury Names Grant 


| The overseas div.sion of the 
| Pillsbury Co. has appointed Gran‘ 
| Advertising, New York, to handle 
|its export advertising, effective 
‘June 1. Pillsbury refers to itseli 
as the world’s largest exporter of 


Reddi-Wip Drive Promotes 


Get the facts on Montreal! 


To get your full sales potential from the Mont- 
real market, first get the facts about this big, 
two-language city. Useful facts on population, 
retail sales, media coverage, etc... . are always 
available from The Montreal Star—first-choice 
paper in Montreal’s English market. 


The Montreal Star 


Represented nationally by O’Mara and Ormsbee Inc. 


|vertising, New York, is the pres- 
ent agency. 


Kudner Names 2 Senior VPs 


director, and Donald S. Gibbs, vp 
and copy chief of Kudner Agency, 
New York, have been named sen- 
ior vps. Both are members of the 
exec committee and board of di- 
rectors. 


Ae ee | 
+e 
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.. hits ’em where they live 


ing and delivering millions of pieces daily 
to your market. 


Your message penetrates millions of minds 
and hearts when you use Lemarge Mass Mail. 
If you are a giant in your field—or intend to 
be—you may find it profitable to learn what 
Lemarge Mass Mail can do for you in secur- 
ing orders, inquiries, leads for salesmen.. . 
handling contests, samples, premium offers 
and couponing ...in advertising, merchan- 


With this newest advertising medium you can 
achieve the blanket coverage of the mass 
media with the intimate appeal, control and 
selectivity of a personal letter. 


wheat flour. Gotham-Vladimir Ad-| 


Lemarge clients benefit from the knowledge, 
experience and creativity of a staff of direct 
mail experts . .. backed by one of the coun- 
try's largest mechanized mailing services... 
cutting, folding, inserting, addressing, label- 


dising or test marketing just about any prod- 
uct, idea or service. 
For creative mass mail... mail advertising 


that hits with impact, rebounds with sales... 
look to Lemarge. 


Lemarge Mailing Service Company + 417 South Jefferson Street - Chicago 7. Mlinois 


Robert W. Bode, vp and exec art | 


’ 


STARCH CHOICES—Here are three of the 10 top-ranked outdoor posters 
during the four weeks ending March 6 according to Starch inter- 
views. The Esso poster ranked highest and the Amoco poster with 
the attendant ranked second. The Almond Roca poster was fifth. The 
other seven winners and rank, are: Sunbeam Bakers (3); Amoco 
Gas, with illustration of lady (4); Fleischmann’s whisky (6); Bal- 
lantine beer (7); Ford car (8); Standard Oil of California (9), and 
Morton salt (10). 


Sears’ Sales, Net Hit Highs Hand Rejoins Fairchild 

Sears, Roebuck & Co., Chicago, B. R. Hand, who was director 
has reported net income for 1958 of market research of Fairchild 
reached a record high of $165,-|Camera & Instrument Corp., Sy- 
788,473, 2.9% over the 1957 figure. | osset, N.Y., from 1953 to 1955, and 
Net sales during 1958 were $3,-|since then has operated his own 
721,272,080, a record high for the! business, has rejoined Fairchild as { 
fourth consecutive year, and 3.3% | director of product and market 
increase over last year’s total. | planning. 


you can count on 

| SHRINKAGE-RESISTANCE 

|REGISTER-PRESERVATION 

with 

PROGRESS 
R.O.P. COLOR MATS 


The exceptionally fine results obtained with Progress 
R.O.P. Color Mats have produced exceptionally high 
praise from leading newspapers, and from some of the 
largest agencies and some of their largest clients. We 
have tear sheets and comments on file which we'll 
gladly show you upon request. What's more, we can 
show you that Progress R.O.P. Color Mats cost far less 
than most other R.O.P. mats, regardless of quality. 
Telephone or write us now for further information. 


superior 


PROGRESS PLATE MAKING COMPANY 


P 4, 913-23 Filbert Street, Philadeiphia 7, Pa. WaAinut 2-0447 
- 
| (oH: > 
S The PROGRESS + HANSON + PROGRESSIVE Group 


| PROGRESS Plate Making Company HANSON Electrotype Company | PROGRESSIVE Composition Company 
| 923 Filbert Street, Phila. 7 Sth & Sansom Streets, Phila. 7 ' Sth & Sansom Streets, Phila. 7 
Walnut 2-0447 Walnut 2-5567 WAlnut 2.2711 


NEW YORK: MU Hill 2-1723.  @ NEWARK: MA 3-5334 = 
LANCASTER: EX 4-1675 © WILMINGTON: OL 5-6047 © 


WASHINGTON: EX 3-7444 
BALTIMORE: SA 7-5302. @ RICHMOND: MI 4-2771 
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THE CHICAGO AMERICAN 


CHICAGO OWNED ® CHICAGO EDITED ® CHICAGO DEDICATED 


Represented nationally by Hearst Advertising Service Inc. 


This is Warren Brown .. . 


Chicago American Sports columnist . . . on the sports 
trail for many years... years that saw the first Rose 
Bowl Game . . . the career of Knute Rockne become a 
legend . . . Jack Dempsey become a champion . . . the 
spectacular up and down of welter-weight Joe Walcott 
... the racy humour of Damon Runyon... the long 
career of Joe Louis... ‘perfect attendance” at the Ken- 
tucky Derby .. . and baseball, baseball, baseball. Years 
that made Warren Brown’s name, opinions and predic- 
tions known and respected from coast-to-coast. ‘The 
old Californian” is a toastmaster par excellence ... con- 
stantly in demand for everything from high school athletic 
banquets, community work, radio, television to those 
“big league’? diamond dinners. 

A prolific writer who has made outstanding literary con- 
tributions to the sports world, not only with his columns 
and features, but also with best-sellers: 


1931—""ROCKNE" . . . by the man who knew him best, as 
a friend and also in Rockne's working environment. 
A book lauded by all America. 


1946—'"'The Chicago Cubs" . . . said to be the first 
literate history of a ball team. 


1948—"'Win, Lose or Draw". . . praised as the most 
revealing and readable sports volume of the Twen- 
tieth century. 


1952—"'The Chicago White Sox"... a saga of the Sox 
from the original Western League team to the 
modern major league club, with whom Brown travels 
extensively. 
Brown is an entertaining writer... whimsical and folksy 
at times, droll at others, and deft in his destruction of 
“pretenders.’’ He is an authority on football, basketball, 
boxing, golf, tennis and an avid racing fan. As for base- 
ball, his work speaks for itself. Last year he was elected 
Vice President of the Baseball Writers Association of 
America. This is a man of stature .. . honored by great 
names in and out of the sports world ... rarely pictured, 
but often quoted. 


This is Warren Brown of The Chicago American. 


WARREN B 
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. 7 . . ADVERTISING AGE, David Pabst said| has made four account executive|Heffner, formerly with the Vick 
Pabst eeks National Distribution that the Pabst-Spaeth group’s con- changes on products of its parent|products division, has been as- 
tract with John Toigo, former vp|company, Vick Chemical Co. Joe | signed Vick throat lozenges, inhal- 
1 — 1 . /and director of marketing of Jos.| Reda, formerly with Grey Adver-|ers, Va-tro-nol and Bio-Medic 

for Original Blue Ribbon by May Schlitz Brewing Co., has terminat- | tising, has joined Morse to handle | throat discs. 

'ed. Mr. Toigo, who left Schlitz) Vicks cough syrup, Formula 44/ 
last year (AA, March 24) to be- and nasal spray. John J. Archi-| Franklin Joins Potts-Woodbury 
Annual Meeting Peaceful 


ers, who led the proxy fight last|/come the Pabst-Spaeth candidate bald, who recently joined Morse} Robert E. Franklin has joined 
|year in an effort to unseat the for president of Pabst, signed a | from J. M. Mathes Inc., will han-| Potts-Woodbury, Kansas City, as 


BS as Brewer Cuts Losses Perlstein management. David $50,000 contract with the stock-|dle Vicks VapoRub and Vapo- | account supervisor and member of 
a to $562,000 in ‘58 Pabst told AA that he was satis- holders group. # \Steam. Richard D. Falcon has/the plans board and new business 
|fied with the progress that the switched from Prince Matchabelli- | committee. He previously was an 


Cuicaco, April 14—Pabst Brew- company has made since last year. Morse Realigns Duties |Seaforth to Vick cough drops, La-| account group head at Henri, 
ing Co. has returned to the good! In answer to a question from) Morse International, New York, voris and Vick Canada. Richard L.| Hurst & McDonald, Chicago. 
old days and currently is replacing —.. SS 
its Blue Ribbon beer with a beer | 
that Pabst describes as the “orig- 
inal” Blue Ribbon beer. 

This was disclosed last week by 
James C. Windham, Pabst presi- | 
dent, at the company’s annual) 
stockholders meeting. He told Ap- 
VERTISING Ace that Pabst will have 
national! distribution on the “orig- 
inal” Blue Ribbon beer by the end 
of May. | 

Pabst has been test marketing | 
the “original” beer in 14 markets 
since Jan. 26, Mr. Windham said, 
and he added that the public re- 
sponse to the brand has been “en- 
thusiastic.” 

Pabst discontinued the “origi- 
nal” mixture some years ago in 
favor of the present mixture, he 
said. Mr. Windham refused to say 
what the differences are between 
: the “original” and the current 
- Blue Ribbon brands other than 
taste and formula. 


Today...after 


s Among the major’ markets) 
where the “original” beer is being 
ee tested are Freeport and Rockford, 
Ill.; Charlotte and Greensboro, 
N.C.; Columbia, S.C.; Birmingham, 
Ala., and Des Moines. Pabst has 


the first 


been using newspapers and radio | complete 

and tv spots in these markets, | 

Kenyon & Eckhardt is the agency. - 
Pabst may use no national ad- magazine 


vertising at all this year. Mr. 
Windham said the brewer cur-| 
rently is considering using some | 
magazines but has not reached a 
decision. The company has con- 
centrated on using local media in 
the various markets, he added. Mr. 
Windham declined to say how 
much money Pabst would invest 
in advertising this year. 

The annual meeting this year 
resembled a PTA tea—in direct 
contrast to the 1958 meeting when 
a bitter proxy battle was in prog- | 
ress. All was sweetness and light) 
this year with no harsh words, | 
charges or negative votes. 

Harris Perlstein, Pabst board | 
chairman, and an incumbent slate | 
of 14 directors were unopposed | 
this year and received 3,612,870 | 
votes, or 83.1% of all Pabst voting | 
shares. Last year, the manage- | 
ment group received only 56% of 
the eligible votes. 


for brides 


| 


Oye i 


ia” 


s Mr. Windham reported a net | 
loss of $562,000 for 1958—an im-| 
provement over 1957 when the) 
brewer suffered a loss of $2,871,-' 
000. Mr. Windham took over the 
presidency of Pabst last year 
shortly after Pabst purchased 
Blatz Brewing Co. (AA, Aug. 4). 
He was president of Blatz at that 
time. 

Present at the annual meeting 
were David and Robert Pabst and 
Carl Spaeth, all major stockhold- 


1000 SALES IDEAS ding at fr 
ONLY $10 25th Anniversary Issue, Autumn, 1959, 


out July 15, is May 20th. 


Successfu! ideas from 
successful companies on 


SALES, MERCHANDISING, 


ADVERTISING, PROMOTION! 9 
Each month, for a year, you receive 
Briefed with Its 100 or more saies- | h bd 
tested, profitable experiences . . . L ma hh ne 
snowing results produced .. . as re- ec gi 
vorted In the nation’s leading business at 
and trade publications. Adapt them to 
your own profitable use. Worth many 
times the $10 you send! 


BRIEFED , : 
400 Medison Ave. (Dept. A), N.Y. 17 Published by Bride’s House Division of The Condé Nast Publications Inc. 
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Putman Checks Mail 
Studies of Media 


Against Interviews 


NEw York, April 14—A study on 
the accuracy of mail questionnaires 


for measuring the reading of busi- | 


ness publications, compared with 
personal interviews, has just been 
released by the Advertising Re- 
search Foundation. 

The survey, “A Comparative 


Study of Mail Questionnaire Tech- 
niques for Measuring Reading of 
Business Publications,” was spon- 
jsored by Putman Publishing Co. 
and made by Albert D. Freiberg, 


use unaided recall, partially aided | ing Chemistry. 

recall, and aided recall. Members of the American 
|Chemical Society and the Ameri- 

® The criterion for evaluating the |can Institute of Chemical Engi- | 

relative accuracy of these three | neers in selected counties in Lou- | 


of Professional Research Associ- | questionnaires comprised the|isiana, New Jersey, New York, 


'ates, in consultation with ARF’s 
technical committee. 

The purpose of the study was to 
|investigate the accuracy of three 
types of mail questionnaires in 
/measuring the audiences of spe- 
cialized business papers. These 


questionnaires were designed to 


“surely looked into” scores ob- | Ohio, Texas and West Virginia | 
tained in personal interviews using | comprised the audience studied. 

a test issue of each of six publica- Although the samples are small 
|tions, namely Chemical Engineer- and the findings relate to only six 
|ing, Chemical & Engineering News, | publications serving one segment | 
|Chemical Engineering Progress,|of industry, the study indicated | 
Chemical Processing, Chemical | that the unaided recall question- | 
Week, and Industrial & Engineer- | naire showed the greatest devia- 


The function of The Bride’s Magazine today, 
as it was 25 years ago, is to do a selective sell- 


ing job for advertisers to the richest consumer 


ail market of all: A market that needs everything 
. new...and everything now... and that has 
e the money to buy it now! Over the years BRIDE’s 


has become the basic buying guide and service 


magazine for brides-to-be. 


25 years...tTrhe Bride’s Magazine = 


Still jj sy Any Basis of Measurement! 


creased billings 


55 


tion from personal interviews in 
measuring the audiences of any 
of the six publications. The par- 
tially aided recall questionnaire 
was only slightly more accurate; 
the aided recall questionnaire pro- 
duced results closest to the crite- 


| rion. 


A. W. Lehman, managing direc- 
tor of ARF, commenting on the 
study, said it “is unique in com- 
parison with other surveys con- 
ducted in consultation with ARF, 
because it is devoted exclusively 
to research methods, rather than 
to the collection of specific data 
relating to a particular medium.” 

Copies of the study may be ob- 
tained from ARF, 3 E. 54th St., 
New York 22, or Putman Pub- 
lishing Co., 111 E. Delaware PI, 
Chicago, at $2 a copy. # 


Cabot Elects Summers, 
Reports Billings Rise 


James I. Summers, formerly v» 


,and account supervisor at Harold 


Cabot & Co., Boston, has been 
elected exec vp. The agency re- 
ports 1958 billings 16% ahead of 
the previous year, the largest in 
company history. The gain wa 
divided about evenly between in- 
in present ac- 


| counts and new business. 


The 25th Anniversary Issue of The Bride’s Magazine 
.--Autumn, 1959, closing May 20th...will be the 
most complete and informative buying guide for 
brides ever published. If you want to reach the cream 
of America’s housewives of tomorrow at the critical 
moment of first brand-buying decision, your number 
one medium by any basis of evaluation you choose 
to use is The Bride’s Magazine. 


Se Pr hee 
with Brides-to-be! inst 
ge BRIDES’ SHOPS in Leading Stores 
' THE BRIDE'S Modern Bride 
Average Total MAGAZINE Bride & Home 
Paid Circula- 
tion Per Issue 157,245 copies 115,287 94,131 te 
BASED ON A:8.C, PUBLISHER’S STATEMENTS, 1958 wes to organize : " 
WEDDING GIFT REGISTRIES Se 
hi 
with Advertisers! : . 
THE BRIDE'S Modern Bride Was eR, r 
MAGAZINE Bride & Home tc > eIRStr 
Total Pages 653.48 pages ‘521.40 203.4 BRIDE'S PREFERENCE LIST* 
: Total Revenue $1,630,423 $911,286 — 
a PUBLISHER'S INFORMATION BUREAU REPORTS, 1958 (EXCEPT FOR BRIDE & HOME) 
: Ne ee as | iF jh ko Oreanine HOME 
~ ......, with Retailers! PLANNING CENTERS for Brides , 
. THE BRIDE'S Modern Bride if 
Total Retail MAGAZINE Bride & Home b : 
Tie-in News- AF bs. : 
paper Linage 228,311 lines 39,875 75,690 FIRST = A 
ADVERTISING CHECKING BUREAU REPORTS, 1958 “BRIDE'S WEEK” PROMOTIONS i 


ha 4-23 


*Trade Mark of the Condé Nast Publications Inc. 


60 East 42nd Street, New York 17, N. Y. telephone MUrray Hill 2-1490 


For 1959, Edward F. Chase. 
president, forecasts increased 


| budgets for 80% of the agency cli- 


ents and an estimated increase in 
total agency billings of 20% for 
the year. 


Farrington Picks Ayer 
Farrington Mfg. Co., Needham 

Heights, Mass., has appointed N. 

W. Ayer & Son, Philadelphia, t 


‘handle its advertising. Chambers, 


Wiswell, Shattuck, Clifford & 
MeMillan, Boston, was the former 
agency. Farrington makes Charga- 
Plate and other credit token sys- 
tems for national credit organiza- 
tions. 


NATIONAL 
LIVE STOCK 
PRODUCER 
MAKES SALES 


in America’s 
“Money Belt” 
farm market 


The $10 BILLION 
DOLLAR 

LIVE STOCK 
MARKET! 


The National Live Stock 
Producer influences “‘buy- 
ing action’’ among Amer- 
ica's live stock producers 
because: 


® they have an average 
income of $19,256 from 
the sale of live stock. 


they market 95 hogs 
per farm... 


they market 89 beef 
cattle per farm... 


they have an average 
$110,685.68 invested 
in land, live stock and 
equipment. 


Send for your FREE copy 
of “TOP COVERAGE”, the 
booklet with up-to-date 
market facts on the $10 
BILLION DOLLAR FARM 
MARKET 


NATIONAL 
LIVE STOCK 
PRODUCER 
139 N. Clark Street 


Chicago 2, Illinois 
Phone: CEntral 6-2068 


NS, sm 


ae = 


yg 
wes 


. = Pe Se tg ae oe mt eae ie. er i: ‘ over. cog i Spa ae = ae Se 
» Po Fi ia % ; ted ates - as ae criiLgaliecte his atte tee 2 3 Ce ae alee ae 
i AR ; tae f ‘S 4 We ae oDve, ye inet ; ; es es bo ee "i rt elt Seqeseer ee eee 
ae ce 7 iy, kee ee eee sea hae se se ae ae fener" cow i egos eee 
€ npn Pm i a : ~ “tsi oe Foy SMR Go? are ees cee Sn ee Sd lea eeu: steal Ress 3 i abe ef Ra lie ga are ; 
“ih ; : ee ioe eee bis ea ae ae a ara > SRT ee ra Rtg oe 
ae 
ae f " mie 
= 
ee: 
——- 
a 
of ; 
a ee _ 
. Be 
| Pe 
ee 
ee 
va 
er ee ee ne eee ee) ae Lee ae ‘ 
‘ ave y 
® ny, 
Leathe g 
- . 7k 
: ae 4 
is i 7 
; eee q 
' s 
ea ee i 
jy 
' 
ee fF 
a = 
_ ee 
ee 
: ‘ rier, ee 
3 raid s x % ore ans SOP, aera PY Fy Mae aoe Cae ile "3 “et . re , ae ‘“ 3 hae tee ge. i Ew 
J i oy 4 St Ege ee Pe Ae, “BUPA. 5 OLN Se aol) eee teed 7 » 9 ie iy Cie atc A  Vigad i a TAR i Tem She cha ot i Se Nera ees “or 
> ; et g ‘ Fg a Pn e Ein a oe 
1 ure om 
oo ae Maks 
ist 
i 
a 
i : 
| 
q 
f oi 
| ye: 
. eiend 
: “2 
. if 
él + 
' na 
on 
aa 
, 
k “4 
a ‘ a “ 
f os 
| ai 
i oe 
ee 
, as 
i iF 
q , | 
-_ 
} | 
i 
| o 
i + f 
ji ee 
% ee 
» oe 
i eis 
- ; nA a 
‘2 ; ; ‘ ae 
~ Js mee eerie: * ; : - ; ; : Pi EM ET Eee a Yo bie Saale A oe = ae wee ee “i 
: re. a a Po ee 3 gS ie he, iris ee SS ae Ana ee Re esks D Sue eau ite % Le ! hi ae? me 
| a i og Ve a OI Ne SN ig Nia Le, Oe ae i ” os 
= 
= 
sy 
~ ae 
i > 
| Ree 
ee 5 
} 
i 
ig 
‘ P. 
Po fs 
i) 3 
= 
ry x | eS 
a es . a Li fre 
me ON eh ge ge ee i Be = 
errs 5° Sy geo So ome Se as ue ew SS Se SO. CEES Sik ear ae PAS) AP ee beet, : Pie 
ate San a ee ee Se RCE ee | Gas ae gh Sara Fs : ayer ee 
ba ee ee = Bee < Od A “que we ag 
sae ee ae = Bhs: 
“a Crs 
tin: 
ase 


Newspapers are Best 
Medium for Newsy 
Ads, Zern Says 


New York, April 14—*The best 
advertising copy is that which gets 
its story across with maximum 
clarity and maximum persuasive- 
ness to the people it’s intended to 
influence,” said Ed Zern, vp and 
copy group head of Geyer, Morey, 
Madden & Ballard, in the course 
of paying tribute to a forthright 
A&P ad for chuck roast. 

Mr. Zern, speaking to the New 
York chapter of the American 
Assn. of Newspaper Representa- 
tives, argued that “when an ad- 
vertiser has a story to tell that is 
really news—not just news of 
interest to the manufacturer but 
news of importance to the con- 
sumer—then the most logical 
choice of media for that adver- 
tisement is newspapers.” 


He said the newsy character ofjen tv quite a bit, but with the terial 


that the lion’s share of Rambler 
advertising goes into newspapers, 
with a schedule of 300-line and 
400-line ads backing up full pages 
and 1,500-line insertions. 


s “Just recently we prepared a 
series of advertisements for Amer- 
ican Motors announcing that Ram- 
bler was in third place in sales in 
ten states,” he reported. “This was 
news of real interest ...and natu- 
rally this advertising ran in news- 
papers. (It would have been too 
dangerous to run this advertising 
in magazines, with their longer 
closing dates, and to run the risk 
that by the time the advertisement 
appeared Rambler would have 
been in first place).” 


s He also cheered up the reps 
with tv jokes—by describing a man 
who had to bind a cut with friction | 
| tape, since all the Band-Aids had 

| been used to lift eggs out of boiling | 
| water. His wife watched the kitch- 


| 
| 


operation, she couldn’t hear the 
sound, and she thought that lift-| 
ing eggs was what Band-Aids were} 
for. 

Similarly, the man had a small 
daughter who was hit in the eye 


with a tennis ball, and his wife) 
told him a toothpaste existed |’ 
which protected people from ten- |: 


nis balls, and asked him to get 
some. # 


Crowell-Collier Buys KLX 
Negotiations have been com- 
pleted for sale of KLX, Oakland, | 
Cal., radio station, to Crowell-Col- | 
lier Publishing Co. by the Oakland 
Tribune Building Co. Purchase 
price has not been disclosed. FCC 
approval of the sale is expected 


rere 
i 


by June 1. 


New WMCA Rate Card Bows 
WMCA Radio, New York, has 
announced new rate increases 
with a redesigned rate card fea-| 
turing a folder with inserted ma- 
on coverage, audience 


Rambler ads account for the fact| dishwasher, fan and disposer in| growth and programming. 


Those last 


The mail is delivered, but it still has a long way to go. . . those 
last three feet from mail basket to reader. Will it get read? He'll never 


three feet... 


get his job done if he trys to read it all! 


Best bet for thorough, thoughtful reading: The IPC technical maga- 
zine that's edited specifically to help him in his work, It's tailored by 


experts to fill his particular information needs. 


To get your ad read, make sure it travels those last three feet 


between the covers of an IPC magazine, 


NEW YORK 


THE INDUSTRIAL PUBLISHING CORPORATION 


812 Huron Road « Cleveland 15, Ohio *« SU 1-9620 
CHICAGO 


* LOS ANGELES + 


LONDON 


Franchise 
Circulation 
gets magazines 
to the men 
who buy. 


A-15-59 


®F 
Distilled 
Writing gets 
magazines 
read. 


He MOST FITTING TRIBUTE To 


YOUR FIGURE 


IN THE SWiIM—Rose Marie Reid, Los 
Angeles swimsuit maker, will use 
newspapers for the first time this 
spring in a five-city test program. 
The cities are Atlanta, Chicago, 


| - 
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Selz, Bowen Join F&S&R 


Preston O. Selz, formerly oper- 
ator of Selz Group, Chicago agen- 


icy, has joined Fuller & Smith & 
1 | Ross, Cleveland, as senior copy- 
} | writer. 


Charles N. Bowen, for- 
| enasty executive art director of 
|Charles Anthony Gross Inc., Mi- 
jami, has joined F&S&R, Cleve- 
| land, as art director. 

| 

Cathey to Hale Printup 


James E. Cathey, formerly an 
account supervisor with Fitzgerald 
Advertising, has joined Hale Print- 
up & Associates, publishers’ rep- 
resentative in Miami and Atlanta, 
as the southeastern representative 
for Woman’s Day. Hale Printup 
|has also moved to new offices at 
| 1401 Peachtree St., Atlanta. 


TNT Names Rolley 

William G. Rolley, previously 
national sales manager of WCAU, 
|Philadelphia, has been named 
general sales manager of Theater 
Network Television, New York, 
closed circuit tv company. 


Send for these 
Free Market Facts 


Los Angeles, New York and San. 


Francisco. Carson/Roberts Inc. is | 


the agency. 


NBP Presentation 
Will Seek to Lure 


J-Students to Field 


WASHINGTON, April 14—National 


Business Publications will unveil 
this week a panel presentation | 


which it expects to show at schools 


|of journalism in an effort to in- 
|terest young people tn careers in 


business journalism. 

Prepared by NBP’s committee on 
education, the project involves ap- 
proximately 30 drawings mounted 
on 15 panels, which are used to 


| supplement a 30-minute talk. The 


panels are mounted in a special 
aluminum carrying case, which 
becomes an easel for the presenta- 
tion. 


s After it is officially unveiled at 
NBP’s spring meeting at Phoenix 
this week, the presentation will 
be offered by members of NBP’s 
committee on education or other 
NBP members to schools of jour- 
nalism which are academic mem- 
bers of NBP. The first scheduled 
date is at Ohio State early in May, 
according to NBP sources, and it 
will eventually be seen at a large 
majority of the 51 schools which 
are affiliated with NBP. 

The presentation explains the 
function of the business press and 
presents the career opportunities 
in all phases of the business. It dis- 
cusses not only editorial functions, 
but also sales, management, pro- 
duction and other areas where 
careers are available. 

The committee on education is 
under the chairmanship of George 
Pope, business manager, Foundry, 
Cleveland. + 


Aiston Joins Wherry, Baker 

William C. Aiston, formerly an 
account executive with Tatham- 
Laird, Chicago, has joined Wher- 
ry, Baker & Tilden, Chicago, as 
account executive on Quaker Oats 
Co.’s ready-to-eat cereals. 


Air Conditioning & 

Refrigeration 

[] The Refrigeration & Air Condition- 
ing Wholesaler, =147R. 

[) A Study Of Firms Engaged in The 
Busi Of Air-Conditioning, Heat- 
ing & Commercial Refrigeration, 
S169R, 

From: REFRIGERATION AND 

AIR CONDWIONING BUSINESS 


Fluid Power 

[] Market Study For Fluid Lines & 
Cylinder Tubing. 

[] Market Study For Valve Solenoids. 

From: APPLIED HYDRAULICS 

AND PNEUMATICS 


Power Transmission 

[] A discussion of the markets for 
gears, speed reducers, bearings, 
couplings, clutches and other power 
transmission devices, 7221D. 

From: POWER TRANSMISSION DESIGN 


Material Handling 

(] How Does Industry Buy Material Han- 
dling Equipment In Cleveland, *230F. 

(] Material Handling Reader Response 
Study, *163F. 

From: 

MATERIAL HANDLING ENGINEERING 


Office Products 
[] The Characteristics Of The Market 
For Office Equipment, 7144M. 


From: MODERN OFFICE PROCEDURES 


Precision Castings 

C) Correlation Of Die Casting Sales To 
Inquiries, #174P, 

[-] Precision Metal Molding Production 
Data Book for 1958, 7143P. 

From: PRECISION METAL MOLDING 


Industrial Safety 

[) Market For Floor Cleaning Machines. 
(0 Market For Safety Equipment. 
From: OCCUPATIONAL HAZARDS 


Welding 
[] A Study of 109 
L At 1 a, 


3 Of The Nation's 

9 pendent Welding Sup- 
ply Distributors, 7237W. 

[] Welding — Study Of Reader Buy- 
ing Power, *189W. 

From: INDUSTRY & WELDING 


Marketing Department 

THE INDUSTRIAL 
PUBLISHING CORPORATION 
812 HURON ROAD - CLEVELAND 15, OHIO 
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And how the gals shop 
through the Post! Fact is: An 
issue of the Post gets as 
many repeat exposures to 
every 1,000 women readers 
as the other two general 
weeklies COMBINED. (No 
wonder the Post leads them 
in Starch scores on Food 
Advertising.) 


The Post was the only mag- 

azine in its field to post a 

food revenue gain in 1958 

and the only one to gain in 

food linage. In 1958 Post 

food revenue set another 

new record—an increase of 

more than $860,000 over 

the ‘57 record! 
9,000 special Post combina- 
tion magazine-product dis- 
play bins are spotted at 
checkouts in leading chains 
and independents throughout 
the country! 


More food store advertisers 
are flocking into the POST! 
CORN PRODUCTS with full- 
color pages for Karo and 
Mazola Oil. New .. . KRAFT 
FOODS with 11 full-color 
pages. NORTHERN TISSUE 
new, with a page every other 
week. And IPANA is in with More than 97,000 food re- 
a major, exclusive schedule! : Rae ee tailers take part in the big- 
eae ee, gest promotion of the year— 
the annual NARGUS- POST 
Spectacular. Last year, re- 
tailers credited the promotion 
with a ringing sales increase 
of $55,769,112 in a 10-day 
period. Individual brands 
were up as high as 766% 
above average. (Spectacular 
results: That's why food re- 
tailers tied in with over 
2,000,000 lines of local news- 
paper advertising.) 


The Post outsells all other 
general weekly magazines in 
food stores by more than 2 
to 1. (In drug stores, too, by 
the same margin.) 


For bigger checkout 
results... check into 


iB The Saturday Evening 
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NBBB Report 
Indicts Weight 
‘ceducer Ads 


* NEw York, April 14—Many 
merican:, who try to cut their 
voirdupo$ by buying advertis- 
1g nostruMs are losing weight 
1 only oné spot—their pocket- 
ooks. 

The National Better Business 
Rhureau warned this week that 
(verweight Americans—who 
iumber one in five—are being 
aken for about $100,000,000 an- 
ually when they purchase 
purious reducing remedies. 
VBBB’s president, Kenneth B. 
Nillson, declared: 

“The promise of taking off 

} excess weight in some way oth- 
yer than eating less has been 
parlayed into a multi-million 
dollar racket over the combined 
opposition of the BBB, the 
medical profession, the govern- 
ment and a host of agencies 
concerned with the _ public’s 
health and pocketbook.” 

“Government agencies hav- 

ing control over the advertising 
and labeling of obesity remedies 
have been fighting an 
battle against the quacks,” Mr. 
Willson continued. “Many pro- 
motions have been curbed 
through the issuance of postal 
fraud orders, Federal Trade 
Commission orders to cease and 
desist on Food & Drug Admin- 
istration seizures,” as well as 
other voluntary and legal meas- 
ures, he said. 


have not halted the persistent 
promoters with their never- 
ending stream of new products, 
new customers and new bait for 
tempting those who have tried 
everything else—except eating 
less,” he asserted. 

Some of the pills, potions, 
or worthless—that have been 
bought by the hopeful, 
include: 


fat off. 
rub it off. 
to massage it off. 


e Rubber 
pound it off. 


suction cups to 


e Body massagers and vibrat- 
ing devices to shake it off. 


appetite. 


rush food through the system. 


e Bulk-producing agents to fill 
up the stomach and cause loss 
of appetite. 


e Freak diets. 


e Drugs to stimulate metabo- 
lism. 


e Drugs to depress the appetite. 


or “melt” fat off. 


the NBBB reports, is one con- 


hydrochloride, a 
drug which is recognized as a 
useful adjunct to dieting when 
it is given in significant doses. 

Advertisers, however, tout 
the drug as something “new” 
and, in order to sell it without 
a prescription, market it in dos- 
ages anywhere from one-third 


| 


uphill | 


s “But these corrective actions | 


| 
| 


| 


plans and devices—dangerous | 


he said, | 
| 


e Bath salts, bath cabinets and | 
non-porous garments to sweat | 


e Soaps, pastes and creams to) 


| 
| 
| 


e Garments, girdles and belts | 


e Food products to appease the | 


e Purgatives and laxatives to | 


e Dehydration drugs to “flush” | 


s The most popular type of ad- | 
vertised obesity remedy today, | 


taining phenylpropanolamine | 
20-year-old | 


to 100% less than is considered | 


adequate for appetite depres- 
sants. And the products gener- 
ally are offered as ‘“no-diet” 
drugs, NBBB says. 


Of more recent vintage is the 
multi-million dollar boom in 
massage and vibrating devices, 
ranging from hand units to cush- 
ions, chairs, tables, etc., and sell- 
ing for between $5 and several 
hundred dollars. 

“Among the advertising claims 
made for some of these devices,” 
says NBBB, “are that they remove | 
surplus tat; spot reduce inches 
from any part of the body desired; 
reproportion the figure. 

“But the FDA, which has had a} 
drive against the misbranding of 
such devices, has stated, ‘it is il- 
legal to promote vibrator devices 
as weight reducers and cure-alls 
for disease’.” + 


Maintaining a rep- 
utation isn’t easy, 
especially if it’s one 
of uncompromising 
engraving excellence. 
If we claim it, we 
MUST be able to 
answer the exact 
needs of ALL our ac- 
counts...and we DO! 


WE 
CANT 


Nestle Names Shepperd 

Nestle Co., White Plains, N. Y.., 
has appointed Clinton Shepperd 
administrative assistant to the 
president. Among other duties he 
will be in charge of public rela-| 
tions. He has held various execu- | 
tive positions with Nestle since) 


joining in 1943. - 


CHICAGO 46, ILLINOIS 


118 SOUTH CLINTON STREET 


FRANKLIN 2-6343 


Why do 100 leading nationally 

advertised products use the 
Keystone Broadcasting 
System? 


Because Keystone’s Hometown 
and Rural radio stations, locally 
programmed, provide the 
most efficient way to cover 
the valuable C & D 
markets. 


We will be 
happy to 
send you the 
following: 


1 Keystone’s complete station list, or 
1) Details on Keystone’s farm market coverage 


write or wire today! Keystone Broadcasting System, Inc. Dept. AA-4 


111 West Washington St., Chicago 2, Ill. 


|_| Please send me copy of up-to-date Farm Market Analysis. 
[_] Keystone’s entire station list. 


Name 


Address 


THE worce 


aAmenica - State Zone 


City 


OF HOMETOWN AND BuUmAL 
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was speculation over the future sistant publisher of School Execu- 
| Status of Amoco, but it is appar- | tive-Educational Business and/| 
jently secure for the present. # | American School & University. 


Vegetable Pies Launched 

Seabrook Farms is adding a 
vegetable pie and a vegetable pie 
|with cheese sauce to its line of| 
frozen prepared foods. Both pies 
come in a carton ready for oven 
baking. The pies, at 8 oz., retail at 
about 19¢ and 21¢ respectively. | 
Newspaper advertising breaks this | 
month in the New York area. Na- 
tional distribution is planned. 
Smith/Greenland Co., New York, 
is the Seabrook agency. 


Employe Group Buys 
Joseph Katz Agency 


New York, April 14—A group of Ford Retires from Buttenheim 
employes headed by Harry Kullen| prentice C. Ford, head of Amer- 
and Charles W. Shugert have ac- ‘ican School Publishing Corp., a 
quired the stock of Joseph Katz | subsidiary of Buttenheim Publish- 
Co. of New York. ing Corp., New York, will retire 

Concurrently, Harry W. Bennett| april 30 after a 40-year associa- 
Jr. has resigned as senior vp and|tion with Buttenheim Publica- 
chief administrative officer of the | tions. He will continue as a con-| 
agency. Newton Odell, at McCann- | gujtant to the company. Donald V. 
Erickson for about 15 years as an Buttenheim, president of the par- 
account executive and account su- ent company, will also assume the 
pervisor, is joining as director of presidency of the subsidiary. Craig 
marketing. In addition, he will fF Mitchell will continue as as- 
have expanded duties which will 
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WGAY, Silver Spring, Md., by the 
John Kluge interests to Connie B. 


FCC O.K.s $5,600,000 
Buy of WCOS Gay, country folk singer, for $456,- 
000. Other larger sales included 


WASHINGTON, April 14—The Fed- | KCURB ‘ 
eral Communications Commission | KHON’ Pear dd re! na 


has approved a long list of radio- ‘KTIP, Portersville, Cal. for $ 
~~ 


tv station sales, including the $5,- : . 
600,000 sale of WCOS, Charlotte | Gore) noyist_ also included 
radio and television outlets, to Mi- | smaller transactions. # 
ami Valley Broadcasting Corp. d 
The sale was by E. E. Jones g McKibbon Leaves Cresmer 
Associates to Miami, which already| E. D. (Bob) McKibbon has re- 
owns WHIO, Dayton, radio and |signed from the San Francisco of- 
television. Miami is principally fice of Cresmer & Woodward, 
owned by the Cox family. | newspaper representative. He wil’, 
Radio sales approved include announce his future plans later. 


be announced shortly. 

Mr. Bennett joined Katz in De- 
cember, 1957, from Bryan Houston | 
Inc. where he had been for the 
previous seven years, lastly as 
exec vp. He has not made known 
his future plans. 


s Mr. Kullen has been with Katz 
for more than 30 years and has 
been president since the death of 
its founder, Joseph Katz, in Balti- 
more, last year. He is a vp of the 
Baltimore agency and one of three 
employes who bought that office 
from the Katz family in January 
(AA, Feb. 2). 

Mr. Shugert has been named 
exec vp. He joined the agency 
from Benton & Bowles, where he 
was vp and account supervisor, in 
December, 1957, as director of mar- 
keting. He has also been an adver- 
tising executive with Shell Oil Co. 


® Paul Carpenter, previously with 
Grant Advertising, has been named 
secretary-treasurer. He joined the 
agency about three months ago. 
Joseph Katz billings for 1958 
were reported at $8,150,000 (AA, 
Feb. 23), virtually all of which is 
for the American Oil Co. account. 
After the death of Mr. Katz there 


BARRE Times... 
Outstanding Coverage 
of Vermont's Leading 


Household 
Sales Market 


The Barre Times—Vermont'’s largest- 
circulation evening newspaper (8,503 
copies)*—offers 96.4% coverage of 
Vermont's highest-spending household | 
market . . . per household sales of | 
$6,888, more than $400 greater than | 
the next major state market. 


READERSHIP 


A healthy economy, | 
centered about the | 


Retail Sa'es** 
per Household 


Barre $6,888 world’s largest) 
U.S 3,944 granite industry, 
9 Vermont 4,226 dairying and exten- 
= Washington 4,252 sive maple syrup/ 
= (Home Co.) Sugar production, 
SOY Market A 6.460 assures sales stabil- 
(Vermont) ity. 
*ABC, 3-31-58 


; **SRDS Consumer Markets Data, Nov., 1958 


Barre Times daily coverage of Wash- 
ington County households—55.1 °/, *— 
greater than all six market competi 
tors combined. 


Circulation Analysis of ABC Newspaper, 
May 1958 


BARRE TIMES 


Vermont's Largest Evening Daily 


Represented Nationally by 
JULIUS MATHEWS SPECIAL AGENCY 


COVERAGE 


CIRCULATION 
ADVERTISING 


Yr ores eae en 


Se es, ipo eh ee E = eh lak a Ps eS 5 » ba eae ” oF pe Lo Gy eee Ri yd «tb, he “fe a! >. ee Se pee 
ce ee tt eos : x“ pees Esta cseh a nF : aes Sa earn a PSR Ay a toa! A uy - : = 6 igee 
: ee : i aa ; oo x s i a : » t z mee oan ‘ pgs re n a3 be ; ss, 3 ere 
ee eas a EEL cen gel pm Le ee = Pay ae ¢ A br eh ep ie be, ae ; ‘ ge ait, | 
. o Fm aia Coes ; Pel 2 - Wee hac ue Es Tae ark { , ee & 
aes Cea Qhgo S ete thie HE a Be Se ed ae ee ey ae a Le Peta : fz Ae aes ee. es ae ae aoe ithe tt a8 eke =: : i 
Soe raps, ig ye PR ie oe Bee : Oe j 4 tte Oey : oa oS | ioe i Tig ae a: a a ee ery a : é 
< Lele isle sees. sagt wa ea ig Py a cares ue 2 es : ; Cg ee Wr! (ae a ee ee es Men, i ee MRM Bio 
pallens Sn oe = ae ae 3 7 age es tik Soke ee ee a ie aa. -* eles at eights ier i #2) ’ 5 ae ky Oe i rt iad eS oe armel = AC 
gee eee 2 pee ee ae ae 2 ee eciaas on ae aie 5 ces . - = 
es sal a — lillie. aoa ioe Se ee ema vet wae : ‘ E P 2 | : , 
is , a 
ee | 
Sh 
ee 
ae 
aes ’ 
ee 
= 3 
; Fo te: ; 
=e ¥ 
Ba : 
ea ; 
ei 
ll ; 
_ | 
Eas | 
ce Be 
o tie 
oe ibd | 
es <a ei . . 
ig ot y 
: Pe . 
ae ck oe. eae nie eae hk Pa Sty Pe ee i iy wee P Fee u Oe ct is arg ee Lan : ie Pe iris sens 2 es) eam 
ATS SN eae al res, ae ' : a a ean Daeg: oe ee ie 3 7 ee al P ee a ane pee mare oe 
=e f ae F . : Mess apt : Roth: ee cae Ba ie f ct aes ; oc 
r : “ots : _ i erie 5 Seer s | oa his ae een a 
bAD s ia pa © aa SS : rere seg ee Oe tia a 
=e ! | ’ ug = PhS auabest ay 5 ee Z 
2 is | fo 2 ae ott iy oe as 5 a 
Mares : Ste tae s SS eee at Pit b= Se Ped Sy a ¥ 
eo eure. , yt Ae ie ee “i . ; i eee ‘ ie ee ih tes ay ote ee oI 
ete ae : ahd fet mie Bao + Bes es ise ae ‘ S : 
ae = : ; : a ae bide in = ; hs : ~ mr aa yt 
a Bt a es Rete! : a 
ae Cee Se Wate | 
fee = 2 eats te: bt 
r a eee 
é = ie Es as " : 2 
. a 3 ad er et ae = ‘ eos a 
; wa See ae 2 oe 5 Bist east ee ‘ 4 
ee 4 soe ion i Te oa A x la reel : iy 
a s : ‘ eg ‘gage POR 38) elie Cen ae ‘eat, SS a : Bpetcey te: £ is 
a ; 5 ee Taare peas SENG ye y, ie nO cera et ee eg ae ee ee 
e Ae Pi ep aie “ = eg Sen Pa tae Es Sag is he ea : var La ae Pie foe ae aioe: 
> . ae 7 a oe 3 a Bk, - eee: 6) ih Coal ees ot Oe carey viii 2 a il ane 
«a ig Sg cor pe Sea ae s " od 4 Se ee var Aye Phas es Pe aie ies , 
ee ae pe. ae ect me Sc Bie ie os » (Sa Semereni asad oe 
es Ase ee is es aera a ~—T ae ete at) nee a 2S, a er jain Oe ‘s 
iL eg ea ann eae Bae hee - “ie ty m if ‘e = . ae eee a 
Bie ae igd <heS ee Teas y, i ag : ‘ | Ap iks . ee ee 
+ - 2 = ae oe ve P oS a bit ee 
: ‘ ‘gee i ile? tae S 
ae A : a Beeps 2 ech pee aks os Shs 
5, See em Ria ig Gite - Cy er i andi Meier j 
ses age Why age esr ph cl Be mie aati - raehctiene app hx; aan " oN clk 
pu Wns Pains ies i aceaty aicer rs ater 9 Abs oe 
‘SRR oe Ue Cente eee i a ath Ss Ey A Fei “ pcre a tare ca cael tee Ae ge ee 
7 1 ae, Ae : es MG sia ee oh LH NE, 5 eee 
ake ears ave eat ; ee sn 5 ee ne 
a 2 —| a ss : ; Se abe ee et ie i eae, 
‘5 sh SF ms 5 oe “ mai pth sama eh Reet ain, Siena Nears 
i | . iy tee ee es 
spa Rie io te in at ee pre ea lly i ane ee ee atc! Se ene 
a BR ie aoe, ae oes one ae eee me 3 ee 
¥ re nee Meet ean are: oe aemes eg) ; . z ig bs 
ab Ss ee ae ee eee Pre ee if Se asl: Fee Sea ae 
a Tick se J Milian 9 eM An ie fa eee 2) ea ee a ears ag. eae, ; 
‘ : : | — AAD Se aOR StS - , eSiRa ee 
S J weer i Os eae amis 
ae r Fe a { oe a a ES ae ae Pismo 
ey | : ‘ ‘ ars pokes een EEE RE oe y 
bars ei tert mi af MES ‘ . DO es ae ee ae as me 
: 3 ia ns perk icy Pe ee ee a =o 
Stele t ; ; : 72: Loe waa 4 Corea a 
. ; fe oh Sia She 
” : : ci ; eiicrgie tray Me ONirec | cane m 
da eT, oi apes hak 2 Gin! = ou) a a, eae 
2 a e pis Ae Sage ee ey Oa SM taleu crea 
| | Tot SAO sac \ Come Ee 
| 1 ae ae a | ae 
4 y we Cc eee 
: | | Be a Ve! See 
a? f se ee + ii 
3 Si oe ee ; : ‘elie ee SO 
ORY. =X *- 4 a iy tee a 
A P. » ag! ee ieee eptamieae | (peedeies.. Guaca’ 
j J A eet Lees, ah eee 
| } y —_ hoe: 
3 ia 
"y “A 
. ) | ae 
. . : ; ; a f ~ ry 
sy ee ' : " | 
ie: | ry jal a ; : gaat ee 
wy 3 a ' : = yr i a ae. 
a ‘ t ee a ii hep te a toe 
Eis Z K \ se é ee Hg al A ah 
a t 4 XY Looe is 3 aad 
= | Vas 4 See ae Bae 
ea - Ay Coico es % Fg 3 
; Cea Sere 
| tas See ad eee rg 
: $51 Snepieeg Pagan 
om e i ces Sg ta 
| P hte ata eS 
Pe ee ers : 
| : 7 i oR gee ie 
— ean His 
Je = Beek, eee 
2 | Ge meer are 
| eee Se wi go & 
ne ,, * < rast S38 , Siete . 
- | eng eee ee eo 
SEN | F oes | 
es \ eee haces 
i ' \ ; Nae te ete als 
65, = © \ : — 
a : 4 : Bk. oe 
fone } » ~~ A ar a: ae 
ae ‘ ae a < a 
ight ’ : ™ \ 4 Te Wey Wy 5 gs 
a 3 : a 
| ss 7 Ss 
. % ~ ¥ x” Lin ise 
‘ i “ a a 
i bs 4 ae so 
ae : oN a 
‘ a is : - 
' " : pee 3: 
: a ‘* . ; > | : 
* Be: : 
t 4 eo 
F ' = 4: 
4 ae 
: : . , j — 
: rd see ar 
— ——_ 
5 “Pt re 
| 7 4 gad +f ’ ; } 
| sie ee a 
| . , id ey a “7 
| . ” ¥ j oa 
he Poe Pw : Ee Se 
peti eres i 
Ps Be ke ae 0g 
ae _ i-< eae 
sake ie ae i 
ay eet aia re 
BS <= = 
. a : 
Po q - 
Po es 
, 
i 
t 
‘ 4 " eae iataos tte Geto ash, ‘ a Pe 3 
aaa PRE 3p cuen : es” em CER go Fae” Pla ee MR ee ote NORE ee 
: : : Pui malaria ear hay eee Bee yee a Bena eas - z ; 
Lar ple Ey ae 


Advertising Age, April 20, 1959 7 


Four A‘s Council Elects Carey (named E. Allen Jarrett, formerly | Post Office Waits lopes of less than 234x4” after July, Officials also assure mailers 
Reginald G. Carey, vp and man- local sales manager of WHEN-TV, 1. It said the rule will simply cause there will be ample opportunity 

ager of the Chicago office of | Syracuse, to its New York tv staff. Co ; |confusion, because newer, and even| to discuss the more comprehensive 

Campbell-Ewald Co., has been|KPLR-TV, new St. Louis station | ngressional O.K. |stricter rules will be necessary in) limits on letter sizes which are due 

elected chairman of the Chicago | scheduled to go on the air in mid- | us ; \the near future when more mail|to go into effect about two years 

council of the American Assn. of | April, has named Peters, Griffin, to S pend Size Rule handling machines are installed in | from now. + 

Advertising Agencies. Other of- | Woodward its representative. WASHINGTON, April 14—Postal big post offices (AA, March 30). 


ficers elected are Alex T. Franz, (officials are awaiting word from 

president of Alex T. Franz Inc,, Ted Bates Names Three Congress before going ahead on a/@ Officials said the department tener Seavert 2 ee 

co-chairman, and Robert H. Brink- | Ted Bates & Co., New York, has | proposal to suspend stringent size) still hopes to repeal the July 1 . : yw. — ng 

erhoff, vp in charge of the Chica- | named Zoltan Kiss, formerly with | limitations which are to apply to|rule, but they will not reach a de-| “International Directory: Mem- 

go office of Young & Rubicam, | Benton & Bowles, type director and | small envelopes July 1. ‘cision until they are sure members) PFs of Advertising Agency Net- 

secretary-treasurer. | James E. Clark, also formerly with| In a report forwarded to the of the Senate post office committee | works” has been published by W. 
| B&B, an art director. Fred L. Le- | Senate post office committee three will not object. H. Long, advertising consultant, 


Peters, Griffin Names Jarrett ‘mont, a Bates account executive, weeks ago, the department said it) At the moment the ban on en- | Whitefish Bay, Wis. The mimeo- 

Peters, Griffin, Woodward, ra- | has been elected a vp of the agen- would like to revoke a regulation velopes smaller than 2%4x4” is still graphed booklet lists agencies, by 
dio-tv station representative, has | cy. it has announced banning enve- | due to be effective July 1. | State and city, which belong to the 
various networks, and also gives 
information on the networks. Sin- 
gle copy price is $5. 


| 
Veitch Joins Ad Counselors 
James Veitch Jr., formerly copy 
‘supervisor with Erwin Wasey, 
Ruthrauff & Ryan, New York, on 
|U.S. Air Force recruiting, KLM 
jand Dutch Masters, has joined Ad- 
|vertising Counselors of Arizona, 


p F A D FE 2 S u | Pp |Phoenix, as creative supervisor. 


Architects and engineers have voted Architectural Record 
“preferred” in 115 out of 127 studies SPONSORED BY BUILDING 
PRODUCT MANUFACTURERS AND ADVERTISING AGENCIES. 


e More architects (18,103)—and more engineers— (9,857) pay | 
to read Architectural Record than any other technical magazine see 


e Architectural Record’s renewal percentage is highest, too 


e And you can reach Architectural Record’s architect and 
engineer subscribers at the lowest cost per page per 1,000 


Architectural Record’s architect and engineer subscribers are F 


verifiably responsible for planning over 94% of the total dollar 
value of all architect-planned nonresidential building — 
and 77% of the residential building. 


ADVERTISING ORE! 


For the thirteenth straight year more building product 
advertisers are placing more advertising pages in Architectural 
Record than in any other magazine. (66% more in the first 
quarter of 1959.) 


Every week, on the aver- 

age, subscribers and newsstand 

buyers spend one hour and twenty 

E D l TO R l A L minutes reading their copies of 
Architectural Record is the one leading architectural magazine... |The Financial Post. 


e edited specifically for architects—and engineers in building | On the average, remem- 


e timed and balanced editorially with the aid of Dodge Reports ber. A sizable group, over 70%, 

° ° ° | : 
to be of top value to architects and engineers in terms of spend up to two hours with The 
the work on their boards Post. An impressive 14% devote 
e steadily evaluated in terms of reader interest and action by ‘more than three hours a week to 
Eastman Research Organization and Continuing Readership absorbing Post news on business, 
Research ‘investments and public affairs. 
Architectural Record publishes most editorial pages, too. (Source: Gruneau Research 
And 40 editorial awards, including 5 out of 6 awards to | Limited. ) 


architectural magazines by The American Institute of Architects, 
attest to their high quality. 


This unusual length of 
: ’ P - time devoted to The Financial Post 
Ask your Architectural Record representative for full information or 


. “ ; : ; ‘g is outstanding among readers of 
write the ‘workbook of the active architect and engineer’... 


business publications, 
| 
| 


Give your advertising 


selective and affective readership 


. Architectural , “™ 
F. W. DODGE ; BG | , ' 
perenne | Record Now ork 1, New York ro) ‘The Financial Post 
publication Xford 5-% | 


Canada’s foremost business newspaper 


Published since 1syl by F. W. Dodge Corporation 481 University Avenue, Toronto 2 
whose services also include: Dodge Reports e Dodge 
f Construction Statistics « Sweet’s Catalog Service 1242 Peel Street, Montreal 2 
Yale Hockey Rink The Nation’s Schools e The Modern Hospital 
Architect: Eero Saarinen College and University Business e Hospital Pur- 
Photographer: Joseph Molitor chasing File e Dodge Books West Coast representatives in the United States: 
| Duncan A. Scott & Co., San Francisco and Los 
Angeles. 


A MACLEAN-HUNTER PUBLICATION 
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< "what are you looking for in lithography? 


ae 


COLOR REGISTRY 
SHARPNESS « ACCURACY 
FOLLOW THROUGH SERVICE 
EXPERT COUNSEL e EXPERIENCE 


CADILLAC 


PRINTING & LITHOGRAPHING CORP 
B12 West Van Buren Street + Chicago iilinois 


PHONE TAylor 9-3380 


you can be sure of these at 


f 


WHAT'S A 


Experts agree an*lideal Test Market should be: 


1. A MARKET geographically isolated and devoid of influence 
from outside media and overlapping distribution. 
2. A MARKET reflecting a cross-section of the nation’s consumer 


buying preferences. 


. AMARKET effectively and economically served from one cen- 
tral sales and distribution point. 


. A MARKET with proved and growing buying power; where 
progressive merchants and receptive customers welcome new 
products. 


5. A MARKET where one medium dominates with maximum 
coverage. 


Experts also agree that PH Oo ENIX 


most nearly represents the Ideal Test Market with its half-million peo- 
ple and billion dollar buying power. The Phoenix Gazette and The 
Arizona Republic provide 97.2% coverage of this market. 

We invite your inquiry about the penetrating coverage . . . plus the 
complete merchandising services we provide in this market. A word 
from you means a world of selling help from us. 


“THE ‘PHOENIX. 


cactle 


Ga 


Morning-Evening Combination 


For complete information including details about merchandising assistance, 
write, wire or phone CHAS. E. TREAT, National Advertising Manager, 
Box 1950, Phoenix, Arizona. ALpine 8-8811. 

Represented nationally by KELLY-SMITH CO. 


\ 
Moran 


AT NATDO—Herbert M. Stein, 


Stein 
general sales manager, Ronson Corp., 


me MeN 
aeedsedsils 
Riawe Virsa 


Brennen 


plays cicerone to the grand prize winners of the company’s national 


college advertising contest at the 


27th annual convention, National 


Assn. of Tobacco Distributors. Winners Marcia Newell Moran, of the 
University of Kansas, and William Brennen, Pratt Institute, won the 
tour for their ad entries for the company’s Varaflame table lighters. 


Douglas Fir Group 
Aims New Ad Push 
at Home Builders 


Tacoma, April 15—Manufactur- 
ers of fir plywood, with production 
running at an alltime high, have 
budgeted a 
the 1959 sales promotion, research 
and development program under-| 
taken by the Douglas Fir Plywood | 
Assn. 

Roughly 70% of these funds will 
go into sales promotion, including 
advertising, field promotion, dealer 
merchandising and trade shows, 
according to W. E. Difford, man- 
‘aging director of the association. 
About 20% will go to research and 
development, including quality 
control and testing, and the re- 
maining 10% has been allocated to 
statistical reporting, traffic and ad- 
|;ministration. The association, with 
headquarters here, represents ply- 
wood manufacturers of the Far 
West. 


® Media advertising will place 
heavy emphasis on residential con- 
struction and the predicted up- 
swing in house building in 1959 
and 1960. The four-color, full-page 
series inaugurated in magazines 
last year to reach the builders’ cus- 
tomers will continue. 

At the same time a new series 
has been developed that steps up 
promotion directly to builders and 
dealers. Explaining this part of the 
campaign, John D. Ritchie, adver- 
tising director, told ADVERTISING 
AcE: “We are going direct to the 
builder; he is the man who buys 
in volume. 
Point of sale material is keyed 


” 


record $4,000,000 for} 


Better Homes & Gar- 
dens, House Beautiful, House & 
Garden, Living For Young Home- 
makers and Sunset Magazine. With 
characteristic stress on quality, the 
association headlines the first of 
these ads, “Today’s fine homes are 
built with fir plywood.” 


ican Home, 


® Promotion to builders uses a 
nine-page two-color insert head- 
lined, “20 ways to build more house 
|for the money with fir plywood.” 
These appear in American Builder, 
House & Home and Practical Build- 
er on a three times a year schedule 
|starting in March and running on 
'a staggered basis through the rest 
of the year. Copy stresses better 
| quality and lower cost with fir ply- 
wood. 

For promotion of plywood in 
simple vacation cabins—under 
headlines such as “Vacation Cabin 
Ideas” and “Holiday Hideaway”— 
the association has scheduled ad- 
vertising with Family Handyman, 
Home Craftsman, Mechanix Illus- 
trated, Popular Mechanics, Popular 
Science, Science & Mechanics, and 
Sports Afield. 

Similar special copy is used on 
do-it-yourself boat plans in Me- 
chanix Illustrated, Popular Me- 
chanics, Science & Mechanics, 
Sports Afield Boating Magazine 
and True’s Boating Magazine. 

Condon Co., Tacoma, is the 
agency. + 


| R. 


C. Fales to Lawn-Boy 

Robert C. Fales has been ap- 
pointed assistant advertising man- 
, ager of Lawn-Boy, Lamar, Mo., the 
power mower division of Outboard 
Marine Corp. He was formerly in 


|to lumber dealers, many of whom| 


jarrange financing of houses for 
|their customers, do the actual 
building or line up a contractor, 
|and, in some cases, manufacture 
| pre-cut parts for builders. 
Consumer promotion, with full- 
color pages or back covers, uses 
these publications this year: Amer- 


the advertising department of 
| Western Auto Supply Co. 
| F ree Press’ Adds Unit 

The Detroit Free Press has 


opened a new advertising division 
to handle appliance business, head- 
jed by Ray Spencer, formerly a 
national advertising representative 
for the newspaper and a member 
of the staff since 1934. 


IN ILLINOIS! RICH 
WICS DELIVERS 


Unduplicated NBC coverage 
to 200,000 TV homes at 
lowest cost per 1000- 


rating leadership 


WICS 


LAND OF LINCOLN 


4:00 WEEKDAYS 


3 STOOGES 
LOW WICS “C” RATES 


@ NBC TELEVISION 
@ SPRINGFIELD-DECATUR-CENTRAL ILLINOIS 
@ AVAILABILITIES: YOUNG TELEVISION 
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More proof that today 
more than ever “New York 


is The New York Times” 


Biggest 

first quarter in 
New York Times 
history 


* Gains shown are over the corresponding 6-month period last year. 


** Gain shownis over the corresponding 3-month period last year. 


CIRCULATION 
UP 
40,868 WEEKDAYS 


Average net paid Monday-Friday 
sale for 6 months ended March 31 


673,974" 


CIRCULATION UP 
99,902 SUNDAYS 


Average net paid sale for 6 months 
ended March 31 


1,347,036" 


ADVERTISING UP 
1,922,847 LINES 


Total advertising published in 
The New York Times for the first 
three months of this year 


14,554,194 LINES” 


rg 


The trend of readers and advertisers to 

The New York Times is stronger than ever. 
That’s why The Times is setting new 

records both in circulation and in advertising. 
The reason is simple. The New York Times 
is a brighter, more interesting, more 
informing newspaper. New Yorkers live by it. 
It serves them with the most news. 

It sells them with the most advertising. 


For 40 years first in advertising in the world's first market 


[ same | The New York Times. 2 
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Gag or Not, Post 
Office Seizes 2,000 
‘Naked Maja’ Cards 


Wasuincton, April 14—If the 
Post Office Department felt it was 
being played for a sucker in a pro- 
motion stunt for the United Artists 
film, “The Naked Maja,” it ap- 
parently is willing to go along on 
the gag. 

In federal court here three weeks 
ago the department claimed United 
Sa Artists was staging a_ publicity 
stunt when it sought an injunction 
to prevent the department from re- 
fusing delivery to newspapers and 
magazines containing ads for the 
film (AA, April 6). 


s But last week the department 
seized 2,000 postcards mailed by 
United Artists, and it ordered a 
hearing to determine whether the 
ecards, reproducing the 
nude painting by Francisco Goya, 
violate obscenity laws. 

The cards, like the proposed ads, 
consist only of the painting, which 
has previously appeared in full 
color in the editorial pages of Life, 
and which has also been repro- 
duced on a series of postage stamps 
issued by Spain in 1927. 

The film deals with the life of 
the painter. 


8 Some skeptics with long memo- 
ries are wondering if the whole 
controversy may not have been) 
instigated by United Artists’ pub- 
licity artists who perhaps actively 
petitioned for a postal ruling to cal] 
attention to the movie. 

Up until now “The Naked Maja” 
has graced the mails without con- | 
troversy along with other nude 
masterpieces—not only in editorial 
features in Life and Look for ex- | 
ample, but also in advertising, 
these cynics point out. } 

In October, 1957, for example, 
“The Naked Maja” was reproduced | 
along with the clothed version in 
two ads in the New York Times 
without raising any eyebrows. The 
ads were promoting a novel about | 
Goya, “Now is the Hour,” by 
Feuchtwanger and published by | 
Heritage Press. Furthermore, both 
paintings have been included in di- 
rect mail pieces by the publisher 
without running into postal dif- 
ficulties. 


® The Times has changed its mind, 
however, since it ran those book 
ads in 1957. This spring it not only 
refused to run the nude version 
of the Goya painting in a Univer- 
sal Artists ad, but it made the same | 
decision in an Alitalia Airlines ad. 

The Alitalia ad which ran in the | 
April 6 issue of the Times original- | 
ly pictured “The Naked Maja” as 
one of European “art treasures’’— 
along with the “Mona Lisa,” “The 
Last Supper,” a Rembrandt self 
portrait, and a detail from the Sis- 
tine chapel’s “Creation of Adam” 
showing a naked Adam. 

The Times asked that the clothed 
version of the Goya painting be 
substituted, although the newspa- | 
per raised no objections to the 
nude Adam. “A male nude does 
not have the same erotic implica- 
tion as a female nude,” the Times 
told Dowd, Redfield & Johnstone, | 
agency for Alitalia, 


® In explaining its action, the 
Times told Apvertisinc AGE that 
it rejected the illustration of the 
nude duchess in the United Artists 
ad because “we are constantly at- 
tempting to discourage use of nu- 
dity in theater ads in the New 
York Times.” 

The newspaper had declined the 
ad for the movie only a few weeks 
before the Alitalia ad was offered. 
“In fairness” to United Artists, the 
Times decided it must make the 
same decision in Alitalia’s case. 

The postal ruling prohibiting | 
United Artists from mailing “The | 
Naked Maja” postcards, also raises | 
speculation about the future of art ' 


famous | 


postcards due to stream into the 


|\U.S. this summer as American 
|tourists start making the rounds 
|of European museums. 

Does the new ruling mean an 
embargo on all art postcards show- 
| ing nude masterpieces in which the 
museums abound? Also what about 
the many art books and magazine 
articles which frequently picture 
nude paintings? Are they suddenly | 
no longer mailable? + 


| ' 
‘Hotels Set Ad Campaign | 

Swig-Fairmont Hotel Manage- | 
ment, San Francisco, has started a 
|campaign for two of its proper- 
| ties—Mission Inn Garden Hotel, 
| Riverside, and Arrowhead Springs. 
|Hotel & Spa. Single column ads 
lare slated for the Southern Cali- | 
'fornia edition of Sunset Magazine, 
and radio spots will be used in Los 
Angeles. A direct mailing to 1,600 
| persons will be aimed at attracting 
‘sales meetings and 


convention | used 


) 


Is your Bride still waiting for her INGLIS 


és -. + a eee ee 


WAITING BRIDE—The consumer products division of John Inglis Co. 

will introduce its new line of automatic laundry equipment to the 

Canadian public with this four-color spread in La Patrie and 
Maclean’s Magazine. Spitzer & Mills, Toronto, is the agency. 


, with most advertising pro-| nig-Cooper, Harrington & Miner, | handling $5,000,000 of advertising 


trade. Outdoor signs also will be’ moting week-end attractions. Ho- 


San Francisco, is the agency. 


Advertising Age, April 20, 1959 


Firestone Price 
Deal Illegal, 


FIC Examiner Says 


WasHINGTON, April 14—A Feder- 
al Trade Commission hearing ex- 
|aminer ruled last week that Fire- 
| stone Tire & Rubber Co. gave ille- 
| gal price concessions to about 50 of 
\its 14,000 dealers. Examiner Joseph 
Callaway said the favored 50 were 
| arbitrarily classified as ““warehouse 
|dealers.”” His decision is subject 
| to appeal. # 


Tucker Wayne Fetes 20th Year 

Tucker Wayne & Co., Atlanta, 
| celebrated its 20th anniversary 
|March 31 with a lawn party for 
some 400 guests. Tucker Wayne, 
president, said his organization has 
grown in 20 years from eight per- 
sons to a staff of more than 60, 


a year. 


Selling a specialized product in a limited area 
is both easier and less costly with State and 
Local Farm Papers. You can hand-pick your 
audience and make your ads more specific. 
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Earnings of Advertisers 
1958 Fiscal Year 


Company 

Acme Steel Co. 

Bigelow-Sanford 
Carpet Co. 


Crane Co. 
Or. Pepper Co. 
Electronics Corp. 

of America 
Frito Co. 


Hoffman Electronics 


F. C. Huyck & Sons oh 
International Paper Co. 
National Can Corp. ... 


National Post 


Equipment Co. .... 


Plough Inc. 

Pullman Inc. .. 
Reynolds Meta’s Co. 
Sterling Drug Co. .. 
Studebaker- Packard 


Products Co. The two merged Sept. 30, 1958. ” Does not reflect extraordinary loss of $3,308,247, 


equal to $1.40 per share. © Not reported. “ Includes $29,500 (about 4¢ a share) from sale of 


bott'ing plant. 


- Sen even vue en i 
= .- > 7 


Corn Products Co. . . : 


Hercules Powder Co. .. 


Sales 
1958 1957 

63,246,568 74,113,406 
470,923,681 449,259,683 
336,196,279 378,948,173 
6,639,121 8,037,553 
51,257,000 45,632,000 
236,512,725 245,264,919 
39,544,064 40,968,617 
20,134,889 20,761,118 
915,142,983 956,767,407 
100,698,161 88,411,165 
3,001,778 2,350,539 
31,517,125 29,473,214 
357,236,108 426,382,586 
445,548,862 446,578,767 
197,789,946 184,079,864 

180,657,592 


Earnings 
1958 1957 


daveeve $128,817,392 $147,748,561 $ 5,307,200 $ 6,016,524 $1.89 $2.40 | 


—1,746,371 
32,541,739 29,001,591 
5,475,593” 8,678,272 
477,069 470,207¢ 
208,001 182,653 
1,532,000 1,525,000 
17,508,947 18,116,433 
1,712,509 1,655,372 
890,066 301,075 
72,000,906 79,435,107 
853,754 1,385,076 
255,448 —165,430 
2,304,562 2,024,679 
7,806,882 14,801,657 
38,184,529 37,809,712 
19,148,880 17,837,005 


. 213,203,741 —13,390,937 —11,135,108 
Both 1958 and 1957 figures include, for comparative purposes, both Best Foods 


361,244 —1.91 21 | 


hae 


Sy Keep Comparative 
‘Prices Honest: NBBB 


New York, April 14—“National 


Earnings ‘\ is IN Better Business Bureau has no ob- 
per Share | jection to comparative pricing so 
1958 1957 | |long as the prices advertised are 


{honest prices,” 
exec vp of NBBB, told ADVERTISING 
_|Ace. He said he was unfamiliar 


eae Sas ® | with the current situation in Wash- 
a 70 | ington (AA, April 13). 

ee lee However, he pointed out that the | 
2.00 2.03 national bureau last December is- | 
2.04 2.09 
ped = ommended “do's” and 
5.46 6.04 for retailers on comparative pric- | 
65 1.13 hongelqesnipscaydeehenptareevqnvaliabeiannhieate ing claims. It more or less parallels 


town. ‘Toem, the leaned new 0 me RUIN Naa DY 


daphne etaaddy caesar nye oy {te Federal Trade Commission’s 
1.66 | eee tend ww fon wd vor |ruling on comparative pricing. It 
also suggests manufacturers’ re- 
TEEM THEME—This is one of the | sponsibilities, and condemns so- 
newspaper ads Pepsi-Cola is using called fictitious prices issued by 
Inc. and Corn| to launch its new lemon-lime | some manufacturers. 
drink, Teem (AA, March 30).| “Comparative price claims can 
Kenyon & Eckhardt is the agency. | be entirely legitimate,’ Mr. Back- 


wie Tm he « 


Match your markets and outlets 


STATE 


Choosing media which offer you precise selec- 
tion of prospects can give each of your adver- 
tising dollars more sales punch. And that is 
exactly what you can do when you match 
your markets and outlets with State and 
Local Farm Papers. Here’s why: 

You can eliminate waste circulation, com- 
mon to regional and national media, when 
you can select your advertising audience on 
a state-by-state or area-by-area basis. If you 
sell animal feed, for instance, you can tailor 
ads for each product and area, and hit where 
there’s a good market and where you have 
adequate distribution. Farming practices 


with 


and LOCAL FARM PAPERS 


Precise selection of prospects can 
up ad-budget selling power... 


don’t follow regional divisions. Only State 
and Local Farm Papers can closely match 
both your markets and your outlets. 

Check these opportunities: You can hand- 
pick your readers, both geographically and 
according to product need. You can aim spe- 
cific ads at specific prospects. You can list 
dealers or outlets, if you like. And you can 
use local names, and give local examples. This 
means you can build stronger, more specific 
advertisements. 

All this adds up to precise selection of pros- 
pects when you match your markets and out- 
lets with State and Local Farm Papers. 


For further information, write State and Local Farm Papers, Rm. 1600, 28 E. Jackson Blvd., Chicago 


THEY (FARMER 


Indiana Jeumer 


| Rancher aFarmer | 
Hae ao P= 


Missouri Rural anime SOUTHERN 


STATE ona LOCAL 
FARM PAPERS 


Paar Fanwen 


Pennsylvania 
Farmer 


"SB AMERICAN 
ic: | Ss 
AGRICULTURIST e ARIA ER 
an aw oe 


Wi ces + Farmer 
ft Farmer | Crone | Wenlacky Tarmer | et. é , , ; 1 [@ We = 
Mi a 


Nici: sagan Set tees luke 


TMET Roaahouse 


® Qwo jonmer : FARMER 
[The Farmer-Stockman| Utah 1 Farmer Jennesice Termes emisypum |" 
hs See ae ’ x4 S. i 3 
es ae ia le a Sel ai adel ie ’ 


,man said, 


Allan Backman, 
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“It all depends on how 
they are used. Each case has to be 
studied and decided individually.” 


® Arthur Startz, vp of the better 
business bureau of New York City, 
said that the so-called New York 
rule that Washington appliance 
dealers are reported to have cited, 
probably refers to the New York 
bureau’s standards on retail ad- 
vertising of list prices. 


| sued an eight-page bulletin on rec- | }manufacturer’s list price; 
“don'ts” |be a price that exists in the trade 


“Briefly,” he said, “this stipu- 
lates three requirements. The ad- 
vertised price must in fact be the 
it must 


area, and it must not be based or 
jan artificial or fictitious mark-up. 

“However,” Mr. Startz said, “we 
}are not involved, and do not want 
|to become involved, in any pricing 
situation in Washington. I am 
merely trying to answer your ques- 
|tion about what is sometimes re- 
‘ferred to as ‘the New York rule’ 
on list price pS at the 
| ret tail level.” 


CBS Television Lines Up 
| More Fall Sponsors 
| . I. du Pont de Nemours & Co.’s 
 soxtile fibers division, Wilmington, 
|will sponsor a new series over 
Cc BS-TV on Mondays 10:30 p.m., 
EST, starting in the fall. June Ally- 
son will act as hostess and star in 
|several of the weekly half-hour 
| dramatic productions. Dick Powell, 
‘as head of Four Star Productions, 
|will produce the series. Placed 
| through Batten, Barton, Durstine & 
Osborn, the new show is an addi- 
' tion to Du Pont’s current tv sched- 
ule. 

P. Lorillard Co. and General 
| Foods Co. have signed as co-spon- 
sors of another new show, an ad- 
‘venture series ‘starring Jackie 
'Cooper, which is slated for the 
|half-hour immediately preceding 
‘the Du Pont show on CBS-TV. 
Called “Hennessey,” the program 
will be centered around a navy 
physician and will be produced by 
Mr. Cooper’s company. The agen- 
ley placing the Lorillard buy was 
/Lennen & Newell; Genera] Foods 
|advertising was bought by Young 
| & Rubicam. 


‘executives 


can you use 


$1500 - $2500 
or $5000? 


Aunongi Yfhare 


Your own signature is all that is required. 
No collateral . .. no endorsements . . .no 
red tape. Our simplified form has fewer 
questions... privacy is assured at all times. 
Payments may be spread over 2 years. 


On some loans, you may take up to 3 
years to pay 


BORROW THIS MONTH— 
NO PAYMENTS TILL JULY 

Call Mr. C. C. Lyons, Vice Pres 
MUrray Hill 2-5000 


COMPLETE BANKING 
SERVICES 
for BUSINESS and 
the INDIVIDUAL 


INDUSTRIAL 
BANK or COMMERCE 
Main Office: 56 East 42nd Street 
Other offices throughout the city 


Member Federal Deposit insurance Corporation 


Available to resid of N.Y. Metrepoliten area 
} Including Conn. ond W. J. 


ee 
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Hey, Mr. Milkman, 
You're Adman Now 


Detroit, April 15—A new medi- 


Honeywell Sets 3 
a 7. 
um, one heretofore utilized ea Drives Promoting 
by the dairy industry, is being| 
d ailable to advertis b 
inet Caron Saverusne com Ad Conditioning 


of America. 
The new organization offers ih MINNEAPOLIS, April 15—Minne- 
place ad messages on opposite sides | apolis-Honeywell Regulator Co. 
of milk cartons, using space gener- | will spend more than $375,000 on 
ally not imprinted by the milk! three separate promotions it is cur- 
company itself. rently launching. All three are ef- 
J. Jean Vincent, president of the forts to expand the over-all home 
company and formerly partner in heating and air conditioning mar- 
Beltaire-Vincent & Hull, Detroit, | ket as a means of expanding Hon- 
said his service should be especial-| eywell’s regulator volume. 
ly attractive to food manufacturers. A major advertising drive will 
Advantages of milk carton ad-| begin next month supporting Op- 
vertising, according to the com- 'eration Two, an effort to sell con- 
pany’s prospectus, include daily | sumers on the idea of two furnaces 
multiple exposure and close asso-|in the home to provide two heat 
ciation with a basic, health-giving| zones for varying tastes and activ- 
product. ities. 
8 A network of large dairies across 


® The opener is a two-color spread 


It pow plano heat with warm an 


chad pp decay sealant 


Ma oo 


ia * 


‘Ty = Tes FT 


A HOUSE DIVIDED—-A two-color spread in the May Better Homes & 
Gardens and House Beautiful will launch Minneapolis-Honeywell’s 
Operation Two. Foote, Cone & Belding, Chicago, is the agency. 


Direct mail supporting the cam- 
paign will be sent to 25,000 heating 
contractors and 6,500 wholesalers 


the country has been signed to in the May House & Home and | of heating and_ air-conditioning 
participate in the new service,| Better Homes & Gardens. House systems 
and tie-ups have been made with! Beautiful will carry similar ads ; 
carton manufacturers. later. # A second promotion, Operation 


Primary space unit is the \% gal. 
carton, although smaller sizes are 
available. Both frequency and 
quantity discounts are provided, 
and the service is commissionable 
to agencies. Minimum purchases 
are for three months, in unit quan- 
tities of 100,000 cartons. 

Milk Carton Advertising 
40 W. Bethune, Detroit. # 


The campaign is hitched to what 
Minneapolis-Honeywell calls a 
trend to “two” 
|}two phones, two baths, 


fort value, the company says, costs 
relatively little more because 
is at 
creased. 


in modern living— | 
two cars, | 
two fireplaces. But the added com- | 


of | 
simplified duct work and labor and | 
fuel costs are not significantly in- | 


Heat Wave, is a local advertising 
and sales promotion effort during 
hot spells in support of air condi- 
tioning. 

Two-color half-page ads will ap- 
pear in 43 newspapers in 30 major 
markets, the ads to be placed in 
each city on the first day the tem- 
perature reaches 84. 

Dealers participating in this ef- 


3 : 
= 
a PY 
w = 
Now more than ever our phrase rs & 
a 
My, > 
Selling at the Point of Impression “ng, 2 -_ 
7, 4A 
carries new emphasis. “,° Ss 
Powderless Etching of copper originals with our z& °r, 
a i 
exclusive equipment and advanced method adds fresh brilliance 2 i Me, 
' As y - % 
and sharpness to color process and monochrome reproductions. _< < > 
” ° 

And we do mean in the publication printing where it counts. z 

| 

ty 

rm) 


4043 North Ravenswood Avenue, Chicago 13, 


HUTCHINGS & MELVILLE, INC, Photoengravers 


Illinois 


Equipped with COLOR SPLITTER, KLIMSCH CAMERA, 4 COLOR 604 PRESSES 


fort will, through Honeywell’s ads, 
invite home owners to have a free 
(normally $15) estimate of air- 
conditioning costs. Free thermom- 
eters will go to home owners who 
get estimates; those who order 
will get filter flags that tell when 
the furnace air filter is dirty. 


s The third promotion, indefinite 
in length, is an effort to sell house- 
wives on the idea of year-’round 
air conditioning. Focal point of this 
push is an 18-minute color film, 
‘“‘Mother Knows Best.” 

The film was developed in coop- 
eration with the Edison Electric 
Institute’s home service committee, | 
the American Gas Assn.’s air con- 
ditioning promotion committee and 


the Oil Heat Institute’s distributive | 


division. The program is being 
made available to all three of these 
groups for showings to women’s 
clubs and other groups. 

Several scenes in the movie have 
been shot with different fuel men- 
tions for the three fuel groups. 
Honeywell also has its own special 
version, mentioning Honeywell’s 
regulators. 


# Corollary to the film is an eight- 
page four-color booklet, ‘‘Milady’s 
Climate,” to be made available in 
quantity to air conditioning man- 
ufacturers, wholesalers, dealers 
and others in the industry, for dis- 
tribution to housewives. 

Foote, Cone & Belding, Chicago, 
created all materials for these 
campaigns except the film, which 
is by Calvin Productions, Kansas 
City. # 


Checked YOUR Alabama data lately? 


MONTGOMERY LEADS ALL ALABAMA CITIES 
IN S-Ms “30 BEST MARKETS” IN 1958-59 


Consistently leading the rest of Alabama in Sales 
Management's ‘High Spot Cities’’ projections, 


Montgomery also has the highest ‘Retail sales per 
in the state. This makes the Montgomery 


family”’ 


Advertiser-Alabama Journal now, more than 

ever, Alabama’s MUST newspaper buy. The 
Advertiser- Journal AND NO OTHER NEWSPAPER 
OR COMBINATION OF NEWSPAPERS 

gives intense coverage of Central and South Ala- 
bama, where 25% of Alabama’s retail sales are made. 


R 


Circulation: 85,198 Daily 79,017 Sunday 


TO WELP BUILD 
SALES IN CENTRAL 
AND SOUTH 
ALABAMA 

USE OUR 


ROP 


SPOT AND FULL 


COLOR 


AVAILABLE 
SEVEN DAYS 
A WEEK 


You can raise your Alabama sales 
otas when you cover the 


u 
Capital Part with the Capitol 


Papers. 


MORNING—EVENING—SUNDAY 


KELLY-SMITH CO. 


Advertising Age, April 20, 1959 


Coming 
Conventions 


*Indicates first listing in this column. 

April 26-29. National Assn. of Trans- 
portation Advertising, annual convention, 
|The Greenbrier, White Sulphur Springs, 


W. Va 

| April 29-30. International Advertising 
| Assn., annual convention, Hotel Roose- 
velt, New York. 


April 30-May 3. Advertising Federation 
of America, Fourth District, Tides Hotel 
and Bath Club, St. Petersburg, Fla. 

April 30-May 3. American Women in 
|Radio & Television, 8th annual conven- 
|. Waldorf-Astoria, New York. 

May 3-5. Magazine Publishers Assn., 
annual spring meeting, Greenbrier Hotel, 
White Sulphur Springs, W. Va. 

May 4-6. Assn. of Canadian Advertis- 
|ers, 44th annual conference, Royal York 
Hotel, Toronto 

May 4-9. Advertising Research Founda- 
| tion, “Operations Research" seminar, 
Cleveland. 

May 6-8. 
Assn., International 
mat Hotel and Country Club, 
Beach, Fla. 

May 6-8. Public 
Assn., annual convention, 
Dallas 

May 


American Public Relations 
Conference, Diplo- 
Hollywood 


Utilities Advertising 
Sheraton Hotel, 


Advertisers 
Dinkler 


10-12. Life Insurance 
Assn., southern round table, 
Plaza Hotel, Atlanta. 

| May 14. University of Michigan adver- 
tising conference, sponsored by the uni- 
versity’s departments of art, journalism 
and school of business administration, 
}Ann Arbor. 

May 17-20 
tion Assn., 
Deauville, Miami 

May 20-22. Assn. of 
ers, spring meeting, 
Hotel, Chicago. 

May 21-22. American Marketing Assn., 
| Montreal chapter conference on “Mon- 
| treal, Canada’s Keystone Market,”’ Queen 
Elizabeth Hotel, Montreal. 

May 24-26. Life Insurance 
Assn., western round table, 
Hotel, Los Angeles 

May 24-27. Associated Business 
cations, 53rd annual meeting and 
agement conference, Skytop Lodge, 
ltop, Pa 

May 24-27, 
annual convention, 
lantic City, N. J 

June 7-10. Advertising Federation of 
America, 55th annual convention, Hotel 
Leamington, Minneapolis 

June 8-11. Outdoor Advertising Assn. 
of America, national convention, Sher- 
man Hotel, Chicago. 


Promo- 
Hotel 


National Newspaper 
national convention, 
Beach 

National Advertis- 
Edgewater Beach 


Advertisers 
Ambassador 


Publi- 
man- 
Sky- 


22nd 
At- 


Super Market Institute. 
Convention Hall, 


June 10-12 Continental Advertising 
Agency Network, annual convention, 
Benjamin Franklin Hotel, Seattle 


National Federation of Ad- 
annual convention, 
Chatham, Mass 


June 12-16. 

vertising Agencies, 
Chatham Bars Inn, 
June 14-17, National Industrial Adver- 
tisers Assn., national convention, Fair- 
mont and Mark Hopkins Hotels, San Fran- 
cisco 


June 17-19. American Marketing Assn. 
national conference, Hotel Statler, Cleve- 
land. 

June 21-24. Newspaper Advertising Ex- 
ecutives Assn., summer meeting, The 
Homestead, Hot Springs, Va. 

June 22-26. First Advertising Agency 
Group, 3lst annual conference, Belmont 
Hotel, Cape Cod, Mass. 


June 28-July 2. 
the West, 56th annual convention, 
Tavern, Tahoe City, Cal. 

June 28-July 4. National 
Agency Network, annual 
conference, Del Monte 
Beach, Cal. 

Aug. 12-13 4th annual 
seminar for business publications, 
Congress Hotel, Chicago. 

Sept. 10. Advertising Research Foun- 
dation, first of 13 consecutive Thursday 
seminars, Chicago. 

Sept. 13-16. Direct 
Assn., 42nd annual convention, Queen 
Elizabeth Hotel, Montreal, Can. 

*Sept. 16-19. Mail Advertising Service 
Assn. International, annual convention, 
Queen Elizabeth Hotel, Montreal, Quebec. 

Sept. 23-24. National Business Publica- 
tions, New York Regional Conference, 
Hotel Roosevelt, New York. 

Sept. 25. Advertising Research Foun- 
|dation, 5th annual conference, Waldorf- 
| Astoria, New York. 

Sept. 29. Newspaper 
ference, one-day workshop, Hotel 
more, New York. 

Sept. 29-Oct. 3. Affiliated Advertising 
Agencies Network, annual international 
meeting, Somerset Hotel, Boston. 

Oct. 19-20. Agricultural Publishers 
Assn., annual meeting, Chicago Athletic 
Assn. 

Oct. 22-23. Audit Bureau of Circulations, 
annual meeting, Drake Hotel, Chicago. 

Oct. 25-28. National Newspaper Promo- 
tion Assn., central regional meeting, 
Schroeder Hotel, Milwaukee. 
| Oct. 26-28. Life Insurance Advertisers 
Assn., annual meeting, Drake Hotel, Chi- 
cago. 

Nov. 2-4. Broadcasters’ Promotion Assn., 
4th annual convention, Warwick Hotel, 
Philadelphia. 

Nov. 23-24. Notional Business Publica- 
tions, Regional Conference, Drake Hotel, 
Chicago. 


Advertising Assn. of 
Tahoe 


Advertising 
management 
Lodge, Pebble 


circulation 
Pick- 


Mail Advertising 


ROP Color Con- 
Bilt- 
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Environment 


...has had much to do with the many years of Chicago Daily 
News leadership in food advertising ...the environment of the 
home for newspaper reading. The Daily News long has been 
known as Chicago’s Home Newspaper... for that is where it’s 
read ... far more than is any other Chicago daily... again sub- 
stantiated by the Sindlinger & Co. newspaper readership study, 
which found: 
DAILY PAPER READ AT HOME 


DAILY NEWS 92.5%, 
PAPER B 76.0%, 
PAPER C 70.8%, 
PAPER D 67.2%, 


USE THE POWER OF THE “NEWS” 
IN CHICAGO 
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Bayless-Kerr Gives Ad 
Scholarship to Fenn College 

Fenn College, Cleveland, has an- 
nounced the establishment of a 
new scholarship when its school 
of business administration became 
the recipient of the Horace D. Kerr 
advertising scholarship. Bayless- 
Kerr Co., Cleveland, authorized 
the award—$100 per year for five 
years—in honor of Mr. Kerr, for- 
mer president. 


Along the Media Path | 


Twenty popular music artists 
from some of the nation’s top 
orchestras and singing groups have 
finished production on a disc of 
recorded jingles for an intensive 
nationwide campaign to promote 


FREE 32-page Marketing Handbook 


| New York, around the theme, “Ra- 


Explains the Secrets of Nationwide House-to-House Selling Success 


Here's the new edition, extensively revised and rewritten, of the only 
complete handbook of Direct Selling . . . shows why new trends in 
consumer buying are opening up relatively non-competitive markets 
for a wide variety of products and services, old and new . . . explains 
how manufacturers and national distributors have capitalized on the 
rapidly expanding national habit of in-home buying . . . why many 
firms are turning to Direct Selling to protect sound profit structures 
. and expand sales without big budget spending. 


Send today for a free copy of the 1959 edition of ‘The Quickest Way 
to National Sales’ and learn why this powerful nationwide distribution 
force adds volume fast, perils no part of present over-the-counter retail 
sales, can be tested virtually cost free. Just pin, paste or staple this 
ad to your letterhead and mail to: SPECIALTY SALESMAN MAGAZINE, 


Boxboard Containers—to comb the 
|}exposition hall and hotels where 


Room 812-1A, 307 N. Michigan Ave., Chicago 1, Ill. 


radio. Beginning in May, which is 
National Radio Month, the jingles 
will be heard on more than 1,900 
radio stations which are members 
of the National Assn. of Broadcast- 
ers. The jingles were created for 
NAB by Faillace Productions Inc., 


dio... Always in Tune with You.” 


e Radio Station WONE, Dayton, 
celebrated its 10th anniversary on 
March 20. 


e The American Management 
Assn.’s National Packaging Expo- 
sition, April 13-16, had its own 
daily publication, the Haywood 
Daily Show News. Haywood Pub- 
lishing Co. turned loose the entire 
editorial staffs of its three pack- 
aging publications—Packaging Pa- 
rade, Industrial Packaging and 


exhibitors and show-goers congre- 
gate for the news. 


e Southwest Advertising & Mar- 
keting will conduct registration of 
all NIAA members at the Interna- 


Life e ’s a br eeze. Especially when a night owl, his 


girl and Spring course along the City’s favorite strip. 


And his professional life? Easier now. 


Because he relies on SUPERIOR ENGRAVING... 


hard at work when he’s out on the town. 


For Superior Service, Superior Quality. . . 


call SUPERIOR now! 


215 WEST SUPERIOR STREET, 


CHICAGO'S FOREMOST PHOTOENGRAVING AND OFFSET PLATEMAKING PLANT [sueerier are 


CHICAGO 10, 


ILLINOIS 


au Be ae 


tional Petroleum Exposition in 
Tulsa May 14-23. A telephone will 
be available (Webster 2-2530) and 
listed with the telephone company 
information as National Industrial 
Advertisers Assn. 


e The Greater Philadelphia Mag- 
azine will observe half a century 
of continuous publication this fall. 


e Ways in which men’s apparel 
fashions are changing to keep pace 
with today’s changing world are 
highlighted in a 12-page supple- 


by the Chicago Tribune. 


e Department of New Laurels: 

The Kiwanis Magazine showed a 
linage increase of 33.2% for 1958 
over 1957. For the first four months 
of 1959, the magazine had a linage 
of 58.9% over the comparable pe- 
|ried of 1958. 

Esquire had a 7% gain in adver- 
tising pages for the first five 
months of 1959 as compared with 
the same period last year. Its cir- 


| the first quarter of 1959. 
| Gross billings of ABC Films Inc. 


ment published Monday, April 20, | 


FOOT -TAPPINE “MilS!( 
PM. WEEKDAYS 
WBAL RADIO 1090 


WBAL BALL—WBAL, Baltimore radio station, is using 30 outdoor boards 

like this in the Baltimore area. Idea for the board originated from a 

catch phrase used by a WBAL disc jockey: “I’ll bet I caught you 
tapping your foot to that one.” W. B. Doner & Co. is the agency. 


have increased 52% for the first 
quarter of 1959 over the same 1958 
period. 

The international editions of 
Time have reached a new high in 
advertising revenue. For the first 
quarter of 1959, the four editions 
(Canada, Latin America, Atlantic, 
Pacific) showed a gross ad revenue 
of $1,960,000, an increase of 9.5% 
over 1958’s first quarter total. 

Sports Illustrated’s advertising 
revenue for the first quarter of 
1959 shows an increase of 25% over 
the same period in 1958. 

Playboy’s circulation for the first 
{three months of 1959 averaged 
956,500, compared with 917,354 
average ABC-audited sales for the 
same period of 1958. + 


Ogilvy, Benson Names Two 

| Joan Chamberlain, copy super- 
| visor of Ogilvy, Benson & Mather, 
|New York, has been elected a vp. 
|She is the second woman to be 
|elected a vp by the agency. Ogil- 
|vy, Benson also has named Larry 
| Benedict, formerly with Donahue 


culation hit a peak of 850,000 for & Coe and Dancer-Fitzgerald-Sam- 


ple, to its account service depart- 
'ment. 


The 
VIC DIEHM 


HAZLETON 


WTAL 


DRAWER A 


Radio Stations 


PENNSYLVANIA'S ‘J ET N ET 
WAZL * WHLM * WHOL 


BLOOMSBURG 
24 County Coverage! Single Rate Card! 
Serving 3,000,300 Population . . . ! 


853,890 Homes! Write For Complete Data! 
PAUL H. RAYMER CO. 


AND IN FLORIDA 


Radio ie | 


Phone 2-1270 or 4-3345 
TALLAHASSEE, FLORIDA 


ALLENTOWN 


MAIN POST OFFICE 


SURERIOR MARKET DATA: 2.0 MV/M 0.5 M/VM 

COMPANY Coverage Coverage 
CALL PE EE oo slsGatc <0 2004055 121,000 250,000 
CO ee eee ee 28,600 63,180 
SCE eaa ee eee 27,456 60,653 
DAY po et ee ee eee 28,314 62,548 
N.S ee Tee ee $129,927,000 262,093,000 

Represented By The Meeker Co. 
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“Brand Names” Dealer Award-Winner says: 


‘IF YOU’VE SOLD HER... 
YOU’VE SOLD THEM’ 


_ 2 
Cog. a en 


Gloria Taylor (left) star Dodge dealer and owner of Taylor Motors, King William, category of the 11th Annual Competition, sponsored by the Brand Names Founda- 
Virginia, was awarded a Certificate of Distinction in the Automobile Dealer tion, Inc....the first woman to be selected, from thousands of entries! 
Gloria Taylor says: “One of the reasons I won a ‘Brand the Journal inspires confidence in women—it’s the number 
Names’ Dealer Award is—women! I’ve always noticed the one choice of advertisers-to-women. 


tremendous influence a woman has on the purchase of the 
family car. What’s more, a woman likes the fine things of 
life—so she'll choose quality every time. I find that a woman 
invariably prefers the better—more expensive—models. 


“Of course you have to approach a woman in a special 
way. You have to inspire her confidence. It takes an under- 
standing of women, I guess, but I see it happen every day— 
if the car’s been sold to her, it’s as good as sold to them.” 


Ladies’ Home Journal says: It’s because the Journal 
approaches women a special way that more women buy and ; . « 
read the Journal than any other magazine. And—because Efficient Miss Taylor heads a 20-man organization 


> ef 7 
Never underestimate the power of a woman... Ladies 
nor the power of the No. 1 magazine for women... Home 


NO. {J IN CIRCULATION x NO. {J IN NEWSSTAND SALES x NO. {J IN ADVERTISING 
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(sults, Mr. Wells said, is that sig-;The advertisers are Allied Radio 
nificant differences in the effec-|Corp., Brunswick-Balke-Collender 
tiveness of commercials are likely|Co., Paxton & Gallagher Co., Vic- 
to follow only after radical changes tor Adding Machine Co. and Union 
in the theme or presentation. # (Carbide Canada Ltd. The agencies 
are Donahue & Coe, New York, 
24 New Members Are Elected|and Pemberton, Freeman, Ben- 
‘to Audit Bureau of Circulations nett & Milne Ltd., Toronto. 
| Five advertisers, two agencies,| The dailies are the News, San 
seven daily newspapers, seven Leandro, Cal.; Kentucky New Era 
| weekly newspapers, two maga- Hopkinsville; News, Framingham, 
@ |zines and one business publication |Mass.; Daily Capital News and 


— ‘Reet he fee Pe Aeeeeeee 


be" 
The GUILTY ‘+ see © sear co tase 


om low Fe tee fee et ree 


in Audit Bureau of Circulations. | Daily Ranger, Glendive, Mont., and 


i a a a od | t-te le 


THE JUDGE —THE VERDICT IS UP TO YO! 
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rnorecrion THE COLUMBUS AUTOMOBILE OLALERS ASSOCIATION 
Case. ae - 2 ae _ 4 


JUDGMENT—This is sixth and last in 

a series of ads run by the Colum- 

bus Automobile Dealers Assn. 

warning the public against “un- 

scrupulous” automobile advertis- 
ing. 


Only Newsy TV Ads 
Can Sell Established 
Brands, Wells Says _ 


New York, April 14—When a 
name brand has been on the mar- 
ket for a considerable time and 
most consumers have already 
formed an opinion about it, a tele- 
vision commercial has to say some- 
thing really new, and say it ef- 
fectively, to produce a marked 
change in consumers’ predisposi- | 
tion to buy the product, according | 
to William D. Wells, head of the| 
methods development unit at Ben- 


Brands probably go through | 


something like a “life cycle” with 
respect to the effect of advertising | 
on them, Mr. Wells told the New | 


York chapter of the American 
Marketing Assn. 
“It may be that at the early 


stages of the cycle the effect of 
advertising is to inform and in- 
crease the readiness to buy,” he| 
explained, “while later the effect 
may be more of a holding action | 
to preserve what readiness to buy | 
there is and to keep the brand) 
name in consumers’ minds.” 


® Mr. Wells, who is also assistant 
professor of psychology at Rutgers 
University, based his conclusions 
upon the results of a series of ex-| 
periments including two conduct- 
ed five months apart, each involv- 
ing about 100 respondents. 

In order to measure the degree | 
of predisposition to buy, Mr. Wells | 
developed a readiness-to-buy scale 
involving 10 degrees of readiness. 

Mr. Wells and his staff showed 
tv commercials (via a movie pro- 
jector in a few designated homes) | 
to two groups, while another con-| 
trolled group did not see any 
commercials. There were two com- 
mercials for each of several prod- 
ucts shown, but each exposed | 
group saw only one commercial | 
on each brand. 

When the _ respondents rated | 
their readiness to buy the brands 
used in the experiments, there | 
was a significant difference be- 
tween those who saw no com- 
mercial and those who did see a. 
commercial for each brand. 

Further results of the experi- 
ment seem to indicate that “tech- 
niques appropriate for testing in- 
troductory commercials may be 
quite inappropriate for testing 
commercials designed to be run 
after a brand has come of age,” | 
Mr. Wells said. 
A final implication of the re-| 


Buyer’s Digest of new car facts for 1959,” 


and objectives of Ford’s decision. - 


|have been elected to membership | Post-Tribune, Jefferson City, Mo.;| 


This 36-page advertisement, entitled “Ford’s 


provide readers with interesting and useful ideas 
about the operation and care of automobiles, 
as well as details and prices of all Ford models. 


It will also prove of interest to anyone con- 
nected with advertising—corporation manage- 
ment, agency executives and media experts. 


Ford’s decision to use Reader’s Digest exclu- 
sively was reached only after the most careful 
study. Executives faced with similar promotion 
problems may benefit by knowing the background 


Why the Ford Motor Company developed this 
| unusual advertisement and chose the Reader’s Di- 
gest to carry it is explained by Mr. Lee A. Lacocca, 


Lewistown, Mont. The 
magazines are Desert Magazine 
and Hi-Fi Music at Home, and 
Screen Process is the business 
publication. 


News, 


| Stetson Joins Ipsen 

Richard A. Stetson has been} 
named advertising manager of Ip-| 
sen Industries, Rockford, IIL, 
manufacturer of heat treating fur- 
/naces and related equipment. He 
formerly was manager of adver-| 
tising and sales promotion of the} 


Advertising Age, April 20, 1959 
Ingersoll Kalamazoo division of 
Borg-Warner Corp. 


Beique Named Pesco Ad Chief 

M. A. Beique, formerly plan- 
ning manager of Borg-Warner 
Corp.’s Pesco products division, 
Bedford, O., has been appointed ad 
manager of the division. The new 
assistant ad manager is Lester J. 
Elgin, who has been publications 
and provisioning manager at Pes- 
co since 1950. 


One of the most 
unusual advertisements 


me ever published! 


Why Ford chose Reader’s Digest to present this 
36-page message to millions more motorists. 


will 


“Acceptance of this 


Pa 


Car Marketing Manager for the Ford Division: 
“Buying a new car is one of the truly important 
decisions made by an individual or a family. 


“To help people make the soundest decision and 
get the most value in a new car purchase, we pre- 
pared Ford’s Buyer’s Digest, a 96-page book. 


book was so gratifying that 


we decided to make this new version available to 
still more millions. We sought thorough reader- 
ship and an atmosphere of reader confidence. We 
wanted a convenient size and permanent form that 
would encourage repeat use and long life. After 
considering all the facts, we chose Reader’s Digest.” 


* ok 


The objectives sought by Ford can be met, through 
Reader’s Digest, by any advertiser of a quality 
product or service. Your message will reach: 
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Advertising Age, April 20, 1959 1 
Alexandra de Markoff Buys and Countess Isserlyn brands will : both houses and, despite the ap-)a book without their buying a tick- 
Anatole Robbins Line ai be continued and a new agency ap- Books Displace parent competition for movie goers’ et. “This we're delighted to do,” 
Alexandra de Markoff Sales | Pointed has not been announced. Popcorn in Lobbies attention, book sales are getting Mr. Levin adds. 

‘di better all the time, according to) 
Corp., wholly owned subsidiary of ° : : cad ; 
Charles of the Ritz Inc., New York, Nabisco Boosts Romanet of Art Film Houses Irving M. Levin, divisional direc-| © wpe has virtually been 
has purchased the cosmetics line of | National Biscuit Co., New York, ; _ | tor of San Francisco Theaters, op- pew off the counter. But Mr. 
Anatole Robbins Inc., Hollywood,|has appointed Ray L. Romanet| SAN FRANCISCO, April 14—Movies | erator of the theaters. evin remains so _ enthusiastic 


and its subsidiary line of Countess | merchandising manager for its bis- and books—sometimes considered | About 300 titles, selling for $1 about the paperbacks that he 
Isserlyn cosmetics. The Robbins |cuit division, succeeding Howard |Competing entertainment forms— apiece, are carried at the Vogue, placed an ad in a special paperback 
company has had no agency for the | W. Wilson, recently named director | Te hitting it off famously in two) and 500 titles from 25¢ to $1 are supplement put out by the San 
past few months. Rockmore Co.,|of marketing. He has been with | San Francisco art theaters, the) available at the Balboa. Mr. Levin Francisco Chronicle to announce 


New York, handles the de Markoff | the company since 1933, serving as Balboa and the Vogue. ‘reports the popularity of the racks that the Balboa and Vogue carry 
and Ritz accounts. ‘general products manager since| Paperback books are being pur- has been causing many people to| paperbacks. ; 
Whether the Anatole Robbins | 1955. veyed in racks in the lobbies of inquire if the theater can sell them Just how long this happy co- 


yee |existence survives, however, may 
be another story. Mr. Levin admits 
he dreads the time when customers 
waiting in line for tickets may be- 
come so engrossed in their book 
|purchases that they abandon the 
idea of seeing the movie, # 
| 
| 
Burnett Promotes Starr to 
Account Planning VP 
Henry Starr has been appointed 
to the newly created post of vp- 
account planning 
at Leo Burnett 
Co., Chicago, and 
named to the 
agency’s plans 
board. He joined 
Burnett in 1949, 
was named mar- 
keting supervisor 
in 1954 and pro- 
| moted to vp last 
year. Prior to 
Henry Starr joining the agen- 
cy, he was with 
the Psychological Corp. and the re- 
|search department of Erwin, 
| Wasey & Co., New York. 


jsement prepared 
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i dvert 
A special @ 
for Reader's Digest — 
handy detachable form 
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| McCulloch Unit Names C-M 

| The Marine Products division of 
McCulloch Corp., Minneapolis, 
maker of Scott outboard motors, 
|has appointed Campbell-Mithun, 
Minneapolis, to handle its adver- 
|tising, effective June 30. Batten, 
| Barton, Durstine & Osborn cur- 
|rently handles the account. 


| Names Stapleton Exec VP 

| Lawrence V. Stapleton, vp, gen- 
‘eral manager and director of mar- 
keting for Lippincott & Margulies, 
| New York, industria] designer, has 
| been promoted to exec vp. Prior to 
joining Lippincott & Margulies, Mr. 
| Stapleton was general manager of 
Grant Advertising. 


* if 


who are thinking 
any new car 


ior people 
’ buying 


y-sav ing, facts and 
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elpful m h subjects as: 


ures on suc 
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e truth 
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E te Or and many, 


1. The largest proven audience that can be In the light of these advantages, you may wish 
bought. It is larger than the audience of any other to strengthen your 1959 ad ve rtising program by Sven wie ees ee 
magazine; of any newspaper or supplement; of the including the Reader’s Digest. You will address advertising, promotion or 
average nighttime network television program. the best audience in America. It 1s an intelligent, publicity... 
prosperous, responsive audience whose enthusiasm if you appreciate the advan- 


2. The largest quality audience that can be found. 

» The Digest has more readers in every income group 

than any other magazine. And the higher the 

income group, the greater the Digest’s share of 
the audience. 


for a product can assure its success. pr of using highest quality 
° : . Pp owos... 
And you can reach this audience for $2.91 per 


thousand paid circulation—an economical and ef- 
fective way of selling to the best part of America. 


and still like a good deal on 
price 


if you need prints right now 
ae when you need them... 

3. Discrimination in the advertising accepted. beat 

sj i j 1 ale you, sir, are a natural to do 
Phe Digest alone of major media accepts no alco- 


ae a a ~— 
and People have faith in business with QPC 
holic beverages, no cigarettes or tobacco, and no 


patent medicines. It accepts only advertising that i . oniiiiicasuntesdianamaaaaal 
meets the highest standards of reliability. ea CTS 1ges & (or phous, it's quicker) 


4, Belief in what the magazine publishes. People 
have faith in the Digest, in its editorial and Largest magazine circulation in the U.S. 


advertising pages. Over 11,750,000 copies bought monthly. | — PHOTO CO 


119 W. Hubbard St., Chicago 10, Ill, 
SUperior 7-8288 
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Sales volume grows vigorously when you gain 
the attention of the millions of heavy-spending 
consumers who make First 3 Markets Group 
magazines their regular weekly reading habit. 

By concentrating a sizeable part of your ad- 
vertising effort on the FIRST 3 markets of New 
York, Chicago and Philadelphia— markets which 
account for about 1/6 of Drug sales, 1/5 of Food 


Se 


THE GROUP WITH THE SUNDAY PUNCH 


ROTOGRAVURE ¢ COLORGRAVURE 


New York 17, N.Y., News Building, 220 East 42nd Street, MUrray Hill 7-4894 » CHICAGO 11, Ill., Tribune Tower, SUperior 7-0043 « SAW FRANCISCO 4, Calif, 155 Montgomery Street, GArtield 1-7946 » Los ANGELES 5, Calif 


Or eens, 


How to open eyes by the millions! 


sales, 1/5 of Furniture & Furnishings sales, and 
more than 1/4 of total U.S. Apparel sales— you 
can open eyes and stimulate sales by the millions 
at low FIRST 3 rates. 

In these outstanding urban sales centers the 
family coverage of General Magazines, Syndi- 
cated Sunday Supplements, Radio and TV thins 


Se We ees 
cron saan geen, Sadee Fig Bee pe eee Wert 


Chicago Sunday Tribune Magazine 


“ys hae Sl Sold é ota 
praca Ca, eae OS TS ne i le DSH Sie 
ROE SY “gmt a) De oe a 


ae 


out. Only FIRST 3 MARKETS GROUP deliv- 
ers a saturating 62°7%, family coverage of these 
3 huge city and suburban markets where 18°% 
of total U.S. Retail sales are made. To make 
your advertising sell more where more is sold... 
it’s FIRST 3 FIRST' 

Circulation nearly 6,000,000. 


New York Sunday News Coloroto Magazine 


Philadelphia Sunday Inquirer ‘Today’ Magazine 


. 3460 Wilshire Boulevard, DUnkirk 5-3557 
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Reveal Time-Table .. . 


Census Speed-Up 
Means New Data 
Due by Fall 


Added Facilities, Latest 
Electronic Equipment 
Hike Output 


By Howard C. Grieves 
Assistant Director, Bureau of the 
Census 


In the language of industry, the 
“order books” of the Census Bu- 
reau are booked solid for the next 
several years. New benchmark cen- 
suses are under way, covering the 
whole statistical “spectrum” from 
business, manufacturing and min- 
eral industries to agriculture, pop- 
ulation and housing. By late this 
year, the bureau will begin pub- 
lishing a continuing flow of new 
information which will provide an 
immense amount of factual data 
indispensable for marketing peo- 
ple as they look ahead to the 1960s. 

To handle this vast job and to 


The list of 
Available Market Data 
begins on Page 79 
and goes to Page 153. 

Use the coupons 
for requesting data. 


publish the results while they are 
still fresh, the bureau is using new 
kinds of electronic equipment, and 
|it has opened major new facilities 
at Jeffersonville, Ind., and Parsons, 
Kan. Assuming that the machines 
and staff perform 
according to ex- 
pectation, users 
can expect the 
first deliveries of 
this new statisti- 
cal product late 
this summer or 
early fall. 

The bureau is 
directing its 
greatest initial 
efforts toward 
production of the 
|'new models of the Business, Manu- 
\factures and Mineral Industries 


| (Continued on Page 78) 


H. C. Grieves 


Easy Reference... 


12th Annual Listing of Available 
Market Data Offered to ‘AA’ Readers 


Here’s How to Use It— 
1,500 Published Pieces 
Described, Classified 


ADVERTISING AGE presents, in the 
following pages, its 12th annual de- 
scriptive list of the available mar- 
ket data issued by media, trade 
associations and other groups, so 
that marketing and advertising ex- 
ecutives may look over the whole 
field of published data to deter- 
mine exactly which data might 
currently be of interest to them. 

The material presented here has 
been numbered, and ADVERTISING 
AGE will be glad to handle requests 
for various items from readers, to 
simplify the problem of obtaining 
desired information. 


# Throughout the pages of this 
section there are coupons, which 
can be filled out and returned to 
ADVERTISING AGE, indicating which 
pieces of market data listed in 
these pages are desired. ADVERTIS- 
ING AGE will undertake to forward 
all requests for data to the pub- 
lishers of each piece. Fulfilment of 
these requests, however, rests in 
the hands of the individual pub- 
lishers of the data, who undertake 
to handle all reasonable requests, 
within the limitations of supply or 
other conditions which cannot be 
foreseen. 


Covers Eight Market Types 
Most of the material listed in 
this section is available without 


| charge, but not all of it. In cases 
where a charge is made, that in- 
formation, plus the amount of the 
charge, is included in the listing. 
When requesting data for which a 
charge is made, do not send any 
money to ADVERTISING AGE. Bills 
for such material will be sent to 
the inquirer by the publisher of 
the data when he forwards the re- 
quested data to the inquirer. 


ws For ease of reference, the com- 
pilation is presented in eight sec- 
tions: 

1. National Markets, embracing 
all data which covers the nation 
geographically. 

2. Farm Markets, covering the 
farm field specifically. 
| 3. Regional and Local Markets, 
| which embraces data covering a 
particular region or locality. 

4. Distribution Markets, which 
covers data relating principally to 
retailing and wholesaling opera- 
tions. 

5. Industrial Markets, covering 
primarily the capital goods indus- 
tries (including building and con- 
struction), rather than general 
consumer markets. 

6. Professional Markets, cover- 
ing the various professions as mar- 
kets. 

7. Canadian Market, which cov- 
ers all Canadian material. 

8. International Markets, which 
covers material dealing with for- 
eign and export publications. 

Regional and local data is fur- 
ther classified by state, but not by 

(Continued on Page 79) 


Exports, Imports Keeping Pace... 


Rising U.S. Living Standard to 
Mean World Trade Boom: Johnson 


We’re Living Four Times Better than in 1930, 
Says JWT Economist; Effects Being Felt Abroad 


By Arno 


| 
H. Johnson | 


Vice-President and Senior Economist 
J. Walter Thompson Co., New York 


Advances in productivity, edu- ) tential increases in these standards 


eation, standard of living and 
the science of marketing and ad- 
vertising are spreading rapidly 
throughout the free world. This 
can mean a boom in world trade 
and travel over the next decade. 

The potential growth alone of 
the United States market to a $700 
billion production economy (com- 
pared with $437.7 billion in 1958), 
along with a potential expansion of 
over 50% in total standard of liv- 
ing in the United States by 1969 
can have an important impact on 
trade and travel throughout the 
whole free world. And joint en- 
couragement of higher living 
standards in the other nations of 
the world will increase the oppor- 
tunity for trade. 


World Productivity and 
Education Increasing 

It is improvement in the stand- 
ard of living that makes markets— 
both domestically and internation- 
ally. The growth of world trade 
as well as travel is closely related 
to rising living standards. And po- 


in turn are related closely to pro- | 

| ductivity and improvements in the | 
| level of education. In most of the 
nations where freedom of initia- | 
tive is allowed, there is today | 
growing evidence of rapidly in-| 
creasing productivity and rising 
levels of education of the masses 
of population, which should en- 
courage substantial increases in 
trade and travel over the next dec- 
ade. 


# In the last 28 years from 1930 
to 1958, for example, the growth 
of U.S. world trade has paralleled 
closely the rise in our own stand- 
ard of living. As shown in Chart 
1, the standard of living in the 
| United States in 1958, as meas- 
| ured by personal consumption ex- 
| penditures, was over four times the 
1/1930 level. So, also, in the same 

period of time, U.S. exports of 
| merchandise grew 4% times and 
| imports of merchandise grew over 
|four times. These were all in ac- 

tual dollars not corrected for in- 
| flation, but relationships of growth 


] 


Growth of U.S. World Trade 
Parallels Rise in Living Standard 


PERSONAL USEXPORTS US IMPORTS 
CONSUMPTION (MERCHANDISE (MERCHANDISE ) 
EXPENDITURES EXCLUDING AID 
STANDARD 
one OF LIVING) 
1930 DOLLARS « 100 
429 
409 413 


( BiuLLION) TOTAL OC DOLLARS IN 1930 i 

$71.0 Personal Consumption Expenditures 
$3.8 Exports Value / 
$3.1 Imports Value : 


1930 - 100 100 


2B YEAR 
GROWTH 
IN DOLLARS 


1958 


1958 1958 


value $290.6 bition $16.3bition $12.8 bition 


The Standard of Living in the United States as measured by Total 
Personal Consumption Expenditures has had a Mayor Impact on 
World Trade in 28 years, 1930-1958 Trade Growth peralieled 


increase in Living Standards 


Gd, <2 reap 


FORESEES GROWTH—Arno Johnson, 
who successfully predicted both the 
postwar boom and the recent re- 
cession, now says that Americans 
will live 50% better ten years from 
now, if the economy’s present rate 
of growth continues. For the 12th 


consecutive year, Mr. Johnson's 

analysis-forecast highlights Ad- 

vertising Age’s annual market data 
issue. 


in standard of living and growth 
in trade would be similar in con- 
stant dollars. 

This parallel] rise in the standard 
of living and world trade of the 
United States has had an impor- 
tant impact on living standards and 
trade of other major countries in 
the world. With an increase in liv- 
ing standards, the United States 
increased even more rapidly as a 
market for the goods of other 
countries. Now there is an oppor- 
tunity for a further rapid surge 
/upward in consumption in the 
| United States which can greatly 
broaden this area as a market. 


Spending Can Rise 51% by ‘69 
These changes in the standard 
|of living in the United States will 
| have an important impact on total 
world trade and travel. 
| In ten years—by 1969—produc- 
tive ability in the United States 
should grow to more than $700 
| billion as a minimum. To support 
| this level of production will re- 
quire a 51% expansion in the con- 
sumer market in the United States 
—from personal consumption ex- 
penditures of $288 billion (second 
/quarter 1958) to $435 billion by 
1969. 


s $700 billion by 1969 is a con- 
servative measure of our produc- 
tive ability since it allows for an 
increase of only 1.7% per year 
in population plus a gain of 2% 
| per year in per capita productivity 
—well below the rate we have 
demonstrated since prewar years. 
Actually, in the 17 years between 
1940 and 1957, total physical pro- 
duction per capita (in terms of 
constant dollars) increased by 52% 
or about 2%% per year, In fact, 
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$62 BILLION FOREIGN TRAVEL MARKET 
POSSIBLE IN 10 YEARS 


OPPORTUNITY FOR 907 FURTHER GROWTH 


3 


63% 1N 1950-1958 


DISCRETIONARY SPENDING POWER GROWTH 
HOW EDUCATION EXPANDS FAMILY INCOME 


Family Total Money Income- Median 1956 
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WITH A $700 BILLION ECONOMY POSSIBLE 1969 Potential IN 10 YEARS 
IN 1909 FOREIGN TRAVEL EXPENDITURES 16.5 Bmon =. By Education of Head of Family 
BY US RESIDENTS SHOULD EXPAND Pe) a oPPORTUNTY 8198 
ON 
THREE-FOLD OVER 1958 CONCEPT OF STANDARD OF UVING po TOTAL 
FOR BASIC LIVING ITEMS +. = ‘410 ishosAme 
1964 ro 
‘405 
SCRE TIONARY 
3076 FL oven 1958 MEDIAN AVERAGE (MLOME 
« * au banenrts 64 TR) 
POA 2077 
$2.15 Biuhon - . 
Patt r 
$1.02 Bilin 4203 Oran” 
vin . 167.2 ad APTA LIN 
1O EGuas N21 4 TANOAR 
Amin yaa 
1950 1958 1969 L140) 1956 ora 2 1964 1969 
' ‘ . " £55 THAN a 3 4 1-3 4 5 OR MORE 
Se AVON = 151.7 173.8 1930 2090 “BYERS YEAR YEARS YEARS YEARS YEARS YEARS 
OVERSEAS 676,000 1,500,000 4.500000 adn ELEMENTARY HIGH COLLEGE 
WVALERs 1028 1237 1250 1250 SCHOOL CHOOL 
nies ot : 
the Rockefeller Brothers Fund re- This covers total travel, domestic , posable income after taxes to 46% |constant dollars—at June, 1958, These changes point: to in- 
: port of April 1958, set as a desir- and foreign. A similar chart on/|in 1958, and by 1969 its share of prices—have increased since pre- creased sales opportunities for 
e able goal for 1967 a total produc- foreign travel alone would show an the greatly increased income could war as a share of total personal those in the food industry who 
tion of $707 billion, with personal |even more rapid increase in po-| grow to 57%! consumption expenditures. At the are aggressive, imaginative and 


aie consumption at $431 billion in 1957 
prices. So $700 billion for 1969 
(two years later and in 1958 
prices) should be looked upon as 
a minimum level for long-range 
planning. 

This potential increase of over 
50% in total standard of living in 
the United States will mean a far 
greater increase in the total travel | 
market. In terms of foreign travel, 
for example, it points to a possible 
threefold expansion to over $6.5) 
billion by 1969. See Chart 2. 


Foreign Travel Can Triple 
to $6.5 Billion by 1969 

Foreign travel potential can be 
expected to grow about four times | 
as rapidly as the total standard of 
living. In the last eight years, for 
example, while our real standard 
of living grew 25% (total 1950 
and 1958 personal consumption 
expenditures in terms of constant 
dollars with price inflation re- 
moved), the actual number of 
U. S. overseas travellers increased 
122%—or over four times as fast. 

With a further increase of over 
50% in our standard of living by 
1969, millions of families will move 
into income groups where they 
could well afford foreign travel if 
they desired to do so. On the basis 
of 1950-58 experience this further 
growth in standard of living con- 
servatively could’ increase the | 
number of overseas. travellers 
threefold—to over 4,500,000 com- 
pared with the 1,500,000 in 1958. 
Even without any increase in aver- 
age expenditure per traveller that 
would mean an expansion of the 
foreign travel expenditures to over 
$6.5 billion. 

The impact on the free world 
economy of a growth to $6.5 billion 
of foreign travel by United States | 
residents can hardly be overem- 
phasized, These 6.5 billion “scen- 
ery dollars’ would represent the | 
purchasing power equivalent of 
over 50% of the total U. S. mer- 
chandise imports in 1958 or of, 
about 40% of the value of 


the | 
total U. S. merchandise exports in 
1958. 


2s A government survey, released 
in 1956, shows how travel expendi- 
tures in 1950 varied by families in 
different income groups. This cov- 
ers all travel outside of home city, 
excluding auto expenses. It showed 
that in 1950, once family income 
got above $4,000, expenses for 
travel stepped up very rapidly, 


| 


with families in the income group | 
above $7,500 spending 4% times as | spending power just since 1950 has | tion expenditures. 
much as the average family. ' 


tential as families move up in in- 
come group. 

In 1950 there were only 6,400,000 
families with incomes above $5,- 
000. By 1956 families with over 
$5,000 remaining after taxes had 
grown to more than double that 
number to 14,600,000. By 1960 the 
number in this group is expected 
to be 22,800,000 or 56% greater 
than in 1956. And as we approach 
a $700 billion level of production 
in the next ten years—by 1969— 
there will be further mass move- 
ments of families into incomes 
above $5,000. 


® These millions of families mov- 
ing up into incomes above $5,000 
could greatly expand the total 
travel market if they were to take 
on the same ideas, desires, 
habits of travel that 
similar income groups 


existed in 
in 1950. 


This won't happen automatically | 


since people moving up from low- 
er income groups have to be edu- 
cated to the advantages of travel, 
particularly foreign travel, through 
advertising and selling. 

However, the potential for for- 
eign travel has been greatly ex- 
panded in the last few years and 
cah be tapped by lower fares, the 
pay-later plan, and aggressive pro- 
motion. And this broadening of 
travel will stimulate trade and 
higher levels of living here and 
abroad. 


Discretionary Spending Power 
Can Rise 90% in Ten Years 

An important factor in changing 
and expanding the trade and trav- 
el potential is the rapid growth in 
discretionary spending power of 
the United States population re- 
sulting from increased productivity 
per capita. See Chart 3. 

This chart shows that discretion- 
ary spending power grew 63°% be- 
tween 1950 and 1958. It could grow 
another 90% to an impressive total 
of about $267 billion by 1969 if we 
reach our minimum production 
opportunity of $700 billion and 
succeed in keeping consumer prices 
reasonably near the present range 
with an index not over 125. 

Discretionary spending power is 
defined here as the surplus spend- 
ing power over and above what 
would be required to supply the 
same per capita standard of living 
for the basic necessities of food, 
clothing, and shelter as equivalent 
to the 1950 actual standard of liv- 
ing after taking into account 
present prices. The discretionary 


increased from 42% 


of total dis- | 


# That means that families mov- 
ing up to better income groups 
could take on the greater physical 
consumption of services such as 
travel, for example, that was found 
before the war in similar income 
groups if they desired. The addi- 
tional purchasing power is there 
even with higher prices, but the in- 
terest and desire has to be created. 
| This growth in discretionary 
spending power and movement 
upward in income groups through 
increased productivity can make 
possible a rapid surge upward in 
{our standard of living as people 
fare educated through advertising 
to take on the different concepts 
and consumption patterns of the 


and | 


better income groups. 
s Only a third of the 50% in- 
crease in personal consumption 


we need in the next ten years, in 
the United States, can come about 
through growth in population. The 
other two-thirds must come about 
through a change in the basic 
standard of living of our popula- 
tion, which means the building of 
new concepts—an upgrading of 
diets, new concepts of what to do 
with leisure time, new concepts 
of housing and home life, new 
concepts of health, education, re- 
ligious activities and all the things 
we count advances in living 
standards. 

This means not just the materi- 
al things that so often are con- 
sidered the measurement of liv- 
ing standards—the automobile, 
electrical equipment and _ other 
durable consumer goods that rep- 
resent only 13% of the total con- 
sumer purchases—but it means 
improved health, recreation, trav- 
el, conveniences and services, also 

The food market, in particular, 
can expand rapidly with the 
growth of our economy through 
improved products and upgraded 
diets. 


as 


Food Sales Can Soar 60% 
to $115 Billion by 1969 

Food sales to consumers should 
expand by over 60% within the 
next ten years—from the present 
| level of about $72 billion to over 
{$115 billion by 1969—in order to 
| keep up with the potential expan- 
sion in our standard of living dur- 
| ing this next decade. 


® This potential market for food 
would exist if food products con- 
tinued their postwar trend in 
share of total personal consump- 


Food expenditures in terms of 


low point of the depression, in 
1933, food represented 23.5% of 
the standard of living as measured 
by total personal consumption ex- 
penditures. In the immediate pre- 
war years—1939 and 1940—food 
represented 23.3%. By postwar 
1950 the food share had increased 
to 24.3% and in 1958 it was 25%._| 
So, with improved packaging and 
processing, with improved and 
more convenient food products, 
and with a continued upgrading 
of the diet to better quality and 
more protective foods the share 
consumers are willing to devote 
to food products could increase 
further. 


® Now there are changes and pres- 
sures in our economy that point 
to opportunities for a rapid surge 
upward in our standard of living 
over the next ten years. These 
changes can expand substantially | 
|the market for the food products 
lof quality and convenience tl.at 


represent an upgrading of the 
American diet. 

Our increased population will 
be characterized by a_ rapidly 


changing composition in terms of 
jeducation, income, discretionary 
spending power, age distribution, 
family structure and place of liv- 
ing. These probable changes may 
influence substantially the diets, 
food requirements and purchasing 
habits of our civilian population. 


PRESSURE FOR NEW HOMES-AND REMODELING 
50? Of Our Dwelling Units Are Over 30 Years Old 


TOTAL DWELLING UNITS IN 1959 


57,500,000 


|survey of the U. S. Department 


creative in their marketing, mer- 
chandising and advertising, and 
who can adjust to, and take ad- 
vantage of, the trends and chang- 
es in consumer desires and dis- 
tribution. 


® Even with the recent trend in 
the share of the consumer dollar 
given to food, the total food mar- 
ket ten years from now could be 
60% greater than now. But an 
analysis of the food consumption 
habits of families in different in- 
come groups will show that the 
opportunities for expansion of the 
total food market could exceed 
60%. The spread between food ex- 
penditures per family in the 
present average income family 
and food expenditures in the bet- 
ter levels of income is consider- 
ably greater than 60%. 


s Mar, examples of how move- 
mit upward in income groups 
can expand the potential market 
for food products are shown by the 
1955 household food consumption 
of Agriculture. Expenditures per 
non-farm household for cheese. 
poultry, and eggs, for example, 
were far greater in families with 
over $5,000 income than in fami- 
lies with under $5,000 yearly in- 
come. Even between 1955 and 
1958 the number of families (con- 
sumer spending units) moving up 


ESTIMATED 
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13,500,000 


10 TO 30 YEARS OLO 
BUILT 1930 TO 1949 


OVER 30 YEARS OLD 
BUILT WV OR EARLIER 


WER 40 YEARS Ot 
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13 MILLION MORE FAMILIES NEED 2° CAR 
17 MILLION HAVE NO CAR- 


30 MILLION ADDITIONAL CAR DEMAND POTENTIAL 


TOTAL SPENDING UNITS - 56.9 mui 
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to incomes above $5,000 exceeded | 
7,000,000. This indicates how ra-| 


the market for non-material and 
cultural items is the fact that be- 


pidly the market potential could| tween 1947 and 1957 consumer ex- 


expand with movements in in-| 
come group if those moving up 
were educated to desire the kind, 
of consumption pattern actually 
shown by those with above $5,- 
000 incomes in 1955. 


s Even in consumption of com- 
mercial bakery products in 1955 
there was a wide spread between | 
income groups in per capita con- 
sumption of such items as rolls, 
specialty breads, sweet goods and 
cakes. 

So a major area in our oppor- 
tunity for an expanding standard 
of living over the next ten years 
lies in changes in the food and 
diet habits of the population as 
people move up in productivity 
and incomes. 


# A greatly increased interest in 
health and personal care has been 
a characteristic of our improving 
living standards over the last ten 
years. 

As compared with a 72% in- 
crease in total personal consump- 
tion expenditures between 1947 
and 1957, the items of drug store 
prescription sales, life insurance, 
hospital expenditures, and insur- 
ance of medical care and hospital- 


ization have increased much more | quite a 


penditures for foreign travel ex- 
|panded 191%, for private educa- 
tion 116% for magazine and 
newspaper ‘reading 75%, for tv, 
radio, records and musical instru- 


|ments 132%, and for religious and 
| welfare 


activities 78%—all of 
these above the general average 
increase of 72%. Church member- 
ship in numbers of members, for 
example, increased 38% or twice 
as rapidly as the population in- 
crease of 19%. 


Raised Education Level 
Points to New Markets 

By July, 1959, the number of 
adults (over 20) with a full high 
school education in the United 
States will be over five times as 
great as in 1950 and 110% great- 
er even than in 1940. A popula- 
tion containing nearly 49,000,000 
adult high school graduates is 
quite different in travel interests 
or interests in imported products 
from a population with 23,000,000 
adult graduates as in 1940 or from 
a population with about 4,500,000 
graduates—a condition that ex- 
isted shortly after World War I, 
in 1920. 

This means that, today, we have 
different population 


rapidly. Expenditures for personal terms of education level than we 
care services doubled in the ten | had before the war and that this 


years. 


|change can have a significant in- 


Also indicative of how a rising | fluence on living and reading hab- 
standard of living rapidly expands|its and cultural interests as well 


in| 


ured by earning power. 

A Census Bureau analysis of 
family income in 1956 related to 
the education of the head of the 
family indicated that education 
is an important factor in Ameri- 
ca’s increased productive ability— 
since, by and large, income re- | 
ceived must bear some relation-| 


|}work regularly, 


(as on productive ability as meas-; This offers a huge pool of oppor- standard of living is improvement 


tunity for expansion of produc- 
tion and sales. 


® Analysis of automobile use by 
single-car owners indicates that 
there are 19,000,000 who drive to 
but not all of 
these leave another qualified driv- 
er at home. Taking the conserva- 


|ship to one’s contribution in total|tive figure of homes with more 


| production. On the average the|than one driver, 
|family income in 1956 stepped up| 
with each step up in level of edu- | homes 


cation. See Chart 4. 


® Families headed by those with 
four years of high school enjoyed 
incomes 83% higher than families 
| headed by a person with less than 
eight years of elementary school. 
And families where the head re- 
ceived five or more years of col- 
|lege training had incomes aver- 
aging 50% above the high school 
graduate. 

It is estimated that, by 1970, 
the number of college graduates 
| will total over 10,800,000 or 7.3% 
of the U. S. population over 20 
years old—an increase of 34% in 
ten years from 1960. 

The total number of high school 
graduates, 15 years and over, will 
total over 70,300,000, or 48% of 
|the population over 15—an_ in- 
crease of 36% in ten years. 

With the very rapid movement 
of our population into education- 
al levels of high school graduates 
and above, we should anticipate 
even more rapid increases in pro- 
ductive ability and in the ability 
to upgrade our standard of living 
to provide rapidly expanding mar- 
kets. 

In like manner the trend to wide 
expansion in education in other 
countries suggests an added stim- 
ulus to production, with accelera- 
tion in improving living standards 
and the potential of increased | 
|consumption and increased world | 
| trade. 


Latent Demand Is for 
30,000,000 Additional Cars 


Even though we have about 59,- 
000,000 passenger cars registered 
in 1959 the automobile market is 


ditional cars would be needed to 
meet fully today’s latent poten- 
tial demand. See Chart 5. 


sumer spending units) today about | 
17,000,000 have no car. An addi- 
tional 13,000,000 families who own 
a single car need a second car 
because their single car is driven 
to work every working day, leav- 
ing other licensed car drivers in 
the family stranded without auto- 
motive facilities. That totals a de- 
mand potential of 30,000,000 addi- 
tional cars based on latent need. 


IN 10 YEARS 
46% INCREASE IN FAMILIES WITH 


RAPID GROWTH IN HOUSEHOLDS PROBABLE 
AFTER 1960 
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NOW 60% OF ALL FAMILIES HAVE RELATED CHILOREN 


TWO OR MORE CHILDREN 


NUMBER OF FAMILIES * 

WITH 2 OR MORE OWN CHILDREN 
UNDER 18 YEARS OF AGE 

AT HOME 


16.4 Mithon Famies 


V1.2 Mion § 


1948 (ave 
37,237,000 


1958 (wae 
43,714,000 


far from saturated. 30,000,000 ad-| 


Of the 57,000,000 families (con- | 


*46% 


however, this 
means that, in at least 13,000,000 
of regularly employed 


workers, the housewife is left at 
home immobilized when the hus- 
band takes the car to work. Yet 
she can drive a car and usually 
has daily need for a car. 

Study of this prime two-car po- 
tential market shows that 10,000,- 
000 or 77% of these 13,000,000 
who urgently need a second car 
are in the upper half of incomes— 
that is, over $4,000 per year— 
where the discretionary income 
and ability to purchase is high. 
See Chart 5. 


® Assuming a minimum of 4,500,- 
000 annual replacement need, plus 
900,000 or 5% of the present 17,- 
000,000 mnon-owners becoming 
owners in any year, plus 500,000 
car owners added through new 
family formations, and assuming 
the opportunity to convert an- 
nually at least 10% of the 13,- 


car, 
tential of over 7,000,000 cars: 

4,500,000 replacement. 

900,000 additional from 
owners. 

500,000 additional from 
family formations. 

1,300,000 additional from 

two-car families. 

7,200,000 annual potential. 

To cash in on this expanded po- 
|tential will require aggressive ad- 
vertising and _ selling, because 
| present habits and desires in rela- 
tion to car ownership need to be 
changed. There is a “habit lag” in 
car ownership and _ particularly 
in recognition of the need for the 
second car, 

Total consumer purchasing 
power has never been at a higher 
level. With disposable income, af- 
ter taxes, estimated at a level of 
$325 billion, in May, 1959, pur- 
|chasing power is 18% above 1955. 
|\Even after adjustment for price 
changes in terms of 1958 prices 
the total real purchasing power is 
| $29 billion or nearly 10% over the 
adjusted level of $296 billion for 
1955—a year when over 7,000,000 
passenger cars were sold! The 
poor automotive showing of 1958 
could hardly be attributed to lack 
of purchasing power! 


non- 


new 


new 


| 


Pressure Rises for New Homes 
An important part of a rising 
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000,000 who really need a second | 
we have a total annual po-| 


in housing and in living condi- 
tions. As the population moves up- 
ward in education and income with 
increased leisure and increased 
health interests the housing built 
| for a previous generation becomes 
less adequate. 

50% of the 57,500,000 dwellings 
in the United States were built 
over 30 years ago—in 1929 or ear- 
lier. 35% are over 40 years old. 
Thus over half our homes were 
built for a very different type of 
family. A high proportion of our 
families then were in very low in- 
come groups of under $20 per 
week, Over 90% were of a grade 
school level of education. There 
were few passenger cars, hence 
no need for garages. There were 
few home appliances, little radio 
and no television. See Chart 6. 

Only 24% of our dwellings have 
been built within the last ten 
years and many of these were not 
built for the types of families we 
now have—families with more 
children and families with the de- 
sire for more room, play space, 
bathing facilities, gardening facil- 
ities and the way of life asso- 
ciated with better incomes. 

This is developing added pres- 
sures for new home construction 
and remodeling. And the total 
number of households can be ex- 
pected to increase more rapidly 


after 1960. 


Population, 177,000,000 

Along with a rapidly rising 
standard of living we have the 
|added stimulus of a bulge in pop- 
| ulation growth and a likelihood of 
large increments in family forma- 
tions in the next few years, See 
Chart 7. 

Our population has more than 
doubled since 1900, reaching near- 
ly 177,000,000 by midyear 1959, 
and the number of households has 
tripled to over 51,000,000 in 1959. 


® Population continues to grow at 
the rate of over 2,900,000 per year 
or 240,000 per month. That is the 
equivalent of adding a _ Provi- 
dence, R. I., or an Omaha, Neb., 
to our market each month. By 1980 
our population could reach 273,- 
000,000—54% or 96,000,000 over 
the 177,000,000 of 1959. 

The number of households in 
the United States grew by 15,- 
453,000 or 44% in the 18 years 
between 1940 and 1958 (from 34,- 
949,000 in April, 1940 to 50,402,000 
in March, 1958). 

It is estimated that the number 
of households will reach 57,517,- 
000 by 1965 and 62,933,000 by 
1970. From that point on, the 
growth may average 1,300,000 per 
year for some years beyond 1970 
and reaching over 76,000,000 by 


1959 
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1980. That’s 52% greater than in The number of women in the 
1958. labor force has grown three times 

A factor affecting food habits| as rapidly in the last 15 years as | 
and the market for convenience | the growth in the number of men | 
products and quickly prepared |in the labor force. And the major | 
quality foods is the rapid increase | part of this increase among wom- 
in the number of married women |en workers has been in the num- | 
workers. | ber of married women with fami- | 
| lies. | 

Between 1940 and 1958 the) 


FIRST FOUR number of married women work- | 
|ers jumped 160% to a level over | 

'2% times as great. And 45% of 

these married women workers | 

have children at home. 

See 46% Hike in Families | 

With Two or More Children | 

YOUR NEW BABY | The trend to families with two 


or more children at home can in- 
fluence family food and living 
habits. In the ten years between 
1948 and 1958 the number of fam- 
ilies with two or more of their 
own children at home increased 
46%. See Chart 8. 

These rapid changes in our pop- 
ulation, in family composition, in 


in Advertising Linage the present and potential make- 
st up of our labor force, in our ex- 
201 columns panded plant capacity, all point to 


the opportunity and need for in- 


in Advertising Revenue creased encouragement of expan- | 


Ist 


$228 233 sion of consumption both in the 

, United States and in other nations 

| { in Total Circulation of the world where productive | 
|ability is expanding. This encour- 

5 556,165 agement of the higher standards 


(Bulk Net Paid, monthly avg.) of living made possible by greater 
| productivity will require basic 
changes in concepts of a way of 
life both here and abroad. The 
quickest and most efficient me- 
|thod of educating mass millions 
of people to want and to work for 
the things that make up a higher 
standard of living is to advertise 
these products and services. | 

So advertising—increased ad- 
vertising—may be assuming criti- 
cal importance today as the ac- 
|tivating force to stimulate the 
needed rapid advance in our stand- 
ard of living. And encouragement 


THE NEW 
VHF STATION 


WITH THE ENGINEERED 


in Store Circulation 
Over 1,300 stores 
Write for full details. 


Ist 


for Baby Product 
Advertisers! 
52 Vanderbilt Ave. 
New York 17 


investment in advertising. 


Regular Features 
Back Next Week 


The regular lineup of ftea- 
tures (Creative Man, On the 
Merchandising Front, Sale- 
sense in Advertising, etc.) 
which normally appears in 
the AA feature section has 
been omitted from this issue 
to provide adequate space 
for the large volume of mar- 
ket data. All of the usual fea- 
tures will be back in their 
regular places next week. 


| In ten years, from 1940 to 1950, 
total advertising influence direct- 
ed to consumers grew by $3.6 bil- 
lion from $2.1 to $5.7 billion (in- 
cluding both national and local 
advertising). The 1958 total was 
nearly $10.5 billion and it is esti- 
mated that the 1959 level will 
reach $11.2 billion. Thus, in nine 
years, from 1950 to 1959, another 
$5.5 billion of advertising influ- 
ence on the consumer will be add- 
ed—an increase of 96% from the 
| $5.7 billion in 1950 to an estimat- 
|ed $11.2 billion in 1959. That’s 
| nearly six times the prewar total. 
In relation to the standard of 
living (total consumer expendi- 
of growth in living standards in| tures for all goods and services) 
the U.S. and other free nations to | advertising influence increased 
utilize more fully the growing pro-| from 2.9% in 1950 to 3.7% in 1957. 


ductive ability, and to supply well 


paid jobs for the growing labor # While both industry and serv- 


force can be a decisive factor in 
our world defense against Com- 
munistic forces. 


Advertising Needed to 
Encourage Better Living 


With the growth in productive | 


ability and the need for expand- 


ed demand to utilize this produc- | 


tive ability there has developed an 
increasing recognition of the edu- 
cational value and sales stimulus 


of advertising. As people move up| 


in income groups through in-| 
creased productivity they do not 
automatically take on the same 


concepts of a standard of living 
as those who already are in these 
better income groups. There is a 
“habit lag” based on past training 
and experience or often “class” 
barriers. Advertising is a power- 
ful force in overcoming or shorten- 
ing this “habit lag.” 

The velocity with which this 
advertising influence on consum- 
ers in the U. S. has been in- 
creased since before the war is 
shown by the estimates of total 


MARKET 


* ALBANY 
¢ SCHENECTADY 
¢ TROY 


PLAY THIS PLEASANT TUNE 


ON YOUR CASH REGISTER! 


Retail Sales $2,379,670,000 
Food Sales 615,678,000 
Home Furnishings Sales 152,290,000 
Apparel Sales 161,191,000 
Drug Store Sales 72,532,000 


CHANNEL 13 


Exclusive ABC for most of its coverage. 


Investigate . . . write, wire or phone today! 


New, powerful WAST is engi- 
neered to deliver coverage of a 
high-spending, fast-growing market. 

WAST is the pulse point of the 
“Golden Circle” covering eastern 
New York, western Massachusetts 
and parts of Vermont and New 
Hampshire . . . with a sales poten- 
tial of $3,495,571,000 in consumer 
spendable income. 


ALBANY, N. Y. 
Represented by VENARD, RINTOUL & McCONNELL, Inc. 


| $700 billion level of production by 


| by personal consumption of $435 


Advertising Age, April 20, 1959 


the national advertiser in 1959 
would need a budget 121% great- 
er than in 1951 and 34% greater 
than in 1955. 

And now is a good time to in- 
crease advertising and selling ef- 
fort. Total consumer purchasing 
power in the U. S. has never been 
at a higher level. The total per- 
sonal income level of $364.5 bil- 
lion in February, 1959 was $17 
billion higher than a year ago. 
Disposable personal income after 
taxes should reach $330 billion by 
midyear 1959, or $21 billion above 
the level of the second quarter of 
1958. 

We need now the courage and 
vision to expand selling efforts so 
that confidence can be maintained 
and the level of consumer buying 
can be brought back in line with 
the potential growth of productive 
ability and capacity. The present 


ices have an opportunity for sub- 


|stantial growth in their markets, 


they face greatly increased com-| 
petition. With the increased share | 
of the consumers’ income in the 
form of discretionary § spending 
power, competition for the con- 
sumers’ choice is broadened. It) 
goes beyond just brand versus) 
brand or competing services with- 
in a classification. It will include 
competition between whole prod- 
uct classes or with entirely dif- 
ferent interests and services such 
as travel. 

To sell the volume of goods and 
services necessary to support a 


1969 in the U. S. could well re- 
quire from $17 billion to $22 bil- 
lion of total advertising—or near- 
ly double the present! That would 
represent between 4% to 5% of 
the standard of living, measured | 


billion. 


® In its educational influence ad- 
vertising expands total markets as 
well as speeds up the sales and 
turnover of recognized brands. 
This is a concept not generally 
recognized in academic circles— 
but, it is important because the 
expansion of total markets and 
the upgrading of concepts of 
needs, can influence our whole 
economy. Advertising has become 
an important sttmulus to our ex- 
panding standard of living, and as 
a part of increased selling and 
educational effort it can play an 
important role in making possi- 
ble our reaching the goal of a 50% 
increase in the standard of living 
within the next ten years. 

This need for increased adver- 
tising becomes more _ apparent 
with the rapid changes in the 
character of our population—with 
the changes in age structure, edu- 
cation, reading habits, tv and ra- 
dio saturation, and mobility. 


Ad Budgets Must Rise 121% to 
Match Market Change Since ‘51 

The individual producer should 
take into account this rapidity of 
change in the last eight years in 
the national market potentials, 
and in the costs of maintaining a 
competitive position in this grow- 
ing market. 

Using 1951 as a benchmark for 
the national advertiser it will re- 
quire a budget 2-1/5 times as large 
in 1959 just to maintain his posi- 
tion in the U. S. national market 
and to give his product or service 
the same relative advertising sup- 
port per dollar of sales potential 
as he had in 1951. See Chart 9. 

This is after taking into account 
the increased cost of reaching a 
household with a message; the 
increase in the number of house- 
holds to be reached; the increased 
number of messages, or physical 
pressure, of competitive advértis- 
ing to offset in each household 
reached; and the increased poten- 
tial value, or increased purchas- 
ing power, of each household 


reached. 


8s To match just these changes 


high level of consumer discretion- 
ary spending power points to the 
opportunity for efficient increased 
advertising effort to pay off in 
profits, as well as to aid our whole 
economy. 


10% Expansion of Demand 
Needed Now to Stop Inflation 

An expansion of demand rather 
than any artificial curtailment of 
growth is the answer to inflation- 
ary pressures in today’s economy 
where we have excess capacity, 
too much unemployment, and lit- 
tle danger of shortages. An in- 
crease in selling effort is needed 
right now to expand consumption 
fast enough to spur the increased 
productivity needed to stop infla- 
tion. 

We need a 10% increase in con- 
sumption in 1959 to a level of 
$318 billion compared with the 
$288 billion level of mid-1958. We 
need a further increase in total 
purchases of goods and _ services 
by consumers up to $330 billion in 
1960, or an increase of 15% above 
the 1958 level. With increases in 
our standard of living of this mag- 
nitude we could have a balanced 
federal budget even after a 10% 
cut in tax rates, since the produc- 
tion stimulated by a 10% to 15% 
increase in consumer demand 
would so broaden the _ various 
bases for taxes that over $80 bil- 
lion of revenue could be generat- 
ed even after a 10% tax cut. 

This much of an increase in de- 
mand could stop inflation by in- 
creasing productivity through uti- 
lizing more fully our productive 
capacity and stimulating the need 
for new plant and equipment, re- 
search, and new or improved 
products. 


@ We have the purchasing power 
and the latent consumer needs for 
this type of growth in living 
standards over the next two years. 
Few realize that we have, today, 
a $30 billion backlog of consumer 
buying awaiting activation by in- 
creased selling efforts. This is 
enough additional potential de- 
mand to make possible more than 
a 10% increase in consumer pur- 
chases in 1959. Marketing and ad- 
vertising budgets should be in- 
creased by 10% to 15% to take 
advantage of today’s opportuni- 
ties. An increase in selling effort 
now can be an important factor 
in the resumption of growth in 
our living standards—a renewed 
growth so urgently needed to 
bring us back into line with pres- 
ent and future productive ability. 

An important retarding factor 
which may affect the needed 
growth of our economy is an in- 
flation in the cost of money 
brought about by a widespread 
belief that money must be tight- 
ened enough to curtail consumer 
demand and curtail expansion of 
plant and equipment in order to 
control inflation. 

Considering the usual lag of 
eight to 12 months in its ultimate 
effect on demand, this movement 
toward tighter money, starting 
with the fall of 1958, could bring 
about a slowdown in business in 
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CONSTRUCTION GOING UP!...$20 million in 1959 


AUTO OWNERSHIP UP!...20°; downtown Minneapolis business construction . . . $31 


, r million expansion of Minneapolis-St. Paul airport... wi 
pal Lar mlangponang at 4 $35 million Mississippi river harbor project at Min- a? 
, cars... G neapolis ...$182 million in new Minnesota highways. 2 


from a year ago, 43% over the U.S. 
average. 
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a 
ECONOMIC BAROMETER UP!... 
February ‘“‘Help Wanted” listings in Min- r 
neapolis Star and Tribune UP 40°% over : 
a year ago... January greatest month for F: 
classified advertising volume in Minneap- ® 


olis Star history, topping all U.S. evening 
newspapers. 


INDUSTRIAL DEVELOPMENT UP!... 
Upper Midwest utilities on the first leg 
of a four-year, $500 million expansion. CIRCULATION UP! New all-time circulation 
One company alone increased its 1959 highs for the Minneapolis Star and Tribune: more 
research budget to $4 million. Minnesota than 500,000 combined daily, 635,000 Sunday, in 
development corporations forming at rate the 223-county, 314-state Upper Midwest market! 
of one a week! 
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Minneapolis 
Star and ‘Tribune 


EVENING MORNING AND SUNDAY 


635,000 SUNDAY - 500,000 DAILY 


JOHN COWLES, President 
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the second half of 1959. Expand- 
ed selling efforts are needed now 
to offset this negative factor and 
to demonstrate that inflation can 
be controlled by expanding de- 
mand with the resultant greater 
productivity. 


s And, looking decade ahead, 
advertising and marketing will 
become a major factor in the con- 
tinuing expansion of our national 
economy and in the growth in liv- 
ing standards throughout the free 
world. It must play a vital part in 
the basic task of expanding our 
U. S. standard of living fast 
enough to keep up with our pro- 
ductive ability. 

Just to catch up with the $700 
billion level of production by 1969 
will require an expansion of over 
50% in sales to consumers—an al- 
most revolutionary change in liv- 
ing concepts of the mass of our 
population—a change that can 
take place if we shorten the “hab- 
it lag” as mass millions move up 
in productivity and incomes. But 
this growth in the U. S. market 
and standard of living can of 
prime importance to world secur- | 
ity and world trade, # 


Census Speed-Up 
Means New Data 
Due by Fall 


(Continued from Page 73) 
Censuses which will be dated 1958. 
In addition, tooling is well ad- 
vanced for the Census of Agricul- 
ture covering 1959 and the Cen- 
suses of Population and Housing 
to be dated April 1, 1960, for most 
of the output. 


a 


be 


® While the new Censuses will] 
bear a close resemblance to the} 
preceding models, all will incor-|} 
porate some new and interesting| 
features which it is hoped will 
prove attractive to a_ significant 
number of users in marketing and 
related activities. The bureau rec- | 
ognizes the perishability of its} 
statistical output for many pur- 
poses, and especially those of mar- 
ket analysis. Therefore, it de- 
voting much attention to early de-| 
livery before the passage of time) 
has spoiled the usefulness of the} 
statistics for many of its potential | 
customers. The greatest gains in| 
this regard are expected for the| 
Population Census, where stream- | 
lined production processes are ex-| 
pected to cut more than a year off| 
the publication time for some of | 
the reports. Similar gains, although 
on a more modest scale, are ex- 
pected for all of the Censuses. 
| 
| 
| 


1S 


In the fall of 1959 significant 
output is expected from the Busi- 
ness, Manufactures and Minerals 
Censuses. Within a six month peri- 
od thereafter it is planned to have 
off the production lines a number 
of preliminary but comprehensive | 
reports from each Census as briefly 
described below: 
e Census of Business. The 1958| 
activities of almost 3,000,000 re-| 
tail, wholesale and service estab-| 
lishments will be summarized and 
presented in a series of preliminary 
and final area bulletins. The pre- 
liminary bulletins, scheduled for} 
issuance in the late summer and 
early fall of 1959, will provide fig- 
ures by states on the 1958 dollar 
volume of sales or receipts for each 
of a number of kinds of business.) 
Also included will be totals for all} 
retail trade, all wholesale trade,| 
and all selected service trades. For 
each standard metropolitan area, 
sales totals will be provided for 
major kinds of retail and service) 
trade business. 

Finally, for each county and} 
each city, village and other mu- | 
nicipality of 2,500 or more inhabi- | 


retail and 
will be 
wholesale 


tants, figures on total 
total service trade sales 
shown, as will total 


trade figures for places of 5,000) 


or more inhabitants. The planned 
release schedule, if achieved, will 
represent an average gain of four 
or five months over what was 
achieved in the 1954 Census. 


® The more detailed final area 
bulletins are scheduled to appear 


beginning in the winter of 1959-60 | 


and all are expected to be in print 
by the spring of 1960. These bul- 
letins will continue the same type 
of tables carried in previous Cen- 
suses, including detailed kind-of- 
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business figures for states, stand- 
ard metropolitan areas, large cities 
and counties, and major kind-of- 
business group figures for local 
areas—counties, cities, villages, 
etc. In addition, it is planned to 
| provide a new table showing sales 
|for individual kinds of business 
classified by size of business for 
;}each state, each standard metro- 
politan area, and within each state 
|for groups of counties outside of 
metropolitan areas, classified by 
county size. 

Later in 1960 the reports for 
central business districts, inaugu- 
rated in the 1954 Census, will be 
|issued. There will be a separate 


AFTER 


report comparing sales in the 
central business district with those 
|of the remainder of the standard 
|} metropolitan area for each of over 
|100 large cities. In addition, it is 
_ planned to issue a series of reports 
on sales of retail establishments 
in a number of the major business 
|centers located within standard 
|metropolitan areas but outside of 
the central business district. This 
will be the first time this series 
of reports will have been prepared. 
| The so-called “subject” bulletins 
of the Business Census are expect- 
ed to be issued during the first 
part of 1960—an average gain of 
about a half year over the 1954 
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performance. These bulletins wil] 
include such subjects as sales-size, 
single and multi-units, employ- 
ment size, city-size, legal form of 
organization, wholesalers’ com- 
modity line sales, wholesalers’ 
warehouse space, wholesalers’ 
|credits, receivables and bad debt 
losses, special analyses of hotels 
|}and motels, power laundries, mo- 
tion-picture industry, etc. 


e Manufacturing and Mineral 
Censuses. The statistical summa- 
rization of the more complex 
reports of manufacturing and 
minerals companies has always 
|presented a major obstacle in the 
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way of early publication of results.|that time the so-called general 
However, it is believed that many | statistics, i.e., employment, pay- 
of these difficulties can be over- | rolls, man-hours, value added, cost 
come by greater use of the new | of materials, capital expenditures, 
and more powerful electronic data | etc., for each industry and for each | 
processing equipment now being | state and large county in the ag- 
tested and proven in at the Census | gregate. Some breakdown of in- | 
Bureau. dustrial activity in each state and | 


Censuses of Business, Manufac- | 
tures and Mineral! Industries will 
| produce approximately 10,000 
| pages of statistics, and fill 14 large | 
volumes. In addition, special tab- 
[ulations tailored to the needs of | 
|individual business and compiled 
at their expense will further in- 


tion, and daily receipts are in ay 
cordance with expectations. 12 nnua ist 


would appear, therefore, that on 
collection phase of the operation 
| will not be the cause for any delay 
in the publication schedules. There 
remains one uncertainty that might 
occasion some slow-down and that 
is the difficult task of de-bugging 


If the system can be “debugged” | standard metropolitan area by ma- 
and brought to a high level of|jor industry groups should also 
performance soon enough it should | be available during this period 
be possible to begin release of the | | which will also witness the in- 
results of these Censuses before | auguration of the series of individ- 
the end of 1959 and to have most | ual industry advance reports which | lems. | Manufactures and Mineral Indus- 
of the preliminary summaries in| will ultimately cover several hun- | At the present writing, more | tries to “prove in” the electronic 
print by the end of the coming’ dred separate industries. {than two-thirds of the companies | equipment upon which the suc- 
winter. 'eovered by these Censuses have | cess of the forthcoming Population 

There |submitted the necessary informa- |and Housing Censuses depends. + 


crease the volume of information 
| generated by these Censuses. Most 
lof the special tabulations will be | 
requested by concerns primarily | 
concerned with marketing prob- | 


and perfecting the programs which 
instruct the computers in their 
tasks. Thus, it has fallen to the lot 
lof the 1958 Censuses of Business, 


oe 


should be available by 


s When ultimately completed, the 
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the sponsor’s best friend 


LASSIE 


is still 

outstripping all competition 
in its sixth 

record-breaking year 

on the network. 


As JEFF’S COLLIE, it is 
the best friend too 
of the local sponsor. 


Now the SECOND YEAR 
of JEFF’S COLLIE 
is available locally. 


For your market, 
wire or phone collect today. 
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of New Market 
Data Presented 
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| city. Route lists are grouped sep- 
larately under “local,” so that all 
available items are in one place. 


|8 In addition to data presently 
lavailable, each section also in- 
cludes a list of “soon to be pub- 
lished” data. These have not yet 
been released, but are scheduled 
for early publication. This “soon to 
be published” list carries numbers, 
and may be requested through Ap- 
VERTISING AGE, but it is primarily 
presented as a guide for those read- 
ers who may be interested in the 
studies mentioned, and may want 
to make certain that they do not 
miss them when they are released 

Although there are over 1,500 in- 
dividual pieces of market data (not 
| me dia data) listed in this special 
| section, we recognize that the list 
is by no means complete. For one 
| reason or another, many important 
pieces of market data material are 
not listed here, principally be- 
cause we have listed only such ma- 
terial as the individual publishers 
have authorized or requested us to 
list. Nevertheless, the compilation 
is by far the largest and most com- 
plete of its kind ever assembled, 
and we hope it will prove of real 
value to the field. # 


NOTE: Most items listed here 
are available without charge, but 
not all, Those requesting material 
which bears a price will be billed 
at the stated price by the pub- 
lishers. 


1000. Fortune’s Twelfth 
Car Survey, 1958. 

The results of a survey con- 
ducted among Fortune readers are 
published in a detailed booklet in- 
|dicating the ownership pattern of 
|cars, multiple car ownership, and 
buying preferences among a high- 
income group, and comparing ear- 
lier Fortune survey figures. Special 
attention was given to gathering 


Annual 


MR. MANUFACTURER: 


Is your competition 
selling to the Negro? 


They probably are... whether 
+p know it or not. America’s 
7 million Negroes with money 
to spend on top quality pro- 
ducts are nowanimportant seg- 
ment ofthe market forany pro- 
duct. The Negro population is 
located in the “central city 
areas of your major markets 
Interesting, exciting, pic- 
ture-packed EBONY magazine 
completely dominates the Ne- 
gro market, With this one 
powerful advertising medium, 
you can get your selling mes- 
sage across to America’s 
Negroes in higher- 
paid occupations 
who have real pur- 
chasing power. 
Call our 
nearest ofhce 
for a special 
showing of our 
new, color- 
slide visual 


NEW YORK 16 55 W 4200 ST 
LONGACRE 40716 
CHICAGO 16 - 1820S MICHIGAN AVE 


CALUMET 51 
LOS ANGELES 17 1177 WILSHIRE BLVD. 
WUNTLEY 25417 


THE MOST POWERFU 
SELLING FORCE 
IN THE NEGRO MARKET 
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Available Market Data—National 


To secure copies of data listed, use the handy coupons 


information on the impact of new 
models. 


1001. Private Aircraft Ownership 

Survey. 

Private aircraft owners were 
surveyed for this Fortune study 
which includes background mate- 
rial from government reports on 
aviation activity, makes and mod- 
els owned by respondents, future | 
purchasing plans and preferences | 
and utilization of aircraft. 


| soaps, 


1002. Company-Owned Aircraft. | 

This survey of a national sam-| 
ple of companies owning business | 
aircraft reports on types of planes | 
owned, future purchases of air- 
craft, purchasing considerations 
for executive and company-owned | 
planes, and company flying policy. | 
It is available from Fortune. 


1003. Fortune’s Study of the Office 
Equipment Field. 

Fortune queried its readers on 
three aspects of the office equip- 
ment field—office equipment and 
procedures, office planning and | 
design, and office automation— | 
regarding design, preferences for 
furniture and fixtures, as well as 
all types of office equipment. The 
results are available in 
booklets offered by Fortune. 


1004. A Fortune Survey of Execu- 
tive and Employe Benefit Pro- 
grams and Other Insurance for 
Business. 

In order to determine company | 


three 


policies and practices regarding 
executive and employe benefit 
programs, Fortune surveyed its 


subscribers last summer; the re- 
sults are incorporated in this! 
booklet along with data on com-| 
pany liability, fire and casualty 
insurance plans. 


1005. Fortune’s Fourth Manage- 

ment Purchasing Study. 

Fortune readers, grouped ac- 
cording to title, occupation and 
company size, revealed the extent 
of their direct and indirect pur- 
chasing influence on more than 
50 categories of industrial prod- 
ucts for this survey report avail- 
able from the magazine 


1006. The Familiar Stranger. 

A study by Social Research Inc. 
for True Story Women’s Group 
turned up this character sketch of 
the typical reader of magazines 
such as those included in the 


ers hair problems, frequency of | 
| shampoos, types of shampoo prod- | 
ucts used and specific brand pref- 
erences for a variety of hair care 
products. 


|1008. Cosmetics and Toiletries | 

Market—Skin Care, Face Make- | 

Up and Eye Make-Up. 

True Story Women’s Group 
readers also provided the data for | 
this survey report covering their 
usage and preference for face 
cleansing creams, special 
skin care products, face powder 
and make-up, rouge, lipstick and 
eye cosmetics. 


1009. Use of Stews and Other 
Canned Meat Products by Wage 
Earner Families. 

Macfadden Publications’ Wage 
Earner Forum, consisting of 1,500 
families, supplied data for this re- 
port which shows that 37.6% used 
canned stews within the year con- 
sidered, 80% serve them without 
adding any other ingredients, and 
64.9% used other canned meat} 
products, such as luncheon meats, | 
corned beef, etc. 


| jellies and marmalade, as well as 


1010. Use of Soaps, Cleansers and 
Detergents in Wage Earner 
Families. 

The Macfadden Wage Earner 
Forum also provided the statistics 
for this report which indicates, 
among other things, that 68.8% use 
liquid detergents for dishes, 48.1% 
use powder, and 12.2% use cake 
soap. 


1011. Use of Syrups 
Earner Families. 
Another survey report offered 
by Macfadden Publications shows 
the extent to which wage earner 
families serve syrup with pan- 
cakes, waffles and other dishes, 
and the kinds of syrup they buy. 


in Wage 


1012. Insurance in Wage Earner 

Families. 

Wage Earner Forum respond- 
ents to this Macfadden Publica- | 
tions survey reported that 82% of 
the women have life insurance to 
96% of their husbands, 57% of 
the women and 84% of the men 
carry accident insurance, and 60% 
of the women handle the pay- 
ments on their own policies and 
48% handle the payments for 
their husbands’ insurance. Other 
facts about insurance purchases 
are included. 


group, and defines the market she 
represents in terms of her particu- | 
lar psychology and resulting buy- | 
ing preferences. 


1007. Cosmetics and _ Toiletries 
Market—Hair Care. 
Fifteen hundred subscribers to 


magazines in the True Story Wom- 
en’s Group provided information 
for this survey report which cov- 


1013. Use of Baby Products. 

This survey includes informa- 
tion on usage and brand prefer- 
ence for such baby products as 
powder, oil, shampoo, and laxa- 
tives, the data supplied by Wage 
Earner Forum mothers of children 
|under three years of age. The re- 
port is available from Macfadden 
Publications. 


The Greatest 


SELLING FORCE 


in French Canada 


DAILY AND ROTOGRAVURE 


) 1S 


| stores. 


LARGEST VOLUME 
of RETAIL — DEPARTMENT STORE and 
TOTAL DISPLAY ADVERTISING of ALL NEWSPAPERS in CANADA 


LA PRESSE 


Advertising Age, April 20, 1959 


TO OBTAIN MARKET DATA USE THIS COUPON 


Readers’ Service Dept., ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Il. 


Please send me the following data (insert code number of each item wanted) : 


Name 
Company 
Address 


City & Zone 


This 


Title 


State 


coupon will not be serviced after July 15, 1959 


1014. Jam and Jelly Making and| 
Other Home Canning in Wage 
Earner Families. 

The extent to which wage earn- 
er families make their own jams, 


the amount of home canning of 
vegetables, relishes, etc., they do, 
indicated in this Macfadden 
Wage Earner Forum research re- 
port. 


1015. Nielsen Report to Retail Drug 
and Proprietary Stores. 

An illustrated booklet from A. C. 
Nielsen Co. constitutes its 24th 
annual report to retail drug stores, 
giving sales trends between 1957 
and June, 1958, by total U. S. and 
Nielsen territories; rate of turn- 
over; prescription gains; health 
and beauty aid sales in drug vs. 
food stores, etc. 


1016. Nielsen Report to Retail Food 
Stores. 

A. C. Nielsen Co.’s 24th annual 
report to food stores, like its drug 
store report, gives data on sales 
trends, store type and size, shares 
of selected commodities, super- 
market trends, economic impact of 
population and income, health and 
beauty aid sales in drug and food 
stores, along with illuminating 
maps and illustrations. 


1017. Planning Your Market Op- 
erations for 1959 and the Years 
Ahead. 

Based on an address by J. O. 
Peckham, A. C. Nielsen Co. exec 
vp, to the Grocery Manufacturers 
of America last fall, this Nielsen 
booklet relates trends of U. S. gro- 
cery store sales to gain and loss 
factors involved in brand compe- 
tition, compares sales of minor 
and private brands to major ad- 
vertised brands, and discusses the 
trend toward fewer but larger 


1018. The Quickest Way to Na- 
tional Sales. 
Specialty Salesman offers this 
booklet describing the formation 


ing and baseball attendance fig- 
ures in eight major cities is in- 
cluded. 


of national direct selling organi-| 1026. The Elks Market. 


zations, the requirements for na-| 
tional recruiting of salesmen ann 
distributors, and techniques for} 


market testing and research. } 


1019. Christian Herald’s Market | 
for the Book Publisher. 
Published the first of this 
month, this report available from 
Christian Herald summarizes the 
book buying habits of its readers. 


1020. Inventory Study of Protest- 
ant Church Americana. 

Christian Herald will provide 
this inventory of the facilities and 
equipment of 200,000 Protestant 
churches in the U. S. The study 
also projects the annual expend- 
itures of these churches for con- 
struction and equipment. 

1021. Boy Attitudes Science 
and Engineering. 

A study conducted by the re- 
search service of Boy Scouts of 
America, sponsored by Boys’ Life, 
attempted to measure the atti- 
tudes of boys between the sixth 
and tenth grades toward science 
and engineering vocations. In- 
cluded in the report is data on 
their spare-time interests and aca- 
demic achievement. 


on 


1022. Boys’ Life Survey Data Se- 
ries 1958—Radios, Records, and 
Record Players. 

Another offering of Boys’ Life 
is this report on record player 
ownership and preference, records 
and music preferences, and radio 
ownership among readers of the 
publication. 


1023. This Is Boys’ Life. 

A folder of data on Boys’ Life 
readers, including reader prefer- 
ence statistics on fishing, out- 
board motors, tools and shopcraft, 
photography, ham radios, bicy- 
cling, riflery, candy and _ soft 
drinks, is available from the pub- 
lisher. Also included are statistics 
on the Boy Scout market. 


1024. Boys’ Life Survey Data Se- 
ries 1959—Shoes and Shoe Pol- 
ish Preferences. 

This Boys’ Life study covers 
the number of shoes boys own, 
the kind they buy and where they 
buy them, as well as their prefer- 
ences for liquid or paste polish 
and the number of boys who pol- 
ish their own shoes. 


1025. 1958 Survey on Sports At- 
tendance. 
Triangle Publications offers a 
report on the number of people 


r 


HEAD OFFICE: 


MONTREAL, CANADA 


U.S. REPRESENTATIVES: SHANNON & ASSOCIATES,INC. 


who attended various organized 


A 12-page brochure describing 
the occupations, incomes, posses- 
sions and spending habits of Elks 
Magazine readers, based on the 
current Starch Consumer Maga- 
zine Report, is available from the 
publication. 


1027. Buying and Reading Habits 
of Subscribers to Army Times, 
Air Force Times and Navy 
Times. 

The results of a survey con- 
ducted by Erdos & Morgan for 
Army Times Publishing Co., cov- 
ering home ownership, automo- 
biles, travel, cameras, shopping 
habits, male and female reader- 
ship relating to the domestic mil- 
itary market, are offered in a 31- 
page booklet by the publisher. 


1028. Mass Selling and Sampling 
to Millions. 

Characteristics of the U. S. 
armed forces market at home and 
abroad and data on the weekly 
newspapers serving this market 
are given in this pamphlet pub- 
lished by Army Times Publishing 
Co. 


1029. What’s Happening in Amer- 
ica’s Private Club Market? 

This question is answered in a 
folder giving facts on the growth 
of the private membership club 
market in recent years, the pur- 
chasing power of its constituents, 
and the coverage given it by Club 
Management, which offers the da- 
ta. 


1036. Newsweek’s Continuing 
Study of Consumer Buying 
Plans. 


Launched this year, this News- 
week offering is a quarterly report 
on a continuing opinion study con- 
ducted by the National Industrial 
Conference Board and covering 
U. S. adult opinions on general 
business conditions, employment, 
personal finances; plans to buy 
houses, automobiles, apparel, ~ 
household furnishings, and appli- 
ances. Results are tabulated by 
occupation of respondent, location, 
family composition, and income. 


1037. The Newsweek Survey of 

Capital Appropriations. 

Published just this month is a 
report from Newsweek on a Na- 
tional Industrial Conference Board 
survey of capital appropriations 
authorizing expenditures for new 
plant construction, plant modern- 
ization, new equipment and other 
capital goods of the 1,000 largest 
manufacturing companies in the 
U.S. This booklet contains findings 
for the fourth quarter of 1958. 


major sports attractions during 
1958, with comparative figures for 


1957. A comparison between rac-, 


1038. How Liquor Advertisers 
Spent Their Magazine Adver- 
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Ever notice people 
buying tools and materials? 


Some men buy tools just to “get by” with 
the job at hand. But there’s always one man 
in every group whose interests go deeper. He 
buys tools just as he buys guns, hi-fi or photo 
equipment. He knows what to look for—and 
why. He is intensely curious about the me- 
chanics of modern living. He’s the kind of man 
who reads PoPULAR MECHANICS. 


He may be buying a power mower. Or plan- 
ning to repaint his house. Or replacing the 
battery in his car. Whatever he does, what- 
ever he buys, you can bet he specifies. 


If he is sold on your product, he knows why 
—and so will his friends and neighbors who 


Puts MEN 


respect his special talent for knowing what 
he talks about. 


You can sell him* with your product story 
in PoputaR MEeEcHANICcs. It is his kind of 
magazine. It sparks his thinking on what to 
do, what to buy—and why 


*May we modestly remind you that 
POPULAR MECHANICS leads all magazines 
in its field in circulation, 
readership and advertising. 


POPULAR 
MECHANICS 


MAGAZINE 


WRITTEN SO YOU CAN UNDERSTAND IT 


A HEARST MAGAZINE 


in Motion 


a a ae te poe age 2 Si eae A on oe ie. fea ie Sie” = Mi ad eile en mene 7 Dube ieee 2 ae gee ae os ea eau al 2 
at ary Seis cae Pee a eae Se : +. an seen eo fe aI eM Foi, FR i oe ee ee ey; a j a cee ae 15 we 
Coe Ae ee. i ge ae. Ree ee ea Oe 
e~ oeean oR ee eg i eee a ae io pea eecheninn ae ts ee ones Nee es sm . Feat mp pee a peers as a 4 che ee eee 2 es 
Se Re Suen OE Re mg RRS RC ea cma oS 
= “<a ‘ . ne * - : Bai ee Pome. eee bth Ss co eee a Bat ete a ; ) son fe | ” : an a er bas ge sl oe E -- 
a ie 
; : | 
‘ ma 
Ss — . 
J ae J — ie 
. | KIB N\A I +S). 10 = | 
ae , ra 
“an — f » B \ —_ % 
q : \ ies =, ys 
a \\\ Ze a Q ae 
4) i y Re , fu | k . , d 
a eT" | a. 
ri | — V’ \ iS 3 
, , — / Je 
' y 2 ee 
4 ' oe “ee >—s f. A 
j oe | ek <a 
of Ss —, ees See a —< 
ye P cs. ae ae oe 9, 
is ( SSO 7 ei? Aa foe. ¢ 
\ = \ A i gre ess: , 
t om Ms ' : * oe : - ~ oe , a = : 
4 “ ’ ¥ Z ae aa ; eo Oe : a ia 
9 ‘ Res ~~ 
é i ; ; ae | C ae ites ‘@ 
a ei — en 6 ne 
| ~ Eee he eer Sens Fat ¥ - — 
. 2 a : = “Sy i . # : * al 
Pp Om, — 
Ss -_ 5 ee in — 
COLO a a, Tee a _< a 
is sR hog lake ap ale 3 ( = - ne cee 
B&B ee : oe — 4 
4 il y ant . t . ioe " : * oe 3 Pia 
j | aa 1 oO o a oh a : < ae —_ a 
ig } Pare: . ze 4 ~ 
'y Sine ' Ss : ‘ 
" os 4 | a Ben : roe 
o \ Me 
by A i 
ay v ' Ya q eS ‘ 
ee ‘ i Sw ’ af . 
Pe : 
as 
Bm % Y weit EVERY Geo 
La \ i ‘ 
} a 
f ‘ ‘y 
a n 
4 ; 4 
: ; | 
a 1 
» 
i 
x . 
" 
' ¢ 
if 
- 
| ee 
| / 
[ 1 
; 
a 
} ¥ 
’ 


82 


Available Market Data—National 


To secure copies of data listed, use the handy coupons 


Advertising Age, April 20, 1959 


TO OBTAIN MARKET DATA USE THIS COUPON 


tising Dollars in 1958. 

Another April publication of 
Newsweek is the 
magazine ad expenditures and 
space taken by producers of dis- 
tilled spirits. Tables include ad- 
vertising revenue for distilled spir- 
its, wines and beers as listed in 
P.1.B. magazines. 


1039. Newsweek's Continuing 
Study of Utility Buying. 


what procedures are followed and 
what factors are considered in 
making major purchasing deci- 
sions, Newsweek has been study- 
ing purchases made by utility 
companies. Case history purchas- 
ing reports now available from the 
news magazine are as follows: 
No. 1, a major medical insurance 
plan; No. 2, a mobile substation; 
No. 3, a microwave relay system; 
No 4, coal-handling conveyor 
equipment, and No. 5, air-condi- 


WOOD-AM devotes more time to news than 
any other station in Grand Rapids. How 
many minutes per day? 248 263 197 


(87% 8 avsaID Aop youn spuaday) 


WOOD-AM personalities have double impact 
because they are: listened to by martini 
drinkers——stereophonic—~appearing both 
on radio and WOOD-TV 

(49}7D] 9y) Ajjwow jg ‘aaay? j/ YW) 


1958 record of! 


| 
In the interest of determining | 


tioning equipment. A sixth report, 
on the purchase of structural alu- 


1040. A Nationwide Study of the 
Market for Imported Cars in 
the U.S. 

The detailed results of a 1958 
Newsweek study of foreign car 
sales in the U.S. are offered in 
three booklets, the first of which 
reports U.S. public opinion and at- 
titudes toward imported cars as 
compared with American-made 
cars. The second booklet is an 
analysis of the imported car owner 
himself, while the third covers his 


magazine reading activity with 
readership figures for 11 maga- | 
zines. 


1041. Theater Screen Advertising 
An illustrated booklet offered by 


the Theater-Screen Advertising 
Bureau and published just last 
month describes the audience 


5-county Pulse surveys show WOOD-AM 

with the greatest share of audience for 

how many consecutive years? 10 6 3 
(Gk 40) [84 Uaaq BDY 


9 40f pahiarin 


COooMmM 14 


Dy Ajuo aejrd 


Which Grand Rapids station has the only 
easily-remembered frequency? 


(TOOM *! 
kL opus snouy Apoghsaia — uorjpjps oot 
uaa, AMO ay) BY TOOM j0Uuy noh "4“4UYW) 


How to rate your WOODquotlent: 
O right — Where were you last night? 


1-2 right — 
3 right — T.B.E 
4 right - 


Let the Katz man fill you in. 
- (Time Buyer Extraordinaire) 
Just renewed your schedule, eh! 


WOOD-AM is first—morning, noon, night, Monday through Sunday 
April '58 Pulse Grand Rapids—-5 county area. 


MUSKEGON 


@GRANO RAPIDS 
| 


+ e0rrce Cnwnn 
100 


woo 


WoOODIiand Center, Grand Rapids, Michigan 
WOO0D-TV — NBC for Western and Central Michigan 


Grand Rapids, Battle Creek, Kalamazoo, Muskegon and Lansing. 
WOOD — Radio — NBC. 


AM 
TV 


Readers’ Service Dept., ADVERTISING AGE 
minum, will be published in May. | 


| 200 E. Illinois St., Chicago 11, Ill. 


Please send me the following data (insert code number of each item wanted) : 


Nome WN tpbee pohtawerdeveccdetes sks 
Company 
Address 
City & Zone State 
j This coupon will not be serviced after July 15, 1959 
available for theater screen ad-{|metics use among readers of True! and includes such subjects as fer- 
| vertising and methods of program-|Confessions and Motion Picture,|tilizers, garden tools, lawns and 
ming screen commercials. Includ- tracing the use patterns of par-j|their care, hand and power mow- 


led are analyses of the current 
|movie audience by age, sex, edu- 
jeation, occupation and marital 
| Status. 


1042. Television ’59. 

| With the aid of illustrations and 
|charts, A. C. Nielsen Co. describes 
|the national television market for 
the current year in this booklet, 
|including the spread of set own- 
ership, home viewing patterns and 
|audience composition by age and 
sex. 


| 1043. Radio 59. 
| A companion-piece to the tele- 
} 


vision report described above, this | 


ticular products, place of purchase 
and brand preferences, is 
able from Fawcett Publications. 


avail- | 


| 1050. Field & Stream Readership | 


Survey 

This folder contains the results 
of a readership survey to deter- 
mine the characteristics of the 
|'Field & Stream audience, includ- 
| ing their buying, smoking and 
| drinking habits, ownership of var- 
|ious accessories and equipment as 
it relates to the sportsmen’s mar- 
ket. 


1051. Popular Gardening Reader- 
ship Survey 


ers, seeds, trees and water supply. 


1057. The American Home Reader 

Consumer Panel No. 59 

The data in this report by 
American Home reviews bedding, 
appliances, blankets, blenders, 
clocks, kitchen cabinets, sheets, 
towels, future buying plans, oven 
and cooking units, vacuum bottles 
and vacuum cleaners. 


1058. 20th Survey of Beauty 

This study by the Dell Modern 
Group (Modern Romances, Mod- 
ern Screen, Screen Stories) shows 
brand preferences and buying hab- 
its for toiletries and cosmetics of 


booklet offered by A. C. Nielsen Popular Gardening conducted} the magazines’ young women read- 
| Co. examines the 1959 national ra- | this readership survey to deter-| ers. 
| dio market. /mine the characteristics of its 


1044. Male vs. Female Influence 
on the Purchase of 
| Products. 

True offers a 272-page motiva- 
tion research report analyzing the 
relative influence of husbands and 
wives on the purchase of automo- 
| biles, tires, business shirts, shav- 
ing cream, electric razors, air con- 
ditioners, television sets, beer and 
liquor, outboard motors, air travel 
and life insurance. Included are 
candid quotations from respond- 
ents regarding their reasons for 
buving 


| 1045. True’s 14th Liquor Report. 
| U.S. liquor consumption figures 
|for January to June, 1958, are 
compared with the January-June, 
1957, period in this True booklet, 
which also analyzes consumption 
by type of liquor, states and geo- 
graphical divisions 


1046. True Magazine 
Men's Toiletries 
This study by True 
the use and brand purchases of 
such items as_ razors, shaving 
creams and_ preparations, hair 
dressings, shampoo, deodorants, 


feports on 


indicates 


dentifrices and proprietary medi-| 


cines among the magazine’s em- 
inently masculine readers. 


Selected | 


readers, especially as it pertains 
to horticulture, buying habits, 
gardening preferences, etc. 


1052. A New and Revealing Way 
to Analyze the New Homes 
Market 

This is a documented analysis 
by New Homes Guide of the most 
| profitable part of the new homes 
market: The people who are about 
to build their own homes and how 
ito reach and sell them. The study 

{breaks down_ building-materials 

buyers into two main categories: 

Discount-controlled market (e.g. 


development builders) and speci-| 


fication-controlled market 
vidual home owner-builders 
small-scale builders). 


and 


11053. The American Home Reader 
Consumer Panel No. 55 


(indi- | 


This report put out by American | 


Home contains a summary of re- 
,plies to a questionnaire. The sub- 


jects dealt with in the question-| 


|naire were furniture, homes of 
|}panel members, jellies, jams and 
marmalade, laundry 
length of time married, paper ac- 
cessories and rice. 


1054. Food Buying Habits 
American Home Readers 
This American Home survey of 

its consumer panel No. 56 covers 


of 


bleaches, | 


1059. Playboy Rainwear, 

Wear, Hats Survey 

Playboy’s college campus mer- 
chandising representatives inter- 
viewed men’s wear retailers cater- 
ing primarily to campus trade for 
this report. Information is given 
on styles, colors, textures, type of 
rainwear, outer wear and hats 
most in demand and percentage of 
trade in brand name merchandise 
as compared with “private label” 
stock. 


Outer 


1060. Playboy College Men’s Store 
Underwear and Socks Survey 
Playboy's college campus mer- 

chandising representatives inter- 

viewed men’s wear retailers cater- 
ing primarily to campus trade for 
this report. Information is given 
on styles, colors, textures, types of 
underwear and socks most in de- 
mand and percentage of trade in 
brand name merchandise as com- 
pared with “private label” stock. 


1061. Playboy College Men’s Store 
Suits, Slacks, Sportcoat Survey 
Playboy’s college campus mer- 
chandising representatives inter- 


| viewed men’s wear retailers cater- 


ing primarily to campus trade for 
this report. Information is given 
on styles, colors, textures, types of 
suits, slacks and sportscoats most 
in demand and percentage of trade 


1047. True Magazine Reports on, Such food products as cranberries, in brand name merchandise as 
Smoking Habits. canned fish, fowl and fruits, meat/compared with “private label” 
True readers provided the data Spreads, raisins and tomato prod-| stock, 


|for this report 
covering the size of market, brand 
information and purchasing pat- 
terns for each tobacco product. 


1048. True’s Sport 
Time Report. 
Sports activities and hobbies of 

True readers are described in this 

booklet, which also includes data 


and Leisure 


on cigaret, cigar, | 
pipe and pipe tobacco preferences, | 


ucts. 


1055. Housewares Buying Habits 
of American Home Readers 

American Home’s consumer 
panel survey No. 57 covers bleach, 
bluing, clothes dryers, cooking 
utensils, dishwashing habits, dish- 
washers, laundry habits, mixes 
and salad dressings, shopping hab- 
its, soaps and detergents, soft wa- 


1062. Playboy College Men’s Store 
Shirt Survey 

Playboy’s own college campus 
merchandising representatives in- 
terviewed men’s wear retailers 
catering primarily to campus trade 
for this report. Information is giv- 
en on styles, colors, textures, types 
of shirts most in demand and per- 
centage of trade in brand name 


on brand preferences and pur-|ter, frozen and canned vegetables|merchandise as compared with 
chasing habits with regard to these! and washing machines. “private label” stock. 
avocations. 

ye | 1056. Garden Product Buying Hab- | 1063. Advertiser’s Guide to Male 


1049. 18th Annual Fawcett Beauty 
| Reader Forum. 
A ten-year trend report of cos- 


its of American Home 
This American Home report No. 
58 is concerned with horticulture 


Readers | 


Market 
This handy slide chart prepared 
by Playboy compares reader char- 
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All sales are local. Your ads sell 
best when they give your sales story 
in local terms. Localized ads, and 
PENNSYLVANIA FARMER’S local edi- 
torial material, take you direct to the 
prospect. We have on-the-spot field 
reports you can use. We'll help you 
with pictures and testimonials. Chang- 
es are made quickly, economically be- 
cause PENNSYLVANIA FARMER 
is printed by gravure. 


5S WAYS TO 
“STRAIGHT-LINE’’ 
YOUR 
ADVERTISING 


/ 


Local pictures 


y 


(~ 


Local testimonials 
) 
) 
Local prices and terms 
/ 
4+ 
Local dealer listings 


-_ 


o) 


No waiting for harvest time in Pennsylvania. 
Agriculture is diversified — farmers sell all 
year ’round. Income is steady . . . and big. 
Among the 49 states, Pennsylvania is “top 
third” in farm income . . . ranks second in poul- 
try income; third in peaches; fourth in apples; 
fifth in milk production; sixth in cherries; 
eighth in pears. 


Send for free booklet that explains and illus- 
trates in detail how you can tailor your ads for 
better sales penetration. 


Local coupon returns 


* New evidence proving how national advertisers are making 
budget dollars go further, dig deeper, yield more sales! 


f 


Pennsylvania Farmer <7 


Farman | Penwevevana 
AFFILIATED WITH STAUFFER-CAPPER PUBLICATIONS, INC. D4 
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Available Market Data—National 


To secure copies of data listed, use the handy coupons 


acteristics, average newsstand sale, 
circulation, etc., of nine media and 
U.S. census figures. 


1064. Income, Occupation and 

Family Composition Study 

This study by Sports Afield 
contains the results of a survey 
directed to 5,000 subscribers. Sev- 
en questions were included in the 
study, covering such subjects as 
marriage, children, home owner- 
ship, age, income, occupation, mul- 
tiple readership 


1065. Dog Food Study 
This study contains the results 
directed 10,000 


of a survey to 

Sports Afield subscribers. Ten 
questions were included in the 
study, including the subjects of 


dog ownership, dog food buying 
habits, money spent on dogs each 


year, et 


1066. Data on Home Handymen 
Home Craftsman has prepared 
a market data sheet (No. 10) 
showing projects home handymen 
subscribers have started and com- 


1069. Buying Habits of Time Sub- 
scribers 
This 1958 home study by Time 
is a sample census of Time sub- 
seriber families’ living and buying 


Use the Coupons 
in Requesting Data 


habits including car ownership 
and rental, and ownership of ap- | care products is given in a 40- 
pliances, kitchen remodeling, tel-| page booklet available from Faw- 
|ephones, etc. The entire study or | cett Publications. 


Advertising Age, April 20, 1959 


|of products owned by Mechanix } 
Illustrated readers. 


1078. The College Freshman Story. 

A report on what female college 
entrants buy in the way of basic 
equipment and an interesting de- 
scription of the gifts they receive 
are included in this booklet of- 


ne wigs |separate pages for the different | 
pleted within the past year. categories are available. 
1067. Management Purchasing In- | 1070. Health and Beauty Aid Sales | 
fluence : in Food and Drug Stores 
This 32-page booklet by Busi-| ‘phis is a compilation of market 
ness Week details the influence of | gata on comparative sales of spe- 
top management in business and | cific drug and toiletry products 
industrial purchasing, pointing out through drug and food stores over 
the FORSONS why continuous cOm~ | the past five years. Issued by Ev- 
munication with executive man- erywoman’s Family Circle. 
agement through advertising is 
essential to those who “do business! 1975 Fawcett 


Women’s Group 


with business.” Beauty Reader Forum, August, 
1958. 
1068. The Travel Market 1958 A detailed report on the use, 


This is a report on the vacation | brand preference, and purchasing 
travel patterns and attitudes of|habits of readers of True Confes- 
American families as revealed in|sions and Motion Picture for 


fered by Seventeen. 

1076. Fawcett Women’s 
Beauty Reader Forum, 
1958. 

Another Fawcett Publications 
booklet provides data on _ use, 
brand preference and place of pur- 
chase of hair preparations and 
products for cleanliness, oral hy- | 
giene and personal daintiness by | 
True Confessions and Motion Pic- 
ture readers. 


Group 
May, 


1079. The High School Story. 

A Eugene Gilbert & Co. study 
conducted for Seventeen is sum- 
marized in this booklet offered by 
the magazine and covering the 
back-to-school needs and purchas- 
es of high school girls. 


1080. The Beauty Habits and 
Product Preferences of Young 
Women Under Twenty, No. 2. 

1077. Mechanix Illustrated The second report by Seventeen 
and Leisure Time Survey. |on usage and brand preferences of 
This is a report covering par-| young women for skin, hand, and 

ticipation in such active sports as | hair care, oral hygiene and per- 

fishing, boating, hunting, andj/sonal daintiness products has just 
shooting, along with equipment been published and is available to 


Sport 


a survey made by Time. 


What we expect our 
Advertising Agency 
to do for us 


in Direct Mail 


By Frank J. McGinnis, 
; Truck Advertising Manager, 
") Ford Division, Ford Motor Company 


silesite | ate | 


Mr. McGinnis tells how Ford made Direct Mail a full- 
fledged advertising partner . . . and what resulted. He 
explains how to employ “personal involvement”’ in direct 
mail, and he discusses five responsibilities of the agency 
in its administration of direct mail for its clients. 


PAID |! PAID 


— 


Creativity 
in Direct Mail 


CREATIVITY 


Direct Mati 


= eaten 
8 ee 
1D | 
sts 
5] Bat rs 
a UVa 
21) PAID LRAID |. 
Mr. Ziegler explains why attitude is so important to the 
advertising agency's creative function in direct mail. 
Learn what the eight dimensions of truly creative direct 


mail are. And find out why showmanship and salesman- 
ship must be integrated for successful direct mail. 


By Ferd Ziegler, 
Vice President, 
McCann-Erickson, Incorporated 


3 Laws of Buying 
Behavior 


laws of 
buying 
behavior 
By H. H. Geddes, Director of Research, 
Direct Mail Division, R. L. Polk & Co. 


Mr. Geddes outlines the four immediate objectives of 
any advertising . . . and tells why selective advertising 
is 80 important. He cites the clues by which prospects for 
most products can be identified, and he explains what 
was disclosed by ‘“The Law of Successive Refinements.”’ 


BOSTON « NEW YORK © PHILADELPHIA * PITTSBURGH * CLEVELAND « 


Yours for the asking... 


AUTHORITATIVE TEXTS 
ON MODERN DIRECT MAIL 


|make-up and ‘nail, hand and skin ownership and a brand analysis 


The Power 
of Personal 
Communication 


communication” 
oy By C. Norman Fry, Vice President, 
National Sales, Direct Mail Division, 


nn Aire R. L. Polk & Co. 


Read why personal communication has such great power 
to generate action. Mr. Fry enumerates the steps neces- 
sary to plan effective “person-to-person” advertising. 
He also reviews the creative opportunities this medium 
offers, and he suggests how to evaluate advertising costs. 


estniiieasiniaintine 

“|| SS Pa df 

» | PAID |) PALL | 

ee The Place for 

7 The Mlace for e . . 

o| isan ft tte [ Direct Mail in the 

; ae Advertising Agency 

cat : 

oa) ; By Paul John, Director and Coordinator, 
PAID i Direct Mail Department, 
ae — Campbell-Ewald Company 

5 | PAID hRaID | 


Why did Campbell-Ewald establish a special direct mail 
group four years ago? Mr. John gives the reasons . . . and 
diagrams five basic set-ups for Seen mail groups within 
existing peency frameworks. He rep 


; orts on Ceco’s explo- 
ration of 


irect mail markets, applications and research. 


As the world’s largest publisher of direct mail adver- 
tising, we are happy to make these texts available 
without charge. Advertising and sales executives, as 
well as agency personnel, will find them helpful and 
informative. Just drop us a line, indicating whether 
you wish the entire set or individual books. 


«~ i. POLK & CoO, 
publishers 
431 Howard Street Detroit 31, Michigan 


| 


RICHMOND « NASHVILLE * CHICAGO © ST. PAUL « ST. LOUIS * KANSAS CITY 


DALLAS « LOS ANGELES * SEATTLE * HONOLULU * QUEBEC CITY * VANCOUVER * AND OTHER PRINCIPAL CITIES. 


| advertisers interested in this mar- 
ket. 


1081. The Negro Market Outlook 
and Buying Plans for 1959. 

The results of a January survey 
of Negro families in 14 major mar- 
kets are given in this pamphlet 
available from Johnson Publishing 
Co. Included are purchasing plans 
for consumer durables such as 
new cars, home furnishings, new 
homes, hi-fi sets and air condi- 
|tioners, compared with the total 
| market for such products. 


1082. Columbia Magazine 
ence Survey No. 401. 
This 30-page survey report cov- 
ers education, family composition, 
income, home tenure, and brand 
| preferences for a variety of prod- 
ucts among readers of Columbia. 


Audi- 


1083. Five Major Sunday Maga- 
zine Groups. 

| First Three Markets Group of- 

|fers this data sheet giving retail 

land food sales for major metro- 

politan areas and Sunday maga- 

| zine service in each area. 


1084. Ten Key Markets. 
| Also offered by First Three 
| Markets Group is a statistical sum- 
j}mary of purchasing power in top 
| ten U.S. markets as shown by re- 
| tail sales, food store sales, apparel 
| store sales, drug store sales, etc. 
sa. Individual Newspapers of 

Five Major Sunday Magazine 

Groups. 

A chart giving retail and food 
store sales in standard metropol- 
itan areas where five Sunday 
magazine groups are published 
|}and the ratio of sales to circula- 
|tion for the five magazines is 
available from First Three Mar- 
kets Group. 


/1086. Boat and Outboard Motor 
| Ownership and Plans Among 

Outdoor Life Families. 

Single data sheets offered by 
Outdoor Life report the number, 
size and type of boats and out- 
board motors owned by its read- 
ers, as well as the primary use to 
which they put their equipment. 


1087. Survey of Market for Two- 

Way Communications Sets. 

A report published by Outdoor 
Life details ownership of two-way 
radio communication systems 
among its readers and data on 
brands, type of use, cost of equip- 
ment and geographical distribu- 
tion. 


| 1088. Razor Survey. 

| A single data sheet available 
from Outdoor Life summarizes the 

Shaving habits of respondents and 

,shows ownership of electric and 

| safety razors. 


(1089. Fishing and Hunting Li- 
cense Statistics. 
| Outdoor Life also offers this se- 
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TRIB READERS BUY MORE 
BECA USE THE Y'VE GOT MORE. ee infact, the latest Herald fribune Home Study* shows that 


more than two-thirds of TRIB families are in the $7,000-plus bracket and 
almost twenty percent top $15,000! Four out of five own their 

own homes and they're mainly high-ticket houses on sizeable lots. 

(set all the details on the Herald Tribune quality families. 

They have the means to buy quantity! 


-Aerald Tribune 


Today's VITAL Newspaper! 


230 West 41st Street, New York 36, N. ¥ 
@ A European Edition of the Herald Tribune is published daily in Paris 
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Your message to management can get lost in the diverting atmos- 
phere of “relaxation” media. Dress your advertising in a business 
suit when you want to sell a management man! Best-tailored: 
Business Week. You can’t escape that conclusion when you ex- 
amine the “25-Company Study” of the reading habits of 28,679 
customers of 25 major companies, just published. Shows Business 


Week best-read among management men, at lowest cost, of any 


publication in its field. Ask for a copy! A McGraw-Hill Magazine. 


BEST-READ AT LOWEST COST 
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Available Market Data—National 


To secure copies of data listed, use the handy coupons 


copy. 


1094. Survey on Lawn Care Among 
Flower Grower Readers. 


ries of data sheets giving the 
number of fishing and hunting li- 
censes issued by states, Outdoor 
Life readers and families who take 


them out, fishing licenses and their | 


cost by states, and the cost of 
hunting and fishing licenses by 
states. 
1090. U.S. Camera Readership 
Survey, 1958-59. 
U.S. Camera Publishing Corp. 


Flower growers are also grass 
growers as this report from 
Flower Grower indicates with data 
on readers’ property size, percent- 
age of property devoted to lawn, 
and use of and interest in power 


$ _|mowers, sprinklers, grasses, fer- 
| The results of a survey con | tilizers, weed killers, etc. 


| ducted by Crossley, S-D Surveys | 
Inc. for Good Housekeeping among | 1095. Office Equipment—A Study 
female managing heads of house- of Purchasing Power. 

‘holds regarding their awareness A 17-page booklet available 
of and attitudes toward product from Forbes reports a study of 


members. The report, which in-| 
cludes respondents’ comments, is 
available at $1 per copy. 


|1092. Product Endorsement Study | 
| #3, 


Advertising Age, April 20, 1959 


Organic Gardening & Farming | are summarized in a 28-page book- 
describes its readers in terms of let available from the newspaper. 
sex, income, home ownership, etc., 
as well as their specific interests 1100. 59, the Growth Year 
in gardening activities. The Growth Industry. 
: . A folder offered by the pub- 

| 1097. The Buying Habits of Pre- | jisher of Manufactured Homes in- 

vention Readers. _ |cludes information on the growth 
|_ This is a folder available from of the prefabricated house indus- 
Prevention summarizing its read-| try and yearly figures on specific 
ers’ purchasing habits for vitamins| materials used nationally by the 
|and food supplements. industry. 


!1098. Facts You Should Know 
About Prevention. 
The function of Prevention and | 
the characteristics of its subscrib- | 


/1101. Metropolitan Daily Newspa- 
paper Market Data—1958. 
Offered by the Richmond Times- 


queried readers regarding their! seals, stamps and endorsements|that magazine’s audience regard- 
present ownership of and plans to are included in this booklet avail-|jng authorization and/or recom- 
buy photographic equipment and | able from the magazine. |mendation of the purchase of of- 
offers the detailed results in this 'fice equipment by respondents. 


| ers—sex, income, home ownership, 

age, geographic location—are de- 
| scribed in this booklet offered by 
| the health magazine. 


1099. The Wall Street Journal Va- 


booklet 1093. Household Cleaning Sup-| Included is a breakdown of the! 
plies and Equipment. jaudience by business, position, 
1091. Women’s, Teen-Age Girls’ | Another report from the Good size of company, sales volume and 


and Children’s Footwear and | Housekeeping consumer panel in- 
Hosiery. |cludes data on dishwashing, laun- 
Good Housekeeping has pub-jdering, and general household 
lished this 146-page brochure giv-|cleaning habits and product pref- 
ing the results of three separate | erences, as well as consumer com- 
surveys of its consumer panel| ments. It is available at $1 per 


| number of employes. 


1096. How the New Organic Gar- 
dening & Farming Sells Prod- 
ucts for You. 

A little illustrated booklet from 


WORCESTER’S own 


HIGHER READERSHIP* 


INDEPENDENT 


cation & Travel Research. 

More than 3,000 subscribers to 
The Wall Street Journal revealed 
how, to what extent, and where 
they travel during summer and 


winter vacations, and the extent of} 


their business traveling; the results 


Locally Edited SUNDAY SUPPLEMENT 


Publication Research Study 9/28/58 


Read by 


» The only locally edited Sunday Magazine in Central New England 
» Saturation coverage of Massachusetts’ 2nd MARKET, A BILLION DOLLAR MARKET AREA** 
» Our letterpress process recognized as the best in reproduction 
» Highest readership throughout. Circulation 105,300 Sunday. 
Daily 162,449 or 91.9% Coverage (Worcester County) 


**E Bl; — Sales Management Survey of Buying Power May 1958 


The Worcester 


TELEGRAM ano GAZETTE 


WORCESTER, MASSACHUSETTS 
MOLONEY, REGAN & SCHMITT, Inc. 


National Representatives 


a 
nee ee 
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95% WOMEN 
92% MEN 


... far higher readership 
than that obtained by the 
National Syndicated sup- 
plements (at best 79% 
Women—76% Men) . 
and ALSO HIGHER than 
the National Average 
among other independ- 
ent magazines (92% 
Women — 85% Men) 


~ or ee 
La 
ce oe 


OWNERS OF RADIO STATION WAG AWD WITAG-FM 


| Dispatch and the News Leader, 
| this detailed brochure summarizes 
| current Sales Management esti- 
|mates of population, households, 
net buying income, consumer 
spending units, and retail sales by 
class for 168 newspaper markets. 


1102. Realites in America Gallup 
Report. 
A study of reader’ income, 
homes, travel, beverage consump- 
jtion, car ownership, occupation 
and ownership or plans for buying 
a variety of products is available 
| from Realites in America. 
' 


| 1103. McCall’s Home Laundry Sur- 
vey. 

When McCall’s surveyed the im- 
portance of modern laundering 
|methods and equipment in the 
homes of its subscribers it came 
up with data on the frequency 
and amount of home laundering, 
ownership and use of equipment, 
jlocation of laundries (actual and 
ideal), appraisals of equipment 
{owned and currently available, and 
|readers’ plans for future purchases 
of laundry equipment, reported in 
| this brochure. 


| 


1104. Survey Among Subscribers 
| to Road & Track. 

Characteristics of subscribers to 
Road & Track, motor enthusiasts’ 
‘magazine, and information on the 
cars they own and intend to buy 
are given in this survey report 
offered by the publication. 


1105. A Report on the Retail Buy- 

ing Habits of Theater-Goers. 

The results of a survey of 1,251 
New York theater-goers regarding 
| their retail buying habits are re- 
|corded in this series of data sheets 
offered by Playbill. Respondents 
named their favorite stores, listed 
charge accounts, and _ indicated 
frequency of shopping expeditions. 


1106. Ownership of Phonographic 

and Color Television Equip- 

ment by Theater-Goers. 

Another study of theater-goers 
offered by Playbill indicates the 
‘extent of ownership of various 
types of phonographs and plans 
for purchasing stereophonic or hi- 
fi equipment, and ownership of 
and buying plans for color televi- 
sion receivers. 


1107. Profile of the Theater Mar- 
ket. 

A 52-week study of New York 
theater patrons conducted by Man- 
|hattan College for Playbill pro- 
‘duced this analysis of audiences 
which includes age, sex, income, 
size of family, marital status, and 
frequency with which they attend 
the theater. Summer and winter, 
/matinee and evening performances 
| were covered, as well as a variety 
of types of stage offerings. 

' 1108. Moody Monthly Puts Your 
Sales Message on Target with 
Two Profitable Markets. 

A booklet offered by Moody 
| Monthly describes the double au- 
|dience this Protestant publication 
/serves—churches and church in- 
stitutions, and private Protestant 
| homes. 


/1109. The Bridal Market. 

Facts and figures about the U.S. 
bridal market, based on a study of 
young women whose names were 
|obtained through marriage license 
|bureaus throughout the U.S., are 
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Down in Washington, D. C., there is a 
wonderful, invisible animal —a composite 
of cow, sow, ewe, goat, hen and turkey. 

It was invented by the US Department 
of Agriculture, and is based on animal 
numbers, weights and prices. It is called 
the Livestock Production Index; and 
naturally enough, indicates the status of 
livestock in the U.S. 

If you are interested in meat (to eat), 
livestock or markets—you will be glad to 
know that the LP Index has been doing 
just fine in recent years. Grew 27% from 
1948 to 1958! 

The LP Index also indicates one reason 
why SuccessFuL FARMING subscribers, 
despite fluctuations in farm prices, have 
managed to earn more every year, and 
become better customers. 

Although SIF’ subscribers number only 
1,300,000, they produce an estimated 
47% of cattle and calves, 62% of the hogs 
and pigs, 41‘% of milk cows. SF farm 
families estimated annual cash income 
from farming, incidentally, has averaged 
about $10,000 for the past decade, was 
higher in 1958. 


These SF farmers are among the 
country’s best. Their average holding is 
over 300 acres. They are better farmers 
because they read SF’. And they read SF 
because they are better farmers. The small, 
inefhcient or marginal farmer has no use 
for SF because it doesn’t fit his operation, 
or lack of it. 

Every issue of SuccessruL FARMING 
helps a smart farmer dozens of ways to 
save effort and expense, to get more for his 
time and money, to increase his profit and 
prospects. And every issue helps the farm 
family to live better, get more out of life. 
SF subscribers not only read this magazine 
but study it, save it for future reference, 
and believe in it because it has never let 
them down. No other medium can match 
it in influence that gets extra receptiomand 
extra response for every advertisement on 
its pages. 


SF farm families have money to spend 
—and these days are spending heavily for 
better homes, better living. If you want 
more sales this year—and better balance 


in yous national advertising program —use 
SuCCESSFUL Farminc. Any SF office can 
give you the details. 


Meredith of Des Moines. . . America’s 
biggest publisher of ideas for today’s living 
and tomorrow’s plans. 


r 


Successful Farming farm families 


urban families! SF farm families | 


Estimated average cash farm income | 


$10,000 for more than a decade 


—makes them exceptional prospects 


Successful Farming delivers sales, 


Successful Farming... Des Moines, New York, Chicago, Atlanta, St. Louis, 


Cleveland, Detroit, Philadelphia, San Francisco, Los Angeles, Minneapolis. 


Like it hot or cold! 
in a year buy twice as many 
cold cereals, and three times 


as many hot cereals as 


are bigger, eat more, | 


are choice grocery customers. | 


of SF farm families exceeded 


for all consumer goods. 


better balance, and influence 
based on 57 years of service. 


Details any SF office. 


_ Y 
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t exceeded all estimates — 


“The post-war years have seen Argus Cameras, now a divi- 
sion of Sylvania Electric Products, Inc., grow to a major factor 
in the U.S. photographic industry. During this growth, Argus 
has been a consistent user of magazine advertising. 

“Camera and projector advertising must sort out interested 
prospects and hold their attention long enough to note the 
merits of the product. Argus has found the magazine format 
a good environment. With national distribution, covering all 
sizes of markets and types of outlets, Argus finds that maga- 
zines offer economic, efficient coverage . . . meet the test of 
strong support demanded by dealers. 

“For a precision product, brand image is important. Argus 
has used the prestige of leading magazines to help create one 
of the best recognized brand names in the industry. @@ 


ARGUS CAMERAS 


“Primary aim of this series of magazine advertisements pre- 
ceding introduction of jet service was to establish American 
Airlines leadership in jet service within the U.S. In addition 
to facts about speed, copy emphasized the personal pleasures 
of jet flight. 

“To reach the maximum number of potential travelers at the 
lowest possible cost — magazines were a natural choice, and 
the use of color served to give additional impact. American, 
a leading magazine advertiser for years back, put behind its jet 
announcement campaign the largest magazine list in the com- 
pany’s history. 

“Results? Advance sales exceeded all estimates and 
American is satisfied that national magazines did an excellent 
job in helping to establish its franchise of leadership in domes- 
tic jet service. In 1959, American is continuing a substantial 
magazine schedule. @@ 


AMERICAN AIRLINES, INC. 


“Simmons has been a national advertiser for 43 years — a 
period which parallels our years of greatest growth. During 
that time our advertising has been concentrated overwhelm- 
ingly it. ~“agazines where we have had the advantages of 
quality prese. ‘ation and selectivity, and have been able to 
achieve sufficient tonnage and coverage to get strong local 
impact. 

“All studies on mattress preference have demonstrated that 
Simmons and Beautyrest and Hide-a-Bed Sofa have not only 
the highest position in our industry — but a familiarity among 
the general public that ranks among the highest of products 
or companies in any industry. 

“Furthermore, Simmons has consistently outsold all com- 
petition by wide margins since 1925 when the now-famous 
Beautyrest was introduced through magazine advertising. ae 


SIMMONS COMPANY 


“Our advertising objective is to promote greater brand aware- 
ness (1) in terms of consumers; (2) in increased consumption 
rate with current users. We try to develop campaigns that 
offer merchandising possibilities with related products at the 
supermarket level. 

“Only through magazines are we able to pre-select the audi- 
ence with the highest consumption opportunities. Factors such 
as female readership, age of women readers, size of family and 
family income are important to us. 

“Although Underwood Deviled Ham has been a well-estab- 
lished product for almost a century, and holds an envied ‘brand 
preference’ position—since we have been using full-color maga- 
zine advertising, we have seen our share of the market grow 
to even greater strength. We have built even more strongly 
our brand position. ae 


WM. UNDERWOOD COMPANY 


isin Adetsiidne Beitiin Ul 


271 Madison Avenue, New York 16, N.Y. 


People believe 
what magazines say 


Who, what, when, where — other media can tell. 
But Americans turn to magazines to find 

out why. Today, every literate American owes 
to magazines some of his knowledge, judgments, 
opinions and convictions — for people read 

and believe what magazines say. That’s 
reflected in the way people feel about 

magazine advertising. “The public’s attitude 

is that a magazine advertisement is a sworn 
statement of fact,” says a leading advertising man. 
Another puts it this way: “Because of the 
tremendous volume of advertising and the 
welter of claims and counterclaims, today there’s 
a great premium on magazines’ believability.” 


Magazines put you in direct touch 
with the reader’s mind 


The deliberate concentration of the reader 

is a major reason why magazine advertising 
works. It results in deeper, more lasting 
impressions. Magazines call upon the reader 

at his convenience; they stay as long as he 
wishes, available for repeated reference. 
Magazines can also place useful material in 
people’s hands — cookbooks, money-saving 
coupons, product samples. Magazines work for 
sales in more ways than any other medium. 


Magazines can get you 
anyone or everyone 


Want families particularly interested in homes? 
Want dual audience? Want teen-agers, or 
housewives or fashion-followers, or men? 

Or do you want everyone that’s worth getting 
in the whole U.S. buying market? (Survey 
after survey proves that magazine readers earn 
more, spend more.) There is a magazine or 
group of magazines to sell your kind of product 
to your kind of audience, since each magazine 
draws to its pages a group of readers 

of common interests, tastes, desires. 


The magazine is a 
trusted buying guide 


Consumer confidence in magazines is a 

big reason why most marketers use magazines 
as the basis for their merchandising. And 
realistic product reproduction — with 
eye-catching, lifelike colors available — gets ‘ 
immediate recognition at point-of-sale ... sie 
adds to magazine merchandising values. i 
Retailers know that their best customers prefer 
to “shop” the ads in magazines — and to shop 

in the stores that display products they saw 
in magazines. Clearly, magazines are the 

most merchandisable medium. 


pele es Ss oe ae bye RR a ee ae) ee he eo ree Ja 4 a Oe ee eee Pa hig Fite bags apd eee ie de 3 tag 
Semen ae Ae Pend te ie AE a (iad i ie ee ee ae ee 1% ap >: Der Cea 
Sur ees geek: Gees Gove ec meee 2 nee Sc lee me ere ae Selre Gs Vee. eae gs ne eg ere oie 
ve auecer Se GR sees ce rite: * Ps, By Pn Pee a ae ah Eses er. eae = Se ee Sea = ae. ; ee ae . : 
Bei cy SR ce cae ese = er la ote ane rae a ee ee on eee. So tl re ” Be ead es Ae Saas. : E Bae a es eee 
eee lean Cee ee Re a ee 2a Pia ap Sick i ee Eg  .ceaess, Bee yi fe sa ee a 
Te a nT ee Ce eee ee Ee eee Pe ae ee eee ee eee ee = yi hte - re ee ee - peat ee 
cs Ce ae ee - gc A hy Sk eee ; Es 7 md ea bg steerer nis peter ae ht ele : 
ey ar omen — ar , ae wise, ee eS Be ee a ae i. ee . Reece; Sin, 
4 : a 

: 

' jue 
¥ ; : 
ra i : 
a 
<2 q Be 

t of ° CY 

é es 

: 7 a $ oe 

F ’ Ger 

» ecause... — 

- U aes 

‘ at 

‘< te 

; ] =. 

n is 

= f i ee 

2 Ronee und of amy - 3 

7 (oe mabes te = 

:* Arpt projector the Pi 

“Hs, , ap the picture big! 3 . 

7 ‘am > . f et 

: A See a 
: “- ergus -.-—~—-~ 

} ha che erwnmenee yo 
is : == a 
—C—T—T——— sg 
= J —— me me _ ee = Be 
5 Ly ~_ eee ee ae 

e 
Z ese, | 
; Ras ae Pe 
id q i 
~ ‘ ' te e 
a é ay Bo ae 
: a4 te: 
: 2s oe 
' as } cog 
Y ¢ rs 
" eee : 4 
¥ rs rf . 4 , -_ 
t " ~ Bie’ 
Ree pe se See ¥ ” P : 
: Bite) PE rt t , » fe 
2 = e ; = ~% ” 
‘ ‘ = * sie 
wh % , ee a ee 
Seat 
bap 
: NFS pe 
1. ee - 
* ‘ ; = 
‘ ' a 
i! g 
a)" , ‘ Pd 
eit ‘> e 
toe p q | p + . 
ee ¢| + I 
ann - aa : 
a : (' Tn, — ames . 2 ze 
ie 7% sian , be . A oe 
ee 4 “—— 
ae aie y 
es 
¥ “rs 4 ao - 
a 
. ~“ Pai 
, f > 
a a 4 
py! 

M 

' 
a | 
i] 
ee 
, a 
if ee 

1h A ‘ 

} —— 4 
eM iT ne 
—— : 

f of * 

ay 

{ he 

a - 
oe 

(ii 4 sa 

‘ " 

ii - 
_ ord Balm aipeaber tS a Sa ale yee * SS, Se aie ere oe ae 


Available Market Data—National 


To secure copies of data listed, use the handy coupons 


provided by this brochure pub-|ther of the two facing pages of | 


lished by Bride’s Magazine. High-| 
lights include the fact that US.) 
brides are better educated than 
U.S. women as a whole, 29% hav- 
ing attended college. 


1110. Churches Are Spending Bil- 
lions. 

An illustrated booklet available 
from Christian Life supplies data 
on the extent of current church 
buying of all kinds of institutional 
equipment and facts about who 
does the buying, as well as the 
makeup of the conservative Prot- 
estant audience served by the 
magazine. 


| 


1111. A 1958 Study of Major Mag- | 

azine Spread Traffic. 

A new wrinkle in magazine 
readership studies is suggested by 
this report, available from Look, | 

which checked reader recall of ei- | 


| supplement 


each spread in a given magazine. 
Publications included in the study, 


\in addition to Look, were Life, 


The Saturday Evening Post, La- 
dies’ Home Journal, McCall’s and 
Reader’s Digest. 


1112. The U. S. Market 1958. 

A market folder containing da- 
ta on buying income, total retail 
store sales, sales of food, furniture, 
cars, gasoline, hardware and drug 
products in the U. S. last year, 
plus magazine and newspaper 
audiences by geo- 
graphic areas, is available from 
Look. 


1113. The Audiences of Nine Mag- 
azines, 1958. 

A detailed report of an Alfred 
Politz Research study of magazine 
| reading in relation to markets de- 
|fined by product ownership and 


| purchasing habits is supplied by 
this 76-page brochure available 
| from Look. The nine magazines 
| are, 
Homes & Gardens, Good House- 
keeping, Ladies’ Home Journal,| 
Life, McCall's, 
The Saturday Evening Post and 
Time. 


1114. Audiences Reached Through 
Magazine Combinations. 

A followup of its study of “The 
Audiences of Nine Magazines, 
1958,” this Look offering details 
the audiences of all pairs, trios and 
quartets within the group. 


1115. National Automobile and Tire 

Survey, 1958. 

Another Look brochure provides 
purchasing information about peo- 
ple who own, recently bought or 
plan to buy new cars, tires, 
or other automotive equipment, 
based on an Alfred Politz Re- 
search survey conducted for the 
magazine. 


in addition to Look, Better| 


| 


Use the Coupons 
in Requesting Data 


Reader’s Digest,| 1116, Market Study of the Kiwanis 


Magazine Audience. 

This extensive booklet about 
Kiwanis readers is divided into 
three sections, the first of which 
deals with reader characteristics 
such as type and size of businesses 
in which they are engaged, job 
responsibilities and buying au- 
thority for capital equipment, etc. 
Part II gives age groups, home 
ownership, family composition, car 
ownership, income, tobacco usage, 
and insurance ownership, while 
Part III reports on hobby interests 
and vacation travel. 


1117. Captive But Not Caged. 

This title describes readers of 
the Lion Magazine whose occupa- 
tions, positions, purchasing influ- 
ence, travel, income, appliance 
ownership, civic activities, etc., 
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The financial vitality of prosperous St. 


1S STILL 


GROWING\ 


STRONG! ¥ 


Paul will get 


market 


Paul Market really means business! 629 million dollars 
and buying power like that is only one facet in the ¥ 
amazing growth of this ever-expanding 3-county” 


of 516,500 


a business- Ps. 


boosting shot in the arm with the upcoming construction of two great new 


stores that are destined to make 


retailing history. Dayton’s. Ine.. 


one of the 


nation’s Top Ten, is already in the blueprint stage for the greatest store 


between Chicago and the West Coast... 
the fringe of the St. Paul loop, Sears will soon break ground for still 


other retailing giant. 


Coupled with the pulling power of these two great new stores is the 
fact that the Minnesota Highway Department has completed new super 
highways that are funneling thousands of shoppers 
straight into St. 
All of the facts and figures add up to constant, surging growth for 
. a booming market covered by one 


Paul. 
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| purchase 
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are indicated in an _ illustrated 
booklet available from the publi- 
cation. 


—_ * Saat: Review Report No. 


Sent " published this month is a 
12-page report on the changing 
position of master chefs in the 
U. S. food industry picture, giving 
the function of executive chefs 
and other data about readers of 
Culinary Review. 


1119. A Survey of Buying Plans 
Conducted Among Private 
Electric Utilities. 

Nation’s Business has published 
this survey report on private elec- 
tric utilities executives’ plans to 
industrial machinery, 
plant and office equipment, mate- 
rials and furniture, business in- 
surance, vehicles, and mainten- 
ance supplies in 1959. 


1120. A Study of the Community 
Activity of Business Execu- 
tives. 

A cross-section of Nation’s Busi- 
|ness subscribers who own all or a 
part of their companies reported 
|extensive participation in civic, 
|charitable, social, fraternal and 
|other similar activities in their 
|communities, according to this 
survey report available from the 
magazine. 


1121. A Survey of Buying Plans 
Conducted Among the Largest 
Manufacturing Bakeries. 
Executives of 694 manufactur- 

ing bakeries were respondents for 

this report on bakeries’ ownership 
of trucks, tractors and trailers, use 
|of advertising and insurance, plans 
|to modernize and purchase all 
types of plant and office equip- 
ment. It is available from Nation’s 
Business. 


1122. A Survey of Steel 
houses. 

Conducted among chief execu- 
tives of all steel warehouses in 
158 standard metropolitan areas, 
this Nation’s Business survey 
shows size of company markets in 
| terms of areas, types and sizes of 
| business done, the types of busi- 
| nesses considered “‘best customers” 


Ware- 


‘and the importance of various 
{buying influences. Also included 
{are inventories carried, number 


{and makes of motor vehicles used, 

; and use of local advertising. 

| 

(1123. The New York Security 
Analyst—Key to the Nation’s 
Investment Dollar. 

A report published by the Jour- 
|mal of Commerce analyzes the im- 
|portance of New York security 

analysts in the financial field, 
their influence on _ investments, 
and reading habits. 


1124. Import Bulletin and Export 
Bulletin Subscriber Analysis 
and Market Survey. 

A booklet describing subscribers 
to the Export Bulletin and, sep- 
arately, subscribers to the Import 
Bulletin, is available, analyzing 
|buying power and the services 
they either recommend, specify, 
authorize or otherwise influence 
for purchase. 


|1125. A Security Market Running 
into Billions. 

Published last December, this 
booklet offered by the Journal of 
Commerce is a tabulation of the 
corporate security holdings of 
leading insurance organizations 
throughout the country, emphasiz- 
|ing the importance of these com- 
panies as a market for securities. 


1126. The Corporate Personality. 

Six reports on a continuing se- 
ries of pilot studies being conduct- 
ed among business executives to 
| determine the public relations quo- 
tient of leading companies within 
given fields are offered by Na- 
tion’s Business. Now available are 
| studies of non-ferrous metals, steel, 
| paper and electronics manufactur- 
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Comparative Auto Sales 
in GREATER MIAMI ALONE 
Jan. 1 to March 31 


1958 1959 GAINS 
AMERICAN CARS 9,817 10,617 800 
FOREIGN CARS 1,498 3,101 1,603 


11,315 


13,718 


2,403 


AUTO SALES LEADERS 


in Dade County (Greater Miami) 


FIRST QUARTER 1959 


CHEVROLET 3,895 
FORD 2,640 
ENGLISH FORD 1,299 
OLDSMOBILE 746 
PONTIAC 589 
RAMBLER 560 
BUICK 526 
CADILLAC 503 
PLYMOUTH 4 


VOLKSWAGEN 


THE TOTAL SELLING MEDIUM IN SOUTH FLORIDA... 


ONE way to sell Autos 


(or anything else) 


The Herald gives low-cost ONE medium blanket coverage of 
the red-hot MIAMI/GOLD COAST—12th major retail market 


in the country. 


The Herald is second nationally in Automotive Advertising 
(missed first place by 7/10 of 1% in '58). In fact, it's second 
nationally in Total Advertising and first in Food and Grocery 
Advertising. 

It’s the unquestionable No. 1 Sales Force for everything that 
families need and desire in the excitingly active Miami/Gold 
Coast 21/s-billion dollar market . . . 1,500,000 population, in- 
creasing by 1,200 new residents per week . . . and 4,000,000 


tourists a year. 


The Miami Herald an 


America's 
Great 
Newspapers 


Nationally represented by Story, Brooks & Finley 
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Available Market Data—National 


To secure copies of data listed, use the handy coupons 


ers, and banking firms, considered 
in one study by size of deposits 
and in another by advertising ex- 
penditures. 


1148. Market Fact Sheets. 
A series of four market fact 
sheets, showing the executive 


Just like Paul 
and his lantern... 


people 

REACT 

to the 

voice and vision 

of NBC in 

South Bend - Elkhart 


call Petry today! 


WNDU-TV 


BERNIE BARTH & TOM HAMILTON 


Finding today’s 
hot markets... 
for your 

products... 


If you want to know where industrial 
buying activity is on the upswing now, 


your product advertising belongs 
in N.E.D,. For only 4 cent or 
less per issue, you blanket over 
43,000 best-rated plants in a/l/ 


CHANNEL 16 | 


structure of four large corpora- 
tions with emphasis on the execu- 
tives responsible for selection and 


tion equipment and supplies, is of- 
fered by Management & Business 
Automation. 


1149. The Story of Management & 
Business Automation. 

A brochure published by Man- 
agement & Business Automation 
describes the major changes be- 
ing made in business management 
today and their effect on the mar- 
ket for business automation equip- 
ment. 


1999. Grit Readers’ Brand Prefer- 
ences. 


groceries, home appliances, tobac- 


lishing Co. 


1150. Recreational Boating Equip- 
ment Sales. 
A statistical analysis of the 
money spent for recreational boat- 
ing in 1958, including retail sales 


paints and varnishes, fiber glass 
and aluminum, and the ’59 sales 
outlook, is offered by Boating In- 
dustry. 


1151. Birthday Gift Survey. 

Five hundred members of Par- 
ents’ Magazine’s consumer adviser 
panel with daughters between 5 
and 10 years of age reported birth- 
day gifts they or their offspring 
bought for other children and in- 


dicated the types of presents 
chosen (i.e., clothing, toiletries, 
|games, etc.) for this report of- 


' fered by the magazine. 


application of business automa-— 


Small town family brand pref-| 
erences in cars, drugs, cosmetics, | 


co and other commodities are re- | 
ported in a booklet of Grit Pub- | 


figures on outboard motors, fuel, | 


Advertising Age, April 20, 1959 


| 
| 
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TO OBTAIN MARKET DATA USE THIS COUPON 


Readers’ Service Dept., ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Ill. 


Please send me the following data (insert code number of each item wanted) : 


| ae ie 


| 
| 


| OE eee Tre rer eT rrr rr, ere reer ei se TE ea nwa oe iak en a od 603 4 Oe 

| COMPOMY 066 eee een een e ete eee Ee ee eens ee eee ee en eee s see esene rene eesseeseanes 

| 

| | reer erorer Scmrernrrt tte hitter rere rr iret rere rs tote ce Terror 
a eee rrr rrr errr rt, Tete T eer er eee | ere ereetsetweos 

| 

| This coupon will not be serviced after July 15, 1959 

| 1152. Baby Gift Survey. | 1160. The Teen-Age Market. Christmas. 


This Parents’ Magazine research | 
report shows the number of baby 
gifts given or received by con- 
sumer adviser panel respondents, 
how much they cost, and what 
baby gift items they most prefer 
to receive. 


1153. Drug Store Survey. 

Another Parents’ Magazine re- 
port on data supplied by its con- 
sumer adviser panel shows re- 
spondents’ trips to the drug store, 
specific items they purchase, 
number of purchases and for what 
family members they are made. 


1154. Audience Characteristics, 
Harper’s Magazine and The 
Atlantic. 

Data on education, occupation, 
and net worth of subscribers, own- 


principal markets. You reach the key men 

who initiate and place orders in these plants. For information 
about products they need and are ready to buy now, they look in 
N.E.D. Then they inquire—and this reader action tells N.E.D. 
advertisers who today’s best sales prospects are... where to 
apply personal selling efforts for quickest pay-off in orders. 
Response from N.E.D. readers is now the highest ever! 

It’s an important reason why N.E.D. belongs on your 


1959 product advertising schedule, 


A | PENTON| Publication, Penton Bidg., Cleveland 13, Ohie 1159. The Opportunity for Busin« 


NOW OVER 81,000 COPIES 
(Total Distribution) IN 


& 


“I /)IGEST BPA 
OVER 43,000 INDUSTRIAL PLANTS 


ership of cars, cameras, musical 
instruments, typewriters, tv sets, 
|phonograph equipment and rec- 
ords, life insurance, vacation, trav- 
el and sporting activities, and or- 
ganization membership are given 
in a 36-page booklet available 
from Harper-Atlantic Sales. 


1155. Who Reads Harper’s and 
the Atlantic? 


This Harper-Atlantic report de- | 
scribes the market potentials of | 
the educated professional worker, | 
showing differences in travel hab- 
its, consumption of alcoholic bev- | 
erages, life insurance carried, and | 
type of cars purchased. 


1156. Retail Shopping Survey. 

The retail shopping habits of 
Atlantic or Harper’s subscribers 
in two metropolitan areas, show- 
ing the kind of stores patronized, 
use of credit and mail order 
buying, and out-of-town shopping 
accounts, are described in this 
pamphlet. 


1157. 1959—A Growth Year with 

Profits. 

A reprint from Printing Maga- 
zine reports its annual survey of 
executive opinion on the outlook 
for the printing industry, includ- 
ing data on building and expan- 
sion plans, paper specification, 
equipment buying, and ’59 price 
level predictions. 


1158. How Television Stations Use 
Business Sponsored Films. 
Modern Talking Picture Service 


| guage publications 


Another offering of Modern 
Talking Picture Service is this bro- 
chure on the nature and size of 
the teen-age market, its char- 
acteristics, purchasing power and 
influence on adult purchasing, 
and how it can be reached by 
business-sponsored films. 


1161. Military Market Fact File. 
This is a 40-page analysis of 
the military market, giving popu- 
lation characteristics by service 
branch and area, data on commis- 
sary sales, affiliated families, and 
ways to reach its vast buying 
power here and overseas. The re- 
port was prepared by David E. 
Larsen, military market consult- 
ant, and is available at $15 a copy. 


1162. Ground Support Equipment | 


Report. 

An analysis of the growing mar- 
ket for ground support equipment 
in connection with the U. S. mis- 
sile program is offered by West- 
ern Metalworking, and includes 
lists of ground support equipment 
contractors and vendors for each 
type of missile, details on materi- 
als and construction requirements, 
and descriptions of launching and 


handling facilities now being pre- | 


pared. 


1163. Foreign Language Press of 
America. 

This is a list of all foreign-lan- 
in the U. S 
with circulation, dates of publi- 
cation, and rates, along with pop- 
ulation figures of all ethnic 
groups in each state, showing for- 
eign-born and those with foreign- 
born parents. It is offered by 
Waxelbaum Advertising Co., New 
York. 


1164. Major Market Selection. 

A data file offered by Associat- 
ed Release Service describes the 
market for publicity releases to 
newspapers, and lists the numbers 
of urban, suburban and interur- 
ban newspapers by geographical 
regions and cities. 


1165. Baking Habits. 

Results of a survey conducted 
among Better Homes & Gar- 
dens readers are given in a 33- 
page brochure reporting specific 
kinds of baking done by 
spondents (sample: they baked 


re- | 


conducted a survey of 530 tv sta-| cakes or cupcakes 6,530,000 times 
tions and reports the results in|in a two-week period!), the ex- 


why, when and where 
| use free films. 


stations | used and the brands chosen, use 
|and brand preference of heat-and- 
| serve baking products, flour brand 


Sponsored Films. ie ste: lates & ee 
| A booklet published by Modern | EE Se earene HS NORE. 


| Talking Picture Service describes | 1166. Bought for Christmas, 1958. 
the advantages of each of the| Another survey report from 
three major audiences which can| Better Homes & Gardens shows the 
|be reached via free films—com-| appliances, furniture and furnish- 
munity organizations, television ings respondent families bought 
viewers and movie goers. ,as gifts for their homes last 


this illustrated booklet telling how,| tent to which baking mixes were | 


’SS | preferences and use of such food-, 


1167. Homes and Families. 

A report published last summer 
| describes the reader characteris- 
tics of Better Homes & Gardens 


| families—age, home ownership, 
jemployment, ages of children, 
| ete. 


1168. The Readers of The Satur- 
day Evening Post—No. 2. 

| A hard-cover brochure offered 
| by The Saturday Evening Post 
|describes the markets for various 
|products and services reached by 
|the magazine and reports on an 
Alfred Politz media study of ad- 
vertising page exposure. 


1169. Profile: The 

Subscriber Study. 

The first subscriber study since 
1952 for Esquire, this report de- 
scribes readers’ occupations, in- 
come, education, age, marital 
status, family size and dwelling, 
as well as ownership of 24 luxury 
items — automobiles, swimming 
pools, private airplanes, etc. 


1958 Esquire 


1170. Facts about the Market for 
Men’s Shoes. 

Another booklet offered by 
Esquire covers men’s shoe indus- 
try production and sales in recent 
|years by types, average annual 
family expenditures for shoes, and 
comparative advertising programs 
of major shoe manufacturers. 


1171. Supermarket Land, U.S.A. 

A map illustrating the concen- 
trations of supermarkets in areas 
accounting for the bulk of U. S. 
buying power, with all U. S. 
counties classified according to 
the number of supermarkets they 
contain, is offered by The Ameri- 
/can Weekly at $10 a copy. 


/1172. 300 Leading Rack Jobbers. 
| The American Weekly has 
available this list of leading U. S. 
rack jobbers in 44 states, with 
|their locations, the lines in which 
they deal and the stores they 
serve. 


1173. Who’s Who in Grocery Re- 
tailing. 

Another offering of The Amer- 
ican Weekly is a tabulation of 
total mewspaper advertising lin- 
age for 1957 by each of the top 
ten food chains or independent 
stores in 133 cities. 


1174. 1958 Argosy Reader Survey. 

A very detailed report of a sur- 
vey of Argosy reader characteris- 
tics, including ownership of a va- 
riety of products, hobbies, travel, 
etc., is now available along with 
a brand new companion survey 
on the state of Alaska. 


1175. Market Blueprint—tTires, 
Batteries and Accessories. 

A four-page report prepared by 

Popular Mechanics offers current 


\ 


= as 


cara: > 


Kpett 


cs a Sea ee bedi «ville Pe CS pe es ‘+ Pret page eae een aa; ites, ge ee ay ya ca Se ee Ae eee ns Pee ost ey a Sie ee See 
ae Z ae e a a aaa pee ke ene 4 te = aap ea aes ’ A, ff By tea St een ee oe a : Dr ae Uieeagl a vai ap hee Fo 7 stander a , 
eed ‘at Sc a a i aa te Re aN ea Ce oy te al age eure ek ee Pee ae eee bt a = de sare es oe eee eae 5 
aes attae . i i bi ge a Sa 4 Gaui eee : is CS ataaae > eae Dewey 8 ‘ar eee 
ee gs ae 2 a ae Tete, Pais : ee petite Seaeetee™ aig ee ser ea pene nr alee cats eee a Pe ee a 
Eder" Bhs =| 25 a RNA IES ee Bi bie ey ae ; hae IN . afd Ne ES er eeai ie re Se ok gt A fe & Re ae . rr eis) oo ee 
ert, 5 UM: ee Cua Cece ea oer, eee PT einai. ee eae ee Sa a ee 
ee 2 ae ee ee eee | ee ie etiig: ae A IRR le ee 
‘ae ee ween Se ee | ans seaMeeae er: oe AR MnaaT S.A Sse ee eee es eke a ee ee es 
ees “aa gue aes os peice fe oe aaa ; ee kes ey a : a he ‘ ry : P 
ie gee ae Ae Kes as eee ARR i oe SS ae : P . oy 
= ee é 
* 
Sau 
see | 
Sa | 
Pe | ‘ 
a = aa —— my. 
re, | 
ae | 
ee: 2s + 
+ ae ‘ i 
foes * a 
i “_ P 
mas .) - 
Ears fa “ty = . 
oO am TH | 
e: Car . rs 
Spe .) \ ¥Y y 
et i 7 eS 
ee 
¥@ t / . are as 
{ ame sees 
: Z : = > —- | ‘ 
wid , it = 
ee °F | ee : 
| 2 
= : 
ees a 
ES : 
6 
i | 
pealpestite | e 
ier se a 
ae | Fy : 
a —————— ——— 
age? i 
— : 
oe 
RE ees 
me igs > a “4 
es : ns 
‘na 
*are ~ 
Ber I” > ? 
as oe ; 
ee . Oo | i 
Ga ed 
ey = 
om F \few 5 | oe 
I ‘ygulP ‘ . ; m7 
2 ; £ li — « 7 
MG . | 
es ' * oo ms 
jee ¢ é : ° . 
= ’ | : 
joule 7 c 
ie ee e," + 
ey \ s s / 
‘. *. paw aoe " | 
: SF ——— 4 . i 
._n - 
\ fa" ¥ | 
‘ 4 (j - 
| fPRIAR 2 2 po Be ov ) 
oon = } ' 
sed a | 
ee , 8 
Sie J 
Ries 
oe : 
| ies Pe bd : 
ld ! 
BA aan | 
oe 
TEN - Ne 
ee 6 
Se = 
| 
| | PT 
| 
; ~ 4 
2 OUIPMENT 
fee ; 
iA 
ee 
eon 
+ a et) te es Me: 


mn 
tf 
t; 
: z 


onane Tana 
-cengnlaan 

Prt 
munnnnida 
LLL 
TL | 


ih | 
i 
i 
iL 


NORTON BUILDING 


21 STORIES 
OPENS SEPTEMBER, 1959 


LOGAN BUILDING 


11 STORIES 
OPENS JUNE, 1959 


WASHINGTON BUILDING 


22 STORIES 
OPENS EARLY IN 1960 


Other downtown construction totals millions of dollars 


RETAIL SALES: Department store sales up 9% in 1959. 


IMPORTANT TO YOU: Get your share of this 
tremendous buying power. Place The Seattle Times FIRST 
on your schedule. | 


LEADERSHIP: In 1958, advertisers selected THE 
SEATTLE TIMES as their best buy by placing 9,655,352 
more lines of advertising than in the second newspaper. 


USE THE SEATTLE TIMES TO SELL THE BUSY SEATTLE MARKET | 


The Seattle Gimes 


| SEATTLE’S ACCEPTED NEWSPAPER — 


‘REPRESENTED BY 

O'MARA & ORMSBEE, INC. 
New York « Detroit « Chicago — 

Los Angeles + Sen Francisco 


Member Metro Sunday Comics, 
Metro Rotogravure Group 


and Farwest Rotogravure Group 
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Available Market Data—National 


To secure copies of data listed, use the handy coupons 


statistics on the TBA market with Readers. 
a census breakdown of the auto-| Based on the 1958 Starch Con- 
motive service market. |sumer Magazine Report, this bro- 
|chure available from Reader’s 
1176. Market Blueprint—Paint| Digest is divided into four parts, 
and Varnish. ‘describing reader and household 
A digest of facts about the| characteristics, possessions and 
paint and varnish market—pro-|purchases for its primary audi- 
duction and sales figures, and | ence in terms of numbers, com- 
data on who buys paint and then position, penetration and addition 
who does the actual painting—is of other magazines. 
the substance of this six-page | 
folder offered by Popular Me- 1179. Characteristics of Reader's 
chanics. Digest Primary Households and 
_ Readers—Western Edition. 
The same information as con- 
surance. tained in the booklet described 
Ownership and attitudes to-|above, based on the Starch Con- 
ward ownership of life insurance, |sumer Magazine Report, is availa- 
along with data on who buys it|ble from Reader’s Digest on read- 
and how it is advertised, are in-|ers of its Western Edition. 
cluded in another folder offered 
by Popular Mechanics. 


1177. Market Blueprint—Life In- 


1180. Marketing in Interurbia. 
| The merging together of the in- 
1178. Characteristics of Reader’s| dividual urban and suburban sec- 
Digest Primary Households and | tions which make up metropolitan 


areas is described as “interurbia,” | America. 

and this booklet from Reader’s; A pair of maps published by 

Digest examines the market such Reader’s Digest show population, 

‘areas present with closeups of 14|/ ranking and Digest circulation 

|interurban areas. 
| politan areas. 

= Leading Retail Sales Areas) 1991, Audio-Visual Equipment in 

Reader’s Digest has available | Protestant Churches. 


; : A sample of Protestant minis- 
three maps in a folder showing : . io 
the top one-fourth U. S. counties ters was surveyed for informatio 


- : : jon the use and planned purchases 
in retail sales, the next highest | °+ ~— miss coutnenent. Sao. 


quarter, and the top 50% of all) . 
: : nomic data on the churches re- 
counties, along with Digest cov- porting are also included. Pub- 


erage in these areas. lished by the Christian Herald. 


11182. A Study of Seven Publica- 
tions, Their Audiences and tant Church Americana. 
Reading Days. Questionnaires returned by a 
The sixth and final report on|sample of Protestant ministers 

its Alfred Politz Research study| were tabulated for this detailed 
of “reading days” for seven pub-|report on the buildings, supplies, 
|lications is available from Read-| equipment and furnishings owned 
er’s Digest. This report analyzes|and maintained by their churches. 
the time after publication when | Published by the Christian Herald. 
reading days most frequently oc- 
cur. 


1202. Inventory Study of Protes- 


1203. Christian Herald’s Market 
for the Book Publisher. 


1183. Metropolitan Counties of| A report on the book-buying 


~ 


Champion announces a new move to bring you 
better service. Now—a Customer Service Repre- 
sentative is as close as your telephone. 


These new Champion field representatives are highly 
trained, experienced men with graphic arts back- 
grounds, They know paper from start to finish. 
And they know how to get directly to the heart of 
paper and printing problems. 


They’re here to help you ¢ By keeping you informed 
of new developments in Champion’s progressive 
paper program ¢ By helping to expedite problems 
of production, press performance, delivery and the 
like ¢ By being at your call, any time, for product 
data, technical promotional assistance, any service 
need. Champion papers perform better because 
Champion people have service in mind! 


THE CHAMPION PAPER AND FIBRE COMPANY 
General Office: Hamilton, Ohio / Mills at Hamilton, Ohio... Canton, N.C... . Pagidena, Texas 


District Sales Offices in New York, Chicago, Philadelphia, Detroit, St. Louis, 
Cincinnati, Atlanta, Dallas and San Francisco. Distributors in every major city. 


CHAMPION SETS THE 


PACE 


IN 


PAPERMAKING 


coverage for the 168 U. S. metro-| 


Advertising Age, April 20, 1959 


|habits of Christian Herald sub- 
scribers gives the number and 
kind of books they buy, along 
| with information about their 
church library and Sunday schoo! 
book purchases. 


1204. The Protestant Church Li- 
brary. 
The number, type and yearly 
purchases of books in the librar- 


tailed in this statement published 
by the Christian Herald. 


1205. Home Sewing Survey. 

This report contains information 
on the home sewing activities of 
McCall’s readers. Areas covered 
include home furnishings sewing 
as well as clothing, experiences 
with various fabrics, ownership 
and use of sewing machines. 


1206. Home Laundry Survey. 

This report contains information 
on home laundering in the homes 
of McCall’s subscribers. Specific 
areas covered include frequency 
and amount of home laundering, 
ownership and use of laundry 
equipment, appraisal of equipment 
already owned and plans for fu- 
ture purchases of laundry equip- 
| ment. 


1207. This is the Municipal Mar- 
| ket. 

| Population trends in urban areas 
since 1920 are presented in this 
| folder along with 1950 census fig- 
ures brought up to date for city 
governments above 2,500 popula- 
|tion. Also gives a variety of prod- 
ucts purchased by city, town, vil- 
|\lage and urban county govern- 
|ments. Will be published in June 
by American City. 


|1208. Top Ten Brands Across the 
Nation. 
| An annual combined consumer 
\inventory of 11 major national 
/markets, listing top ten brands in 
130 product categories is presented 
in a booklet published by the Ak- 
| ron Beacon Journal. 
/1209. Urban Negro Alcoholic Bev- 
erage Market. 

A 78-page booklet published by 
|Johnson Publishing Co. gives a 
|detailed analysis of household de- 
/mand and factors influencing the 
demand in the urban Negro alco- 
holic beverage market. Brand 
preferences and demand, by types 
,of beverage, are included, along 
| with a study of what segments, by 
income, are biggest users. 


| 1210. Rotarian Key Facts. 

A detailed study of the 354,- 
000 business and civic leaders who 
_subscribe to the Rotarian, with a 
breakdown by types of business, 
/business titles, company, personal 
purchasing power, travel habits 
and plans, and hobbies is pre- 
|sented in a 14-page booklet pub- 
lished by Rotary International. 


1990. The Market for Small Cars 
Today. 

A study of a national cross sec- 
|tion of buyers of small foreign 
|cars in 1958, in terms of income, 
| occupation, two-car ownership 
}and reasons for purchasing small 
'foreign cars is presented in this 
‘booklet published by U. S. News 
& World Report. 


1991. How Business Buys. 

A hard-bound book published 
by U. S. News & World Report 
presents a market analysis defin- 
ing the core of the market buying 
most business goods and services 
today, including the percentage of 
business firms in various categor- 
ies of financial strength, and a 
study of the extent to which ex- 
/ecutives are involved in the ini- 
tiation and approval of major 
business purchases. 


1992. A Study of Buying Power of 
U. S. News & World Report 
Families. 

A study of the economic status 


ies of Protestant churches is de- | 
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Among 
the Big 


Statewide 
Newspapers 


THE OMAHA 
WORLD-HERALD 
LEADS IN 

DAILY COVERAGE! 


21% [DAKOTA 
9% 


[, s 9: ~. 33% MONONA | CRAWFORD 
, GARFIE ANTONE 11% 24% 
4 SCOTTS BLUFF] MORRILL LouP WHEELER | 
B 8°, 20% 9% 31% onc 
} Tr 
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THE OMAHA WORLD-HERALD COVERS OUTSTATE NEBRASKA* 


No Other Single Medium Can Match The 
World-Herald’s Coverage in This Booming, 
Vital, Growth Market Where 1.6 Million 
People Have $2.7 Billion to Spend! 


BETTER than any Des Moines paper covers Iowa outside its city of 
publication .. . 


BETTER than any Denver paper covers Colorado outside its city of 
publication .. . 


BETTER than any Minneapolis paper covers Minnesota outside its city 
of publication ... 


* Based on ABC Audits for 12 Months Ending March $1, 1958 and 
September 30, 1958. Population figures from 1958 Sales Management 
Survey of Buying Power. 


No wonder The World-Herald beats any other single medium for coverage of this boom- 
ing market. Besides 100 per cent metropolitan saturation, you also get the amazing plus 
coverage of valuable secondary markets. This near metropolitan coverage of outstate 
markets is so substantial it is better than any of the other big statewide newspapers. 
Better get the best coverage . . . Advertise in The Omaha World-Herald. 


Omaha World-Herald 


246,588 Daily 258,795 Sunday 
ABC Publishers’ Statement, 6 Months Ending September 30, 1958 


O'Mara & Ormsbee, Inc. National Representatives 


New York ¢ Detroit @ Los Angeles @ San Francisco 


Chicago @ 
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HERE ARE FACTS 
YOU NEED 

TO SELL THE 
$6.5 BILLION 
RUBBER 
MARKET 


THERE’S PROFIT 
IN RUBBER 


An analysis of marketing opportuni- 
ties in one of America’s leading growth 
industries by Rubber Age—the in- 
dustry’s leading growth magazine. 


HOW TO ADVERTISE 
EFFECTIVELY TO 
THE RUBBER INDUSTRY 


A report to advertisers to the rubber 
industry —based on an analysis of the 
advertisements that scored highest in 
reader-interest as reported in Mills 
Shepard regular readership studies of 
Rubber Age. 


1958-1959 REVIEW 
AND PREVIEW OF 
THE RUBBER INDUSTRY 


An appraisal of the rubber industry 
and its potential for the coming year 
by the editors of Rubber Age—with 
special statements by industry leaders. 


RUBBER AGE 


FACT FILE 
(now being prepared) 


A compact file of up-to-date market 
and media facts—designed to provide 
basic data (and additional informa- 
tion as it is developed) for use by 
those concerned with sales and adver- 
tising planning. 


THERE'LL BE 
SOME CHANGES MADE 


The story of the Rubber Red Book, 
the industry's only directory. (Closing 
for 1959 issue May 15th.) 


Today, the rubber industry is a big 
and expanding market for those who 
sell chemicals, compounding ingredi- 
ents, machinery, textiles, equipment, 
yarns and the sundry supplies and 
services that are used to make more 
than 50,000 different rubber products 
for consumer, industrial and military 


use. 

Already blueprinted and budgeted 
for expansion through 1965—it is a 
market that will continue to offer al- 
most limitless sales and profit oppor- 
tunities in the years ahead. A market 
you can reach most efficiently, effec- 
tively and economically in Rubber Age. 

Use the coupon below to get the 
facts you need to sell the $6.5 billion 
rubber industry market! 


RUBBER AGE 


ee 
RUBBER AGE, 101 West 3ist St., New York 1, N.Y. 


I'm interested. Please send: 

{_] There’s Profit in Rubber 

[_] How to Advertise Effectively 
to the Rubber Industry 

{_] 1958-1959 Review and Preview 
of the Rubber Industry 

{_] Rubber Age Fact File 

() There'll Be Some Changes Made 


Name. Title 

Company 

Address 

City. —— 


Available Market Data—National 


| To secure copies of data listed, use the handy coupons 


giving data on family 
compared with the na- 


families, 
income, 


booklet. 


1993. Occupational Survey of U. S. 
News & World Report Family 
Heads. 

A booklet issued by U. S. News 
& World Report covers a survey of 
subscribers, classifying family 
heads by types of business and by 
titles. 


1994. Business Gift Study. 

A survey of executive gift-giv- 
ing in six major marketing areas 
shows trends in gift-giving, costs 
of gifts and extent of lists, cov- 


mium Practice. 


1995. Trading Stamp Merchandise 
Survey. 
A study of trading stamp con- 
sumers, their stamp-saving habits 


(for a specific premium, etc.), 
opinions about premiums avail- 
able, percentage of consumers 


who switched to a retailer offer- 
ing stamps, and other consumer 
characteristics, is covered in a re- 
print offered by Premium Prac- 
tice. 


SOON TO BE PUBLISHED 


1030. Facts About Vogue. 

Condé Nast will have this pam- 
phlet available within the next 
month, giving complete data on 
Vogue’s reader market as well as 
special material for travel, home 
furnishings, and automotive ad- 
vertisers. 


1031. Brand-by-Brand Analysis of 
Drug and Toiletries Advertis- 
ing Expenditures. 

Slated for June publication is 
this study containing dollar 
breakdowns of advertising ex- 
penditures for every drug and 
toiletry product with a 1958 ad- 
vertising investment of $25,000 
and over. Magazine, newspaper, 
supplement, network and spot tv, 
and outdoor advertising will be in- 
cluded in the report, offered by 
Drug Trade News at $1 per copy. 


1032. What the Public Spends for 
Drug Store Products. 

Scheduled to follow its ad ex- 
penditure report is Drug Trade 
News’s report on dollar expendi- 
tures for more than 150 drug and 
toiletries product groups in drug 
stores and in all retail outlets to 
be published in July. It will also 
include a three-year trend picture 
showing sales percentage change 
for each product group from one 
year to the next. Cost per copy 
will be $1. 


1033. Brand-by-Brand Analysis of 
Food and Grocery Advertising. 
To be published in June is a re- 
port on dollar advertising expen- 
ditures for every food and grocery 
product with a 1958 ad investment 
of $25,000 or more in magazines, 
newspapers, supplements, network 
and spot television, and outdoor. 
It will be available from Food 
Field Reporter at $1 per copy. 


1034. What the Public Spends for 
Grocery Store Products. 

Food Topics will supply the fig- 
ures to go with this title when it 
publishes its report in August, 
covering more than 250 categories 
of food and grocery products, in- 
cluding non-food items. A three- 
year trend chart will be included, 
showing sales for each product 
group in non-food outlets as well 
as grocery stores. There will be 
a charge of $1 per copy. 


1035. Fortune’s Thirteenth Annu- 
al Car Survey—1959. 
You can expect the 13th instal- 
ment on Fortune’s continuing 


tion's families, is covered in this | 


ered in a reprint offered by Pre-| 


of U. S. News & World Report|study of automobile ownership|@nd buying intentions of automo- 


patterns among its subscribers 
next July. Emphasis will be on 
trends and preferences in car own- 
ership among higher income busi- 
ness men. 


1127. Survey of Buying Plans Con- 
ducted Among Construction 
Equipment Distributors, Dairy 


Products Manufacturers and 
Independent Telephone Com- 
panies. 


Three Nation’s Business surveys 
now in progress will report re- 
spondents’ plans to purchase mo- 
tor vehicles, plant and office 
equipment and machinery, furni- 
ture, insurance, advertising and 
miscellaneous maintenance 
plies and will be available within 
| the next few months. 


1128. National Household Appli- 
ance Study, 1959. 

| Slated for publication Aug. 1 is 
this study of the consumer market 
for major household appliances 
and electrical housewares, to in- 
clude present ownership, recent 
purchases and intentions to bu 
It will be supplied by Look at $1 
per copy. 


1129. National Automobile and 
Tire Survey, 1959. 

Another Look study scheduled 
|for August publication is its 23rd 
Be. 
|/report on the characteristics of 
| people who own, recently bought, 
|or plan to buy new cars, tires and 
;other automotive equipment. A 
charge of $1 a copy will be made. 


1130. Catholic Family Newspapers. 
May 1 is the publication date for 
this 45-page description of 51 mar- 
ket areas covered by Catholic 
Family Newspapers, to include a 
county coverage map, readership 
study reports and other informa- 
tion about the Catholic market. 


1131. Beauty Secrets, 1959. 

In July, Good Housekeeping will 
be ready with this report on wom- 
en’s grooming products as evalu- 
ated by its consumer panel. The 
magazine will charge $1 per copy. 


1132. The Bridal Market. 

Appropriately planned for June 
publication is this report being 
readied by Ziff-Davis Publishing 
Co. to show the dollar volume of 
bridal buying of linens and blan- 
kets, kitchenware, clocks, radios, 
tv sets, hi-fi equipment, record 
players, furniture, floor coverings, 
appliances, luggage, flatware, chi- 
na, glassware and wedding serv- 
ices. 


1133. Travel Data on the Honey- 
moon Market. 

Ziff-Davis Publishing Co. will 
also reveal what it has found out 
about honeymooners—how much 
they spend, where they travel, 
methods of travel, and length of 
stay—in a report to be published 
next month. 


1134. Package Store Liquor Survey. 

A report on liquor purchasing 
habits of package store customers 
in various cities will be available 
from Outdoor Life in May. 


1135. True’s 15th Liquor Report. 
A comparison of U. S. liquor 
consumption figures for 1957 and 


geographic divisions will be pub- 
lished by True next month. A ten- 
year trend analysis of liquor con- 
sumption by types will also be in- 
cluded. 


1136. True’s Travel Survey. 

The results of a new survey of 
business and vacation travel ac- 
tivities of True readers and their 
families will be offered by the 
magazine next July. 


sup- | 


1958 by types of liquor, states and | 


(1137. True’s Automobile Facts & 

Figures. 

This report, planned for June 
| publication, will cover ownership 
|biles, as well as other automo- 
tive products. Tables indicating 
|readers’ interest in and attitudes 
toward their cars will also be in- 
cluded in the booklet, offered by 
True. 


1138. Mechanix Illustrated Smok- 
ing Survey. 
To be available in July, this | 

study will cover current buying 
and brand preference of cigarets, | 
cigars, pipes and pipe tobacco 
among Mechanix Illustrated read- 
ers. 


1071. 2ist Survey of Beauty 

Due out in September, this study 
| will contain brand preferences and 
buying habits for toiletries and 
| cosmetics for the young women 
readers of Modern Romances, 
| Modern Screen and Screen Stories. 


1139. The Market for Imported | 
Distilled Spirits, 1958 vs. 1957. 
An analysis of total imports and) 
apparent consumption of imported | 


distilled spirits in the United) 


y, | States, including breakdowns by | 
| states, 
|month by Newsweek. 


will be published next) 


1140. Mechanix Illustrated Men’s 
Toiletries Report. 

A report on the use and brand 
purchasing patterns of shaving} 
products and other male toile-| 
tries, as well as proprietary medi- | 
cines, of Mechanix Illustrated | 
readers will be available in June. 


1141. Fawcett Women’s Group 

Medicine Chest Inventory. 

In May, Fawcett Publications 
will provide this study reporting 
the type and brand of 50 products 
generally found in the medicine 
chests of True Confessions and 
Motion Picture families. 


1142. Consumer Magazine Report. 
Highlights of the Starch Con- 
sumer Magazine Report divided 
into two sections, the first showing 
household characteristics and the 
second reader characteristics, will 
be assembled in this booklet to be 
available May 15 from Sunday. 


1143. A Marketing Man’s Handy 
Guide. 

Next fall, Sunday will offer this 
description of standard and poten- 
tial metropolitan areas showing 
families, retail sales, food store 
sales, and circulation of American 
Weekly, Parade, Sunday and This 
Week. Coverage by leading week- 
ly magazines will also be given. 


1144. Lingerie and Foundation 
Garment Survey. 

Slated for publication next Au- 
gust is this study of the owner- 
ship of lingerie and foundation 
garments by readers of Seventeen, 
to include data on purchasing 
habits, brand preferences and 
place of purchase. 


1145. The Christmas Gift Story. 

A study of the Christmas gifts 
teen-age girls buy (and (for 
whom), the gifts they receive, and 
the gifts they buy for themselves 
will be offered next month by 
Seventeen. 


1146. The Motion Picture Study. 
Another May offering of Seven- 
teen will be this report on the 
type of motion picture theaters its 
readers attend, the frequency of 
attendance, people with whom 
they go to movies, and their influ- 
ence on the movie-going habits of 
their friends, dates and families. 


1147. The Beauty Habits and Prod- 
uct Preferences of Young Wom- 

en Under Twenty, Part 2. 
The second part of Seventeen’s 
study of teen-agers’ beauty product 
buying habits will be published 


next September and cover fra- 


Advertising Age, April 20, 1959 


HERE ARE FACTS a 


YOU NEED 
TO SELL THE 
BIG NEW 
ADHESIVES 
MARKET 


ADHESIVES AGE... 
MARKET AND 
MAGAZINE 


A detailed study of the multi-million 
dollar sales and marketing opportuni- 
ties throughout U. S. industry today 
—for those who sell industrial adhe- 
sives and adhesives products, applica- 
tion machinery, equipment, supplies. 


ADHESIVES AGE 
FACT FILE 


(now in preparation) 


Designed to put up-to-date market 
and media information at the finger- 
tips of those concerned with sales and 
advertising to the big—and expanding 
—industrial adhesives market. To be 
supplemented with additional basic 
data as it is developed. 


READERSHIP 
STUDY #1 


Based on personal interviews with 
150 readers of the November issue of 
Adhesives Age. This is the first of a 
regular series of editorial and adver- 
tising readership studies being con- 
ducted—3 issues a year—for Adhe- 
sives Age by Mills Shepard, Inc. Next 
issues to be ‘‘Shepard-ed’’: April, 
June and September 1959. 


gt yee Peg 


If you make or sell industrial adhe- ' 


sives or adhesives products—or the 
materials, machinery, equipment, serv- 
ices and supplies that are used in the 
production, packaging, shipment, stor- 
age or application of adhesives—your 
advertising belongs in Adhesives Age. 

This is the first magazine in which 
you can reach the whole multi-million 
dollar industrial adhesives market — 
as a single great market. A magazine 
in which you can tell the story of your 
products and services to thousands 
of companies in more than 40 major 
American industries: from aircraft to 
construction, automotive to wood 
products, leather goods to floor cov- 
erings, railroads to household appli- 
ances, shoes to paper boxes, jewelry 
to publishing. 

Use the coupon below to get the 
facts you need to sell the big new 
adhesives market! 


= 


ADHESIVES AGE 


ADHESIVES AGE, 101 West 31st St., New York 1, N.Y. 
I’m interested. Please send: 


{-] Adhesives Age— Market 
and Magazine 

{-] Adhesives Age Fact File 

(_] Readership Study #1 


Name. Title 
Compa ny. 

Address. 

City Zone State 
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THIS IS THE NEW CHICAGO—WHERE GREAT THINGS ARE HAPPENING! 


These are the smart young Chicagoans who live in glass houses—and like it! They are the same ones who, survey 
after survey shows, read the Chicago Sun-Times regularly. Both the striking new architecture and the Sun-Times 
are designed to fit their busy, sharply aware kind of living. 


Skyscrapers were born in Chicago. This is a city that has always generated a great excitement in its growing. It 
has provided a palette for the talents of innovators and leaders in the field of architecture and design. 


You have only to look about you to see that Chicago has a way of growing—in each generation giving rise to 
buildings of vision and great drama. Our skyline and our streets are a setting for the pageant of what is new 
and breath-taking in what man dreams of for his home and his place of work. 


So also the city has pioneered in other arts—including that most lively profession of newspapering. The Chicago 
Sun-Times is proud to be a landmark, literally and figuratively, of Chicago progress. It has been the one news- 
paper to grow to greatness in modern times, to construct a new plant, to install new presses (including those 
with color features that make a page like this possible), and to pioneer in a special way of reporting this city’s 
activities. 


Such progress has attracted the attention and continuing readership of those in Chicago who look with satis- 


faction upon the city’s accomplishments. They find in the Chicago Sun-Times a newspaper that fits their needs 
because it, too, is designed for today and is building for tomorrow. 


THIS IS THE NEW SUN-TIMES—WHERE GREAT THINGS ARE HAPPENIN 
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Available Market Data—National 


To secure copies of data listed, use the handy coupons 


grances, face make-up, nail care 
products, eye make-up, sum- 
mer and miscellaneous beauty 
care products. 


1184. Important Market Facts 

About Family Weekly. 

A new analysis of the market 
covered by Family Weekly will 
be available shortly, giving popu- 
lation and sales information, cir- 
culation data for 178 newspapers, 
and a map indicating the loca- 
tion of all newspapers as of April 
1, 1959. 


1185. Extension Reader Consumer 
Survey. 

Slated for publication May 15 
is this report on a year-long sur- 
vey of readers of Extension, na- 
tional Catholic magazine, covering 
their income, education, occupa- 


tion, family size and age groups, 
as well as intentions to purchase 
durable and non-durable consum- 
er goods in 1959. 


1186. Survey of Insurance Agents 

A national study of 300 inde- 
pendent insurance agents regard. 
ing what they consider their ma- 
jor problems, their attitudes to- 
ward national advertising, and 
|what they feel should be em- 
|phasized will be offered next 
month by Reader’s Digest. 


1187. Survey of Travel Agents 

Another Reader’s Digest report 
planned for May publication will 
|cover the attitudes of 300 travel 
agents toward jet travel and the 
promotional activity and assist- 
ance provided by airline and 
steamship companies. 


- SATURATION 


*85% OF ALL SHREVEPORT HOUSEHOLDS READ 
THE SHREVEPORT TIMES & SHREVEPORT JOURNAL 


PENETRATION 


*91% OF ALL SHREVEPORT HOMEOWNERS READ 
THE SHREVEPORT TIMES & SHREVEPORT JOURNAL 


a it A) 
PAN ma 


—T s 
he 


Shreveport Times 
‘Shreveport Journal 
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Please send me the following data (insert code number of each item wanted) : 


TO OBTAIN MARKET DATA USE THIS COUPON 


Readers’ Service Dept., ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Ill. 


Name 


Address 


City & Zone. 


Company .. : ot 


.. Title 


.. State 


This coupon will not be serviced after July 15, 


1959 


NOTE: Most items listed here 
are available without charge, but 
not all, Those requesting material 
which bears a price will be billed 
at the stated price by the pub- 
lishers. 


2000. A Report of Grocery Buying 
Habits and Grocery Brand 
Preference Among Midwest 
Farm Families. 

Midwest Farm Paper Unit offers 
this 52-page survey report on gro- 
cery buying habits of 4,971 fam- 
ilies in eight midwestern states. 
Usage and brand preferences on 
25 packaged and processed gro- 
cery items are included. 


2001. Useful Information for Your 
Next Direct Mail to Agricul- 
tural Leaders. 

A report of a survey of agricul- 
tural leaders regarding the size 
and shape of bulletins, charts and 
magazines they prefer and find 
most useful is offered by Agricul- 
tural Leaders Digest. 


2002. Market Facts for Advertisers. 

Breeders’ Gazette will provide 
this loose-sheet data file which 
includes rank of states in cattle 
and hog production, total numbers 
and income from hogs and cattle, 
production trends on midwestern 
farms, livestock concentration by 
regions, breeding and _ feeding 
practices, and types of cattle pro- 
duction. 


2003. Ag Leaders, Who They Are, 
What They Mean in Sales for 
You. 

This is a 26-page illustrated 
booklet offered by Better Farming 
Methods and specifying the na- 
ture of the work performed by the 
principal classes of agricultural 
leaders. Included are the number 
and location of agricultural lead- 
ers in major occupational groups 
and case histories stressing their 
influence on farm purchases. 


2004. Research Report on Turkey 

World Subscribers. 

A folder published by Turkey 
World reports the number of tur- 
keys produced, amount spent for 
feeds, and percentage using each 
of a variety of specific types of 
equipment and supplies, based on 
a survey of 1,149 TW subscribers. 


2005. Market Measurements—a 
Continuing Census of Farm 
Stores. 

Assembled by Farm Store Mer- 
chandising, this data folder in- 
cludes annual dollar volume, num- 
ber of employes, capital goods 
and types of products sold, and 
size of town where located for ap- 
proximately 32,000 farm stores. 


| 2006. Iowa Farm Market Data 1959. 
| Information on the Iowa farm 
market by counties as well as by 
|totals in surrounding states for 
crops, livestock and machinery 
supplies is given in this folder 
published by Iowa Farm & Home 
Register. 


| 2007. Feeds Illustrated. 

| A market and media data file 
folder available from National 
Miller Publications gives produc- 
tion of formula feeds by plant 
sizes in the United States, a sta- 
tistical analysis of output of 
branded and unbranded feeds, and 
data on the formulas feed pro- 
ducers buy. 


2008. Facts and Figures About the 

Delta Farm Market. 

A single data sheet published 
by Delta Farm Press stresses the 
concentrated buying power of a 
relatively small group of large 
plantation owners in the Delta 
area of Mississippi, Arkansas, Lou- 
‘isiana, Missouri and Tennessee. 


2009. Sales Planning Program. 

Farm & Power Equipment (for- 
merly Farm Equipment Retailing) 
has available this four-page re- 
port in chart form covering 95 
major items sold by farm equip- 
ment retailers and indicating the 
best sales months for each on a 
national basis. 


2010. Tractor Ownership and Trac- 
tor Purchasing Habits in the 
Commercial Vegetable Grow- 
ing Industry. 

American Vegetable Grower 
readers provided the data for this 
survey report covering tractor 
purchases by commercial vege- 
table growers over the last five 
years, as well as specific makes 
purchased. 


2011. Tractor Ownership and Trac- 
tor Purchasing Habits in the 
Commercial Fruit Growing In- 
dustry. 

Commercial fruit growers also 
reported tractor purchases and 
ownership data for this survey re- 
port published by American Fruit 
Grower. 


2012. How Big Is the Farm Mar- 

ket for Autos and Trucks? 

This 24-page booklet provides 
an analysis of expenditures by 
farmers for autos and trucks and 
for their upkeep, including oil, 
tire, battery, anti-freeze, etc., pur- 
chases. It is available from Na- 
tion’s Agriculture. 


2013. Pipeline to 42 Billion Dollars. 

A booklet published by Nation’s 
Agriculture examines income ex- 
penditures of farmers for farm 
production operations and for con- 
sumer goods and services which 
accounted for $16 billion of farm 
income in 1956. 
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Available Market Data—Farm 
To secure copies of data listed, use the handy coupons 


2050. Consumer Survey of the 
Farm Youth Market. 

This study compiled by the 
National Future Farmer contains 
brand preferences and answers to 
the questions on outboard motors, 
ammunition, hair tonics, milk 
coolers, feed, fertilizer, fences, hay 
balers. and batteries. 


2014. Farms by Economic Class. 

Available from Midwest Farm 
Paper Unit is this state-by-state 
tabulation of U. S. farms by eco- 
nomic class, based on the 1954 
Census of Agriculture. Also of- 
fered by Midwest Farm Paper 
Unit are the following single data 
sheets: 


2015. Milk Cows on Farms, Jan. 
1, 1959, and Bulk Milk Tanks 
on Farms, January, 1958. 


2016. Cattle and Calves on Feed 
by Weight, 1959. 


2017. Sheep and Lambs on Feed, 
January, 1959. 


2018. Turkeys on Farms, Poultry 
Raised on Farms, 1958. 


2019. Hogs Raised on Farms, 1958; 
1959 Estimated Spring Pig 
Crop. 


2020. Grain Storage, January, 


1959; Harvested Acreage of 
Leading Crops, 1958, and Es- | 
timated Production, 1958. 


2021. Livestock Inventory, Janu- | 
ary, 1959. 


2022. 1956 Estimated Consumption 
of Motor Fuel and Oil on 
Farms by Automobiles, Trucks 
and Tractors. 


2023. Automobiles, Motor Trucks 


and Wheel Tractors on Farms, |2035. Side Delivery Rakes on)2051. Agricultural Statistics. 


July 1, 1958. 


2024. Machinery on Farms, July 
1, 1958. 


2026, 


Farms, July 1, 1958. 


General 
Farms, July 1, 1958. 


Equipment 


Maps of North Carolina showing 

the number and distribution of 
on | broilers, layers, cattle, hogs, corn, 
tobacco and farm tractors, based 


A Technique for Producing IDEAS 


San Diego ranks among the nation’s top 20 counties in value of agricultural 
production. Total for 1958 reached $100,455,000.00, according to the County 


os: 


Department of Agriculture. 


And agriculture is just one of many economic factors which make San Diego the 
third largest market in the 11 western states, and the fastest growing major 
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AND GROWING MARKET! 


Where do the ideas come from—these ideas which make 


success novels, 6 and televisicn programs, moving pictures sales 
campaigns and businesses? 


anne Wald Young, ate of Se Netest pale téte cen te Ge adver. 
ag business, set out to answer this question fer his students 

the University of ne. The result is a little book which you 
read in an hour but will remember the rest of your life. 


In the simplest and clearest of language Mr. Young has succeeded 
in describing the way the mind works in all creative people. He gives 
you the formula which they consciously or unconsciously follow in 
producing ideas. He shows you how to train your mind so that idea 
production is, as he says, “as definite as the process by which motor 
cars are produced.” 


Enthusiastically endorsed by sales managers, editors, college pro- 
tessors and students, poets, advertising men, salesmen and business 
executives who have read it. Send for your copy of A TECHNIQUE FOR 
PRODUCING IDEAS now. Only $1.25 postpaid. 


ADVERTISING AGE, 200 E. ILLINOIS ST., CHICAGO 11, ILL. 


NIA 


aS 


metropolitan area in the 


nation. 


To reach and sell this great market — at lowest cost per sale — advertise in 


The San Diego Union and Evening Tribune. Combined daily circulation exceeds 


84.4%, unduplicated. 


200,000. And surveys conducted by Facts Consolidated show a readership of 


The San Diego Union | FVEN/ING TRIBUNE 


“The Ring €@ of Truth” 
COPLEY NEWSPAPERS 


15 “Hometown” Newspapers covering San Diego, California—Greater Los Angeles— 
Springfield, Iinois—and Northern !ilinois. Served by the COPLEY Washington Bureau 
and the COPLEY News Service. 


REPRESENTED NATIONALLY BY WEST-HOLLIDAY CO., INC. 
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Available Market Data—Farm 


To secure copies of data listed, use the handy coupons 


on information from the North; and farm residency. 
Carolina department of agricul- 
ture. Issued by WPTF Radio Co., 


Raleigh, N.C. igan, Ohio, Pennsylvania. 


vested and Per Cent Fertilized | 
—1954. 
The state-by-state figures for) 
per cent of crop acreage harvested 
| that is fertilized and total acres 
|harvested are found on this map 


| 


Use the Coupons 
in Requesting Data 


2056. Farm Income—U.S., Mich- | issued by Capper-Harman-Slocum.| branch of each chain are shown 


separately with a breakdown of 


A booklet of maps and tables | 2062. Map of Fertilizer Consump-| sales in Columbus and Franklin 


2052. Relationship of High School| showing cash receipts from farm 
Vocational Agriculture to Es-|™arketings by states for 1957, and 
tablishment of Graduates in|Teceipts by county for the states 
Farming. |of Michigan, Ohio and Pennsyl- 
A factual report on a study con- | vania for 1954. An insertion covers 

ducted by lowa State College off-farm income. Issued by Cap- 

which shows the value of voca- | Pet-Harman-Slocum. 

tional] agriculture training as re- 

lated to farm production and in- | 

come. Issued by National Future 

Farmer, 


2057. Farm Report—Facts 
Farm Advertisers. 

This report contains 1950 and 
1955 figures on total dairy farms, 
average farm size, hogs per farm, 
ichickens per farm, trucks, trac- 


for 


2053. The Pennsylvania Farm Pe- 
troleum Market. 


A large-sample survey among ee : - 
: » : survey statistics on Hoard’s ry- 
Pennsylvania farmers covering peal fr cst Hoard’s Dairy 
their automotive (cars, trucks, | , 


tractors) equipment, use of fuels , , " 

and lubricants, fuel storage, home | 2958. California At A Glance. : 
heating and water heating. Also | A tabulation of California major 
information on size of farms, acre- pede grins eae Md cage a 
age owned and rented and farm|‘? ©#5% value and acreage. issue 
residency. Published by Capper- 


Sarman-Slocum. Cleveland are based on official reports by 
§ ‘ : 


| the California county agricultural 
| commissioners. 
2054. The 
Market. le 
2 | 2059. Ma 
A survey of Ohio farmers cov-| P 
ering their automotive equipment, 


Ohio Farm Petroleum 


of Hunting Licenses 
Sold in the U.S.—July 1, 1956 
to June 30, 1957. 


'tors and autos, plus comparable | 


by California Farmer, the figures | 


use of fuels and lubricants, fuel 
storage, home heating, water heat- 
ing, size of farms, acreage owned 


This map gives state-by-state 
totals for hunting licenses issued 
in the U.S. for a one-year period 


and rented and farm residency. 


| plus ste ings. is by 
issued by Capper-Harmen-Siocuz. plus state rankings. Published by 


| Capper-Harman-Slocum. 


2055. The Michigan Farm Petro- 2060. Map of Fishing Licenses 
leum Market. Sold in the U.S.—July 1, '56 
This survey of Michigan farmers to June 30, ’57. 

by Capper-Harman-Slocum con- This map issued by Capper- 

tains detailed data on their cars,|Harman-Slocum gives state-by- 

trucks and tractors, use of fuels| state totals for fishing licenses 
and lubricants, fuel storage, home | sold plus state ranks. 

heating, water heating, sizes of | 

farms, acreage owned and rented) 2061. Map of Crop Acreage Har- 


“Me an’ J. K. 


is just like this!’”” WJAR-T’V not only has a corner on quality 
feature films in the Providence market, but also exposes 
them with rare showmanship. Morning and afternoon films, 
for example, are emceed daily by personable Jay Kroll who 
asks viewers to write and tell him what they would like to 
see, then waits for the mailman to clue him on local tastes. 
Between “acts”, Jay interviews visiting celebrities, and 
leaders of local and national 
civic groups. “The Jay Kroll 
Show’’ another good 


10th Anniversary of CHANNEL 10 


4 WARTV 


Cock-of-the-walk in the PROVIDENCE MARKET 


reason why WJAR-TV has 
won the TV heart of the 
PROVIDENCE MARKET. 


NBC + ABC «+ Represented by Edward Petry & Co., Inc. 


rene. ae 
e p.. : 
a 
Ss" 


| tion in U.S.—1948-58. 

This map issued by Capper-| 
Harman-Slocum shows the 1956 | 
| fertilizer tonnage used in all states | 
jand the 10-year increase of fer- | 
tilizer consumption for each state. 


2063. Bought for Christmas, 1958. | 

A subscriber survey by Success- | 
ful Farming shows what appli- 
ances and home furnishings these | 
families bought for their homes 
for Christmas, 1958, and other 
items bought for gifts. 


| 2064. Pets and Pet Foods. 

This survey by Successful Farm- 
ing of subscribers contains figures 
| of pet ownership and feeding of 
| commercial dog foods. 


| 2065. Boats and Outboard Motors. 
A subscriber survey showing 
| boat and motor ownership by type 

of boat and size of motor. Issued 
| by Successful Farming. 


2066. Beds, Mattresses and Springs. 
A subscriber survey 


and the outside areas. Included 
are separate maps for Kroger, Big 
Bear, A&P, Colonial Super Duper, 
IGA, Royal Blue and Eavey. Issued 
by WRFD. 


| 2075. Milk Cows in Ohio, Indiana 


and Kentucky. 

This report contains a county- 
by-county breakdown of milk cows 
in Ohio, Indiana and Kentucky. 
Issued by WRFD. 


2076. Jinglin’ in the Jeans. 

A ‘statistical picture of New 
Mexico farming and ranching, con- 
taining special market data pages 
on numbers and total incomes of 
the New Mexico cotton grower, 
cattle man, field crop farmer, 


Advertising Age, April 20, 1959 


Poultry Production in the 
S. 

U. S. Department of Agriculture 
| statistics on poultry in the Del- 
marva peninsula are included in 
this report, as well as circulation 
data on the Broiler Journal. 


of 
U. 


2107. Prairie Farmer Product Con- 
sumption Maps. 

Consumption maps for fuel and 
oil; hog, dairy, poultry and for- 
mula feeds; commercial fertilizer, 
anhydrous ammonia, urea and am- 
monium nitrate for the Prairie 
Farmer area and the other states, 
are published separately by Prai- 
rie Farmer. 


2108. Machinery and Automotive 

Maps. 

Maps showing the number of 
‘corn pickers, combines, pick-up 
|balers, side delivery rakes, field 
| forage harvesters, tractors, trucks 
and automobiles in use on farms 
are published separately by Prai- 


sheep man, dairy man, vegetable | 


grower, poultry man and fruit 
grower. Published by New Mexico 
Farm & Ranch. 


2077. Western Livestock Journal 
Market Data File. 
A collection of individual market 


showing | data sheets describing all of the) and 


| Tie Farmer. Data are listed by 

states. 

2109. Gas, Oil and Machinery 
Maps. 


The number of combines, corn 
|pickers, pick-up hay balers and 
field forage harvesters, the annual 
|purchases of gasoline and oil by 
farms in the counties of Illinois 
Indiana, are reported on 


ownership of beds, double-purpose | markets served by Western Live-|these maps which are available 


furniture, mattresses and springs. 
| Published by Successful Farming. 


| 2067. Photographic Equipment and 


Cameras. 
| A subscriber survey showing 
| photographic equipment owned, 


| when acquired and type of film 
;}used. Issued by Successful Farm- 
| ing. 
| 

2068. Home Sewing. 

A subscriber survey showing 
| the per cent of families who sew, 
|embroidery, and knit, what gar- 
ments they make, and ownership 
|of sewing machines by year ac- 
quired. Published by Successful 
| Farming. 


2069. Travel by Farming Families. 

This survey of subscribers to 
Successful Farming shows the! 
‘number of families taking trips, 
regions visited, method of trans- 
'portation, length of trip, where 
they stayed and other data. 


2070. Painting by Farm Families. 
A subscriber survey shows ex- 

terior and interior painting activ- 

ities during the one-year period 

ending November, 1958. Issued by 

Successful Farming. 

2071. Petroleum Products, Tires 
and Automotive Supplies. 

A survey of subscribers to Suc- 
cessful Farming shows ownership 
of automotive equipment and tires, 
|}and purchases of tires, automo- 
| tive fuels and supplies. 


2072. Farm Market Data for Ohio, 
Indiana and Kentucky. 
Individual file folders contain 
ja three-state map showing, by | 
counties, the livestock and poultry 
population; acreage of major crops; | 
isales of feed, fertilizer and petro-| 
|leum products; and the number of 
autos, trucks and tractors on 
farms. Based on the 1954 census, 
the data was issued by radio sta- 
tion WRFD, Worthington, O. | 


| 


2073. Central Ohio 
and TBA Market. } 
This survey shows the 1957 au-| 
tomobile registrations for 72 of the 
88 Ohio counties as well as com-| 
plete Ohio registration. Other data 


Automotive 


| 
| 


stock Journal. Contains data on/ individually 
livestock production, farm equip- | Farmer. 
ment and animal health practices 


from the Prairie 


,stock brochure; 


and feeds used by the magazine’s 
subscribers. 


2078. Map of Corn Acreage Har- 
vested and Percentage Ferti- 
lized—1954. 

This map issued by Capper- 
Harman-Slocum gives. state-by- 
state figures on the number of corn 
areas harvested in the U.S. and 
what percentage of these acres 
were fertilized. 


2100. 1959 Buying Intentions of 

Nebraska Farm Families. 

A subscriber survey of 1,500 Ne- 
braska farm families asking what 
home and farm equipment and 
improvements they plan to pur- 
chase this year. Tabulations are 
projected for the entire state. 
Available from Nebraska Farmer. 


2101. Food Survey. 

This survey reports on the 
brand preferences for food and 
other household items among Ne- 
braska farm families. 
by Nebraska Farmer. 


2102. Nebraska Farm Market Bro- 
chures. 
Details of production, sales and 


| spending by Nebraska’s farm mar- 


ket have been gathered for these 
reports. Individual titles are: gen- 
eral data brochure; feed and live- 
irrigation bro- 
chure; general crop brochure; corn 
and sorghum brochure. Available 
from Nebraska Farmer. 


2103. Business Poll. 

Nebraska business men were 
asked their opinions about pros- 
pects for 1959. Results are tabu- 
lated in this report which may 
be obtained from Nebraska Farm- 
er. 


2104. Brand Preference Surveys. 
Buying habits and preferences 
of Nebraska farm and ranch fam- 
ilies are the subject of these re- 
ports. Separate studies are avail- 


| able from Nebraska Farmer on 


trucks and feeds. 


Published | 


2110. Milk and Pig Production 
Maps. 

| Milk production by counties for 

‘the states of Illinois and Indiana, 

and number of pigs saved is 

|shown on these maps published 

| by Prairie Farmer. 


2111. Buying Intentions Survey— 
1959 
The buying intentions of farm 
\families in Illinois and Indiana 
/covering modernization and build- 
jing of the farm home, home con- 
;veniences, farm buildings and 
equipment, automotive and trac- 
tor equipment, field and general 
| farm equipment, is reported in 
| this survey by the Prairie Farmer. 
2112. 1959 Sales Expectations. 
The sales expectations of IIli- 
/nois and Indiana retail dealers for 
1959 are summarized in this fold- 
er, which is available from the 
Prairie Farmer. 


2113. Farm Income—United States, 

Michigan, Ohio, Pennsylvania. 

A booklet of maps and tables 
showing cash receipts from farm 
marketings by states for 1957 and 
receipts by county for Michigan, 
|Ohio and Pennsylvania for 1954. 
With comments on “spendable” 
income. Published by Capper-Har- 
man-Slocum. 


2114. Kentucky’s 
Comes Alive! 
A brochure detailing how new 
agricultural products, diversifica- 
tion and mechanization have in- 
creased farm production and en- 
hanced the market for both farm- 
{ing and household needs. Pub- 
| lished by Indiana-Kentucky-Ten- 
nessee State Farm Paper Unit. 


Rural Market 


2115. Two Vital Changes in Ten- 
|  nessee Agriculture. 

| Traces the 25-year growth of 
| the livestock industry in beef cat- 
| tle, hogs, dairy cattle and poultry, 
|with details on crop production, 
\farm machinery, household pur- 
|chases and farm buying power, 
/and the effect of industrialization 
/on the farm market. From Indiana- 


showing potential sales for petro-| 2105. New England Farm Markets. | Kentucky-Tennessee State Farm 


leum products, tires, batteries and 


This summary of figures on the 


spark plugs is included. Issued by | New England crop production and | 

WRFD. _income from U. S. Department of | 
| Agriculture statistics is published | 

2074. Major Food Chains in Ohio. 0m the second and fourth Satur-) 

| Individual maps show the lo-| day of each month by New Eng-| 

| cation of all Ohio stores served by land Homestead, 

each major food chain, Supermar- | 

| kets served by the Columbus|2106. How to Reach the Gizzard 


Paper Unit. 


2116. Let’s Talk About Indiana. 
Indiana’s status in agriculture 
and its potential as a market for 
farm equipment and supplies is 
compared with other leading farm 
states. Also contains data on the 
Indiana-Kentucky-Tennessee mar- 
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the 
institutions 
buying 
team 


buy or specify all products for the entire Institution* 
(And they turn to INSTITUTIONS MAGAZINE to find every product need!) 


EXECUTIVES IN COMMAND... 

like this Institutions executive team in command 
of ALL purchasing for the Edgewater Beach Hotel, 
a unit of the Hotel Corporation of America, Boston, 
Massachusetts. 


FABIAN BACHRACH 


Edward L. Buckley 
Vice President 
General Manager 
Edgewater Beach Hotel 
Chicago 


James S. Craig 
Vice President 
Director of Purchasing 
Hotel Corporation 
of America 


gs A, 
qQ of 


George E. Ainsworth C. C. Elliott 
Assistant Director Building Superintendent 
of Purchasing Edgewater Beach Hotel 
Hotel Corporation Chicago 
of America 


a 


Andreas Schurer 
Manager 
Catering Department 
Edgewater Beach Hotel 
Chicago 


Philip B. Harmon 
Purchasing Agent 
Food and Beverages 
Hotel Corporation 
of America 


. . . backed up, of course, by their suppliers and 
specifiers . . . their food wholesalers . . . their food 
service equipment dealers, contract houses, archi- 
tects, designers and decorators. 


ween res ees a 
\ p23) 


Le 


*In all Institutions, including Hotels, Restaurants, Schools and Colleges, etc. 


From a sales viewpoint, knowing WHO to sell is decidedly 
the basic, vital first step to any intelligent sales planning. 
It's strategy that calls for quick identification of the 
Institutions’ buying team: the group that executes all the 
important buying decisions. But let's take a close look 
at a rather typical Institution buying team operation: 
at the Hotel Corporation of America, operators of an 
expanding group of motor hotels in addition to seven 
prominent hotels; including Chicago's Edgewater Beach 
Hotel. To tie-into the broad scope of this HCA team 
purchasing operation, we must first bring one of their 
individual units into the picture . .. in this case, the 
Edgewater Beach Hotel in Chicago. 


There an annual budget is prepared by C. C. Elliott 
with the cooperation of Mr. Schurer and other depart- 
ment heads. Upon approval by Mr. Buckley and his 
executive staff, this budget is submitted to HCA manage- 
ment in Boston. After final review by the home office, 
this budget becomes a working program, including 
planned expenditures for additional food service equip- 
ment, new furnishings and fixtures, needed remodelling, 
redecorating and building renovation projects, and all 
maintenance and office supplies. 


In its overall purchasing setup, HCA’s home office in 
Boston functions as the organization's Central Purchasing 
Office, with Messrs. Craig, Ainsworth and Harmon coordi- 
nating purchases for individual units through master 


contracts with established sources of supply issued through 
Brewster Wholesale, an HCA subsidiary. 


Using HCA's Purchasing & Procedure Manual, general 
contract purchase items can be specified in Chicago... 
approved by the Boston team . . . then bought through 
this standardized HCA agreement. Small items are 
usually purchased through local sources of supply after 
total team approval. 


This, in brief, is the pattern of HCA's buying team function. 
It provides better internal control, full use of the total 
management team, and more scientific purchasing. Team 
effort, too, has helped HCA formulate a guide to better 
purchasing techniques. It's this: trial before buying, not 
tryout after the fact, provides them with a firmer base 
for sound purchasing. If you have a product that fits 
the Institutions market (and almost all products do) .. . 
your first step should be the investigation of the ONE 
publication—INSTITUTIONS Magazine —that fills the total 
needs of any Institutions buying team. Here is ONE 
publication that is fully geared to fulfill the needs of 
these EXECUTIVES IN COMMAND in all Institutions, 
everywhere. To them, INSTITUTIONS Magazine means 
an answer to their everyday purchasing problems. To 
you as an advertiser, INSTITUTIONS Magazine means a 
direct way to reach this concentration of Institutions’ 
buying power: among their executive buying teams, 
THE EXECUTIVES IN COMMAND! 


*Also Hotel Roosevelt, N.Y.C.; Hotel Kenmore and Somerset Hotel, Boston; The Mayflower, Washington, D. C.; Hotel Cleveland, Cleveland. 


CONSULT YOUR ADVERTISING AGENCY 
* 


MAGAZINE OF MASS FEEDING/MASS HOUSING 
1801 PRAIRIE AVENUE, CHICAGO 16, ILLINOIS 
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Available Market Data—Farm 


To secure copies of data listed, use the handy coupons 


ket. Published by the Indiana- 
Kentucky-Tennessee State Farm 
Paper Unit. 


2117. Formula Feed Industry. 

In this brochure an analysis of 
the feed industry is presented, 
with details on the size and type, 


. manufacture and distribution, pro- 


duction and consumption, and 
predictions for the future, with 
relation to the national economy. 
Published by Feedstuffs. 


2118. Farm Store Merchandising 

Market Measurements. 

Data from surveys of over 30,- 
000 farm stores, showing their 
sales of a wide variety of farm 
supplies and equipment is con- 
tained in this file. Released by 
Farm Store Merchandising, it in- | 
cludes figures for both national | 
and regional store sales. 


2119. Buying Intentions of Mon- 


tana Farm & Ranch Families. | 


This study covering buying in- 
tentions for over 200 items gener- 
ally purchased annually by farm 
and ranch families includes farm 
machinery and equipment, food, 
home furnishings, 


THE MAN THE PUBLISHERS FORGOT HE SELLS EVERYTHING 


poultry supplies. Available from 
Montana Farmer-Stockman. 


2120. Have You Seen Montana 

Lately? 

A six-page folder showing, via 
charts and graphs, the relative 
importance of various agricul- 
tural classifications and of agri- 
culture to the rest of Montana’s 
total economy. Published by the 
Montana Farmer-Stockman. 


2121. Rural Electric Market Re- 
ports. 

Issued periodically by Rural 
Electric Consumer Publications, 
these newsletters deal with sales 
and other market data of interest 
to manufacturers of electrical ap- 
pliances and equipment. 


2122. Rural Electric Market. 

This pamphlet covers the or- 
ganizational structure, statistical 
data and marketing plans of REA 
financed rural electric systems. 
Published by Rural Electric Con- 
sumer Publications. 


2123. 2,000,000 Rural Circulation. 
This brochure dealing with the 


livestock = REA market gives figures on ad 


any card 


Each card represents one of 
Farm Store Merchandising’s 
readers—tabulated informatidni 
on the kinds of goods he sells to 
his share of the $22 billion agri- 
cultural industry. Want to know 
more about him? 


For information, see BPRD Clas- 
sification 44A or write: 
.. “a a 


‘ ' 
‘ ' 
be - =+ 
‘ ' 
' i 
‘ 


MERCHANDISING 


THE MILLER PUBLISHING CO. 
Box 67 Minneapolis 40, Minn, 


UNIQUE? 


or, just how unique 
can you get? 


Take Farm Store Merchandising. 
It’s the only publication with 
complete, exclusive service to 
more than 30,000 farm store 
owners. So, if Farm Store Mer- 
chandising isn't absolutely 
unique, what is? 

For information, see BPRD Clas- 
sification 44A or write: 


MERCHANDISING 


psec + saneee PUBLISHING CO. 
Minneapolis 40, Minn. 


(,..t woul) 


He's the farm store owner. Now a 
new magazine, FARM STORE 
MERCHANDISING, helps him 
and more than 30,000 of his busy 
brothers sell a flock of products to 
a booming farm market. Learn 
more about the market advertisers 
shouldn't forget in BPRD Classifi- 
cation 44A or by writing to... 


SEZ OH SB eP 4 SePe Pf ewe co 


‘-F'A:R'M: 


‘ 
' 
' 
' 
wnt eet ~~ -+---+---4 
‘ 
' 
' 


MERCHANDIS 


THE MILLER PUBLISHING CO, 
Bex 67, Minneapolis 40, Minn, 


| size and type of consumers, buy- 
|ing intentions, and market predic- 
tions through 1960. It is published 
by Rural Electric Consumer Pub- 
lications. 


2124. Arkansas Makes Progress. 

A description of the shift toward 
fewer, larger farms and a concen- 
tration of buying power is given | 
in this sheet by the Arkansas | 
Farmer. 


2125. Portrait of a Poultry Market. 
A survey of 1,000 members of 
the Arkansas Poultry Federation 
describes their operations, equip- 
ment, intended purchases and di- 
versification of operations. Pub- 
lished by the Arkansas Farmer. 


2126. Portrait of a Large Scale 

Delta Farm Operator. 

A survey of 1,000 large-scale 
Delta farm operators shows the 
market potential in terms of crops 
planted, livestock on hand, ma- 
chinery in use, buying intentions, 


soil bank participation and intend- 
ed farm purchases. Published by 
the Arkansas Farmer. 


2127. Arkansas Means Business. 
This brochure contains a coun | 
ty count of broilers and turkeys 
production, including county count 
of laying hen population, all in 


map form. It also describes the 
rate of poultry industry’s growth 
in Arkansas. Published by the 
Arkansas Farmer. 


2128. County Comparisons from 
Quadland. 

A four-page folder illustrated 
with saturation and dot maps 
shows the distribution by county 
of the number of farms and num- 
ber of subscribers to the home- 
state farm papers of Washington, 
Oregon, Idaho and Utah. Pub- 
lished by Pacific Northwest Farm 
Quad. 
2129. Farm Facts About Quad- 

land. 

Single sheet tabulations of mar- 
ket data include county break- 
downs covering wheat and poultry 
for Washington, Oregon, Idaho 
and Utah; tv home distribution in 
the area; irrigation equipment 
buying plans; national] state rank- 
ing in irrigated farms and acre- 
age; regional farm income analy- 
sis. From Pacific Northwest Farm 
Quad. 


2130. What’s Being Bought in 1959 
for the Farms of Washington, 
Oregon, Idaho and Utah. 

This 64-page report covers buy- 
ing plans of 4,000 farms in a strat- 
ified sample. It includes house- 


JUST TAKE ACARD HOW D0 YOU KNOW WHEN THE 


MELON’S RIPE? 


Anybody can thump a water- 
melon, but it takes experience to 
know when it’s ripe. Right now, 
the juicy farm store field is ripe 
for a publication all its own— 
Farm Store Merchandising. The 
market’s a juicy $22 billion. 
Wouldn't you like a slice? 

For information, see BPRD Clas- 
sification 44A or write: 

Ferre Ore 2 47a ae eC eR 
' ' ' ' ' 
FARM 
' ! ' ! ' 


bem -t--- $+ ---+---+--- 


' ' ‘ 

' ' ' 

‘ ' ' 
MERCHANDISING 


THE MILLER PUBLISHING CO. 
Box 67 Minneapolis 40, Minn. 


WORD BEGINNING 
WITH “IMA”... 


Key word in the farm supply 
market puzzle is ‘‘Merchandis- 
ing.”’ With an “M’’, as in Farm 
Store Merchandising. It’s the new 
service magazine that fills in the 
blanks in the farm store owner’s 
picture. For information, see 
BPRD Classification 44A or 
write: 

FW Sr ET OSS HP eee a re ge © eH 


' ' 
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MERCHANDISING 


THE MILLER PUBLISHING CO. 
Box ¢7 Minneapolis 40, Minn. 


To the Farm Market! 
He runs the Farm Store ...a 


rural supermarket serving a $22 

billion market. He’s one of 30,000 

who sell practically everything the 

farmer needs to buy. 

He’s the man Farm Store Mer- 

| chandising was made for. 

_ — lete facts and figures, 
Classification 44A or 

Rg 


MERCHANDISING 


THE MILLER PUBLISHING CO. 
Box 67 Minneapolis 40, Mina. 


Advertising Age, April 20, 1959 


holds and farm items, also brand 
preferences. Published by Pacific 
Northwest Farm Quad. 


2131. Truck Survey. 

This survey indicates the num- 
ber and ages of autos and trucks 
on the farm in Minnesota, North 
Dakota and South Dakota. Sizes, 
uses of trucks, and knowledge of 
truck dealerships is covered. Pub- 
lished by The Farmer. 


2132. Corn Survey. 

Farmers’ planting intentions for 
1959 are covered in this survey 
which shows total acres to be 
planted as well as how this acre- 
age was used last year. Sources 
of hybrid corn seed, alfalfa, clover 
and other seeds is also covered in 
this report, which is available from 
The Farmer. 


2133. Tranquilizer, Drugs and Feed 

Additives Survey. 

A survey of farmers’ knowledge 
and acquaintance with types of 
tranquilizers, showing where the 
greatest usage occurs and buying 
intentions for the future in Min- 
nesota and the Dakotas. Published 
by The Farmer. 


2134. 1959 Farm Business Poll. 

In this farm business poll, 4,964 
Upper-Midwest dealers forecast 
their expected 1959 farm sales. 
Eight types of dealers reported 
percentage of farm business han- 
dled, representing hardware, lum- 
ber, furniture, appliances, auto- 
mobile, motor truck, farm imple- 
ments and feed industry lines. 
From The Farmer. 


2135. Buying Intentions of Farm 
Families in Minnesota and Da- 
kotas. 

Studies of Minnesota and Da- 
kota farm families reveal their 
buying intentions concerning 
household items, conveniences, 
furnishings, farm buildings and 
equipment, automotive, tractor and 
field equipment. Three-year buy- 
ing intentions comparison for Min- 
nesota, 57-58-59, is also available 
from The Farmer. 


2136. Feed Survey. 

This survey covers. poultry, 
swine, dairy and beef cattle man- 
agement practices on farms, with 
figures on preferences for antibi- 
otic drugs, additives and supple- 
ments. Feed buying practices, 
amounts purchased and types of 
farm storage, also dog food con- 
sumption, are featured in this re- 
port by The Farmer. 


2137. New England Farm Market. 

New England Homestead offers 
this booklet of data on rural New 
England with crop and livestock 
production statistics, farm owner- 
ship, automobile, truck and trac- 
tor ownership, and buying power. 
Agricultural New England is com- 
pared as a unit with other single 
states. 


2150. 1959 Household Supplies 

Brand Preference Survey. 

Buying intentions and brand 
preferences of Colorado ranchers 
and farmers for such items as 
frozen food containers, pectins, 
bleaches, detergents, and soaps 
are reported in this pamphlet 
available from Colorado Rancher 
& Farmer. 


2151. 1959 Appliance and House- 
hold Equipment Brand Prefer- 
ence Survey of Colorado’s Farm 
and Ranch Families. 

Twenty appliances and house- 
hold equipment items are the sub- 
ject of this report on buying in- 
tentions and preferences of read- 
ers of Colorado Rancher & Farmer. 
Included are such items as air 
conditioners, laundry equipment, 
mattresses, ranges, refrigerators 
and television sets. 


2152. 1959 Profile of Colorado 
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MARKETS CHANGE FAST! 


The “Baltimore” of 5 years ago is not the 
“Baltimore” of today. In all directions .. . 
north, south, east, and west . . . beyond the 
city limits and into the surrounding subur- 
ban communities ... “Baltimore” is grow- 
ing, Growing, GROWING! 

Over 65,000 new households in just 5 
years! This is a new Baltimore market .. . 
with new people, new “boundaries,” new 
needs and appetites. 


The Baltimore News-Post and Sunday 
American has kept pace with this new expan- 
sion, this new way of living . . . growing 


Baltim 


or 
Sunday 


and moving with the people, because it gives 
the people the news, the features, the per- 
sonalities they like and want. 


The Baltimore News-Post and Sunday 
American delivers over 54% of all the house- 
holds in the major Baltimore suburban areas 
every day in the week! Over 61% on Sunday! 

Any wonder, then, that more and more 
advertisers are placing INCREASED linage 
in the News-Post! It’s your most effective 
and economica’ medium for producing sales 
in the new Baltimore! 


News-Post 


VO" American 


REPRESENTED NATIONALLY BY HEARST ADVERTISING SERVICE inc. e 


OFFICES IM (§ PRINCIPAL CITIES 
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Available Market Data—Farm 


To secure copies of data listed, use the handy coupons 


Rancher & Farmer Subscribers. 
This CR&F survey report shows 
land ownership, irrigated land, and 
livestock ownership of the maga- 
zine’s subscribers. 


2153. 1959 Buying Intentions of 
Colorado Ranch and Farm 
Families. 

Subscribers told Colorado Ranch- 
er & Farmer their 1959 buying 
plans for more than 200 items, and 
the results are summarized in this 
detailed folder. 


| 
2154. Colorado Farm and Ranch! 
Market Data. | 
A series of 12 data sheets on the 
Colorado farm and ranch market, 
including cash farm income, com- 
mercial fertilizer sales, grain-fed 
cattle, field crops, cattle and <=if| 
production, livestock and poultry 
inventory, government bond sales, 
population, and income estimates, 
is available from Colorado Ranch- 
er & Farmer. 


2155. Market for Field Hay Pel- 
leting Machines. 

A study by Doane Agricultural 
Service reports that U.S. farmers 
would be interested in purchasing 
field hay pelleting machines if 
perfected models were available, 
and how many give their livestock 
pelleted feeds or plan to. 


2156. Fertilizer Use Study. 

Another Doane Agricultural 
Service survey asked farmers if | 
they felt they had used enough | 
fertilizer on their previous crops | 


and found that 39% thought they 
should have used more. Types of 
fertilizer used, factors influencing 
amounts purchased, etc., are in- 
cluded in the report. 


2157. The Facts of Farm Life. 

A booklet describing the 1,900 
commercial farmers in 48 states 
comprising the Doane Agricultur- 
al Service countrywide farm pan- 
el, including their gross income, 
farm size, geographical location, 


| etc,, is available from Doane. 


2158. New Passenger Car and 
Truck Advertising in Maga- 
zines, 1958. 

Farm Journal offers this b o- 
chure giving dollars and pages 
used for magazine advertising of 
new cars and trucks, number of 
units produced, and dollars spent 
for magazine advertising per unit 
produced in 1958. 


2159. County Patterns of Insur- 
ance Sales in Urban and Rural 
Counties. 

Data on life, health and acci- 
dent, fire and extended coverage, 
and auto insurance sales, plus in- 
formation on total families, rural 
families, farm households and oc- 
cupied dwelling units, are given 
in a series of data sheets available 
from Farm Journal. 


2160. Farms, Farm Households, 
and Value of All Farm Prod- 
ucts Sold. 

A single data sheet available 
from Farm Journal gives the num- 


“We asked William E. Mat- 
thews, VP of media relations 
for Young & Rubicam, to ex- 
plain the change. 

“*In part the change is due 
to the attitude of the religious 
publications themselves,’ he 
said. 

“*They have accepted the 
idea that media selection is 
done solely on the basis of the 
advertising value of the medi- 


“National Space-Users 
Finally ‘Find’ Religion’ 


“Something has been happening in the religious pub- 
lications field. National advertisers, who once steered 
clear of using religious media, no longer are reluctant. 


Excerpt from Doris Willens’ column in the New York Journal-American, Jan. 15, 1959 


um, and not to support a spe- 
cial group. 

““Tt’s not that we ask them 
to conform to commercial 
standards. We are interested 
in editorial responsibility, 
rather than editorial attitude. 
If the publication is doing the 
job for its readers, and we 
want to reach those readers, 
we will use it.’”’ 


PRESBYTERIAN 


PRESBYTE 


Published on the 1st and 15th 
of every month, 


proves !t... 


@ Advertising lineage in 1958 EXCEEDED 1957 by 18%. 


@ Orders for 1959 space are 40% AHEAD of a year ago. 


@ Major national advertisers representing a wide range of 
products and services are responsible for this growth. 


Witherspoon Building, 130 S. Juniper St., Philadelphia 7, Penna. 


Publisher's ABC Statement, July-Dec, 1958 


LIFE 


RIAN LIFE 


Net Paid 1,109,292, 


ber and percentage of farms, farm 
households, total dollars and per- 
centage of dollars from farm prod- 
|ucts sold by Nielsen counties, and 
inside and outside of standard 
metropolitan areas. 


2161. Foundation Garment Study. 

A study conducted in a single 
market area (the eight-county 
}area around Des Moines) among 
|\Farm Journal women subscribers 
provides information on founda- 
tien garment buying habits and 
garments worn. 


2162. Top-Half Counties in Value 
of All Farm Products Sold. 

A map and accompanying sta- 
tistical data on retail sales, ef- 
fective buying income, number of 
farms, number of farm households, 
livestock and poultry on farms in 
these top-half counties is offered 
by Farm Journal. 


2163. Growth Stimulants Study. 

A study conducted last fall by 
Farm Journal among cattlemen 
in Iowa, Texas, Nebraska, Illinois 
and Kansas reports the extent of 
their use of growth stimulants in 
beef-cattle raising. 


2164. Get the Government Out. 

The results of an opinion survey 
of Farm & Ranch readers showing 
their attitudes toward government 
subsidies, foreign aid, farm pro- 
gram, federal aid to states and 
other national issues are available 
in this folder. 


2165. Acreage Devoted to Specific 

Crops. 

A series of fact sheets offered 
by Farm & Ranch gives figures 
on agreements filed for reserve 
acres and compensation, rice acres 
harvested, corn, soybean, wheat 
and hay production, and harvested 
|acreage of 59 principal crops in 
|the 17 states served by the maga- 
| zine. 


‘2166. Farm & Ranch Fact Sheets: 
| Food Expenditures, Households, 
TV Penetration, Electric Cus- 
| tomers. 
| Four fact sheets offered by Farm 
| & Ranch give food and grocery 
}expenditures by southern farm 
|magazine subscriber families, total 
|tv and non-tv households by coun- 
|ties, tv penetration by Nielsen 
counties, and electric customers as 
of Jan. 1, 1959. 


2167. Farm & Ranch Fact Sheets: 
Livestock and Poultry on 
Farms. 

Fact sheets reporting beef cat- 
tle, all cattle vs. beef cattle, milk 
cows, hogs and pigs, sheep and 
lambs, chickens (excluding com- 
mercial broilers), and layers on 
farms in the 17 states served by 
Farm & Ranch are available from 
the southern farm magazine. 


2168. Farm & Ranch Fact Sheets: 
Automotive and Farm Ma- 
chinery. 

More Farm & Ranch fact sheets 
available to advertisers cover own- 
ership of the following items by 
farmers in the 17 states covered: 
Automobiles, motor trucks, trac- 
tors, outboard motors, milk tank 
installations, grain combines, grain 
drills, corn and cotton planters, 
pickup balers, field forage har- 
vesters, milking machines, chain 
saws, and manure spreaders. 


2169. Wisconsin Commercial Fer- 
tilizer Survey Report. 

Published by Wisconsin Agri- 

culturist is this report on the use 


and plans for use in 1959. It in- 
cludes data on types used, bag size 
preferred, months when fertilizer 
delivery is taken, spring and fall 
application, and crops on which 
fertilizer is used. 


2170. Wisconsin Farm Equipment 
Advertising Survey Report. 
This is a report of a survey 


of fertilizer in that state in 1958) 


| Use the Coupons 
in Requesting Data 


made among Wisconsin farmers to 

determine their opinion of farm 
equipment advertising done in 
| 1958, frequency of salesmen’s calls, 
and purchases made as a result of 
| such calls. It is available from Wis- 
consin Agriculturist. 


2171. Wisconsin Stationary En- 
gines Survey Report. 

Another Wisconsin Agriculturist 
survey report, this pamphlet in- 
dicates ownership and use of sta- 
tionary engines, as well as size of 


ers. 


Advertising Age, April 20, 1959 


| harvested acreage of corn, all hay, 


engines owned by Wisconsin farm- | 


| 2172. 1959 Buying Intentions of| 


Wisconsin Farm Families. 

A folder offered by Wisconsin 
Agriculturist shows the percent- 
age of farm families who planned 
to buy each of several hundred 


ed by the magazine, covering items 
for home and family and for the 
farm. 


2173. Livestock and Poultry Feed 

Survey Report. 

A survey report of feeding prac- 
tices followed by Wisconsin farm- 
ers with chickens, hogs, beef and 
dairy cattle, including tabulations 
on use of antibiotics and arseni- 
cals, egg marketing, bulk feeding 
and use of stilbestrol feed and 
implants, is available from Wis- 
consin Agriculturist. 


2174. Iowa Commercial Fertilizer 
Survey Report. 

A report on fertilizer use in 
|Iowa in 1958 and plans for use in 
1959, plus fertilizer supply prefer- 
ences, is offered by Wallaces’ 
Farmer. 


2175. Iowa Farm Equipment Ad- 
vertising Survey Report. 

Iowa farmers indicated their 
opinions of 1958 farm equipment 
advertising, salesmen’s calls and 
resulting purchases for this Wal- 
| laces’ Farmer report. 


217 
| Fertilizer Sold Spring and Fall, 
1948-1957, in Iowa. 
| Another report offered by Wal- 
| laces’ Farmer gives an analysis by 
types of fertilizer sold in Iowa, 
spring and fall, from 1948 through 
1957, with both tons and percent- 
ages of yearly totals shown for 
both seasons. 


2177. Iowa Stationary Engines 
Survey Report. 

A report on ownership and use 
of stationary engines by Iowa 
farmers and size of engines owned 
is offered by Wallaces’ Farmer. 


2178. Lawnmower Survey Report. 

Ownership of lawnmowers, type 
of mower, size of engine and blade, 
age of mower and other data are 
given in this Wallaces’ Farmer 
report on Iowa farmers. 


2179. 1959 Sales Expectations of 
Iowa Retail Dealers. 

A poll of retai] dealers in seven 
categories was undertaken by 
Wallaces’ Farmer to provide data 
for this folder indicating the ex- 
tent of retail business done with 
farmers and sales expectations of 
each group for the current year. 


2180. 1959 Buying Intentions of 
| Iowa Farm Families. 

Readers of Wallaces’ Farmer 
| indicated their 1959 buying inten- 
|tions for several hundred items; 
| the results are summarized in a 
|folder available from the farm 
| magazine. 


| Sos. 1957 Iowa Corn, Hay and 
| Oats Acreage Harvested by 
Townships and Counties. 

| A report showing Iowa’s 1957 


items named in a survey conduct- | 


6. Percentage of Commercial! 


| 


alfalfa hay, and oats, and the 
number of farms by townships, is 
available from Wallaces’ Farmer. 


2182. Chicken, Pig and Hog, Beef 
and Dairy Cattle Feed Survey 
Reports. 

Three detailed booklets offered 
by Wallaces’ Farmer report on 
feeding practices of lowa farmers, 
including data on special chemi- 
cals and minerals used, and how 
feeding is done. 


2183. Income and Coverage of 
New Jersey-Delmarva Farms. 

A fact sheet offered by New 
Jersey Farm & Garden shows cash 
receipts per acre and per farm in 
ten leading farm states and cash 
receipts by commodities for 1957 
for New Jersey-Delmarva (Dela- 
ware, Maryland, Virginia) farms 
as compared with Pennsylvania 
and New York. 

2184. Dairy Operations in New 

Jersey and Delmarva. 

Another fact sheet offered by 
New Jersey Farm & Garden de- 
scribes modern dairy farm opera- 
tion in New Jersey, based on a 
1955 study, and compares it with 
that of surrounding states. 


2185. Georgia Farm Market. 

This data folder available from 
Georgia Farmer gives cash re- 
ceipts from farm marketings in 
southern states, value of Georgia 
crops, cash receipts from peanuts, 
tobacco and pecans, livestock on 
Georgia farms by classes, poultry 
product income, fertilizer usage, 
and farm income for 1958. 


2186. Cotton Belt Market Studies, 
Series II, 1958. 

This five-part study, offered by 
Cotton Trade Journal at a cost of 
$10 per set, provides data on grow- 
ing, ginning and cottonseed crush- 
ing by states in the 14-state U.S. 
cotton belt. Four of the study’s 
sections describe cotton markets 
in the Southeast, West, Far West 
and Mid-South, while the fifth is 
concerned with “Cotton’s Eco- 
nomic Importance to Southern 
United States.” 


2204. Voice of California Agricul- 
ture. 

Data sheets issued by the Cal- 
ifornia Farm Network, Berkeley, 
include a county-by-county break- 
down of number of farms and 
value of farm products in Califor- 
nia. 


2205. Florida Farm Data. 

Data sheets issued by the Flor- 
ida Grower & Rancher give Flor- 
ida farm population by county, 
truck farms and acreage harvested 
per county, and number of citrus 
bearing trees and citrus produc- 
tion by county. 


2206. Dakota Farm Data. 

A brochure prepared by the 
Dakota Farmer gives number of 
farms and acreage per crop for 
various crops and for total crops in 
the Dakotas, compared with other 
states. Livestock data also is in- 
cluded. 


2261. Farmer Cooperatives in the 
Next Decade of a Changing 
Agriculture. 

A special public relations edi- 
tion of Cooperative Digest con- 
taining discussions by prominent 
individuals in the field of agri- 
culture on the outlook for the 
decade ahead for farmer coopera- 
tives is available. 


2262. Type of Business and Vol- 
ume, Location and Member- 
ship of Farmer Cooperatives. 
Two charts reprinted from Co- 

operative Digest give statistics on 
business volume of marketing, 
supply and service cooperatives, 
broken down into types of prod- 
ucts, and figures on co-op mem- 
bership for each state. 
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— Picture 


Mr. & Mrs. Walter C, Barnes of Dallas Co., lowa, as featured in FARM JOURNAL 


You’re looking at the Barnes’ home in Dallas 


County, lowa. A few years ago you’d have prob- 
PRIMER FOR PURCHASING 


ably taken it for a sample home in an expensive 


suburb. Today, it’s a sample of how prosperous ie 


FARM JOURNAL families live—and want to live. The big and growing assets of farm is 
families in billions of dollars. 
Of course, there are farm homes not as modern 


as the Barnes’. But every day, more and more 1955 $164.6 

are looking this way. And most farm families look 1956 $168.2 

to FARM JOURNAL to help show the way. 1957 $176.4 
Prosperous farm families are today’s most eager 1958 $186.7 


buyers. And with $200 billion worth of assets, ; 
they’re well primed for purchasing. 1959 $200. as 


Most of the best 


‘ . P . . . U.S.0.A. estimates 
Cash in on this passion for fashion. Make the 


farm families depend on 


: : * Speaking of buying power, more than 
most of this marketing opportunity. Just remember P e ‘nee, 54 


Pieseg ; oF 70% of U.S. farm families have no 7 
these two facts: Nothing influences farm families mortgage debt—-89% of total assets are FAR M “ss 
like a farm magazine—and no farm magazine unpledged. JOU RNAL 


means so much to so many as FARM JOURNAL. Philadelphia 5, Pa. 


the same is true ze 
among advertisers 


Graham Patterson, Publisher 
Richard J. Babcock, President 
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Available Market Data—Farm 


To secure copies of data listed, use the handy coupons 


2263. Southern Milk Products Sur-|housing starts, and retail 


vey 7TA-7. 
This booklet reports a Progres- | 
sive Farmer subscriber family 


survey of use of evaporated milk, 


non-fat dry milk and margarine, | 


gains by areas. 


2268. The Blue Ribbon Farm 
Market of Texas. 
Offered by Texas Ranch & 


specifying the number of families | Farm is a folder providing market 


using each product, 


number of/| analyses of 150 wealthy west Tex- 


sales 


families buying within a period/as counties including number of | 


of time, brands purchased, and 
quantities used in one month. 


2264. Food Products 

Southern Farm Families. 

A report on a survey covering 
106 food products is offered by 
Progressive Farmer, showing the 
number of subscriber families us- 


Used by)! 


ing the products and the number 
and percentage using 
brands, It is available free to ad-| 


farm homes, 
come and total farm income. 


1957 per-farm in-| 


| 
| 


2269. Missouri Ruralist ‘Time and 


Season’ Calendar. 
A guide specially designed for 


advertisers, showing principal ma- | 


jor crop and livestock farm ac- 
tivities by month for the state of 
Missouri, is offered by Missouri 


individual | Ruralist. 


vertisers and their agencies, but| 2270. Kansas Farmer ‘Time and | 


others will be charged $5 a copy. | 


Season’ Calendar. 
The same kind of guide to ma- 


2265. Estimated Sales of Electrical|jor crop and livestock farm ac- 


Appliances by Regions, 1958.) 


| tivities as described above is of- 


Advertising Age, April 20, 1959 


TO OBTAIN MARKET DATA USE THIS COUPON 


Readers’ Service Dept., ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Ill. 


Please send me the following data (insert code number of each item wanted) : 


Company 
Address 


City & Zone... 


This 


coupon will not be serviced after July 15, 1959 


A two-page folder offered by | fered by Kansas Farmer for that | their families, specifying plans for 


Progressive Farmer lists sales of 
13 major electrical appliances and 


state. 


percentage of total U. S. sales for | 2271. Analysis of Rural Kansas. 


each appliance by sections of the | 
country. 


2266. Financial Statement 
Southern Farm Families. 
This is a graphic 

reporting cash farm income for 16| 

southern states, annual average 


| 


buying farm equipment, automo- 
tive products, chemicals, building 
jmaterials and appliances. The 


Principal crop and livestock in- Wyoming sales potential for 200 | 
|formation by Kansas counties, in-| or more items is also described. 


cluding crop yield, production and 


value of livestock, is provided by | 


presentation | this brochure published by Kansas | 


Farmer. 


bank deposits combined with U. S.| 2272. Analysis of Rural Missouri. 
savings bonds owned by southern | 


Data on Missouri farm produc- 
counties, as 
is available from Missouri 


farmers, and a listing of income |tion by 
from specific farm products. It| above, 
is available from Progressive | Ruralist. 
Farmer, 


2267. The South on the Move. 


| 2273. 


A series of data sheets offered | 
by Progressive Farmer gives re-|fers this analysis of buying in- 


ports on telephone 


1959 Buying Intentions of 
Wyoming Ranchers. 
Wyoming Stockman Farmer of- 


installations, | tentions of ranchers, farmers and 


Top Canadian and USA 
Agencies get the feel of 
their advertising, and new prod- 
ucts in Canada’s Seventh News- 
paper market . . . a market 
dominated by The London Free 
Press . the Total Selling 
Medium. 


Your advertising reaches 
the best cross-section in 
a stable, diversified market that 
racked up $654,875,000. in re- 
tail sales in 1958. 


Your advertising is 
backed by all the services 
you need for maximum impact 
at the retail sales counter. . . 
stock checks, tie-ins, hookers, 
etc, 


In color too . . The 
London Free Press meets 
. one 


all Agency demands. . 
reason why Western Ontario's 
Foremost Newspaper stood 
FIRST in ROP color in ‘58. 


8 Localized editions daily 
—morning through eve- 
ning—gives you a ‘live’ vehicle 
for your selling message. Write, 
or phone for your copy of our 
Market Data Book. 


Before 
you buy 
Canada 
—test 
London 
with 
Southwestern 
Ontario— 
Canada’s 
favorite 
test 
market! 


The London Hee Press 


MARCH DAILY AVERAGE @ 105,531 
LONDON, ONTARIO @ CANADA 


of | acreage of crops, and number and 9974 


described | pe 


The Fast-Moving 

000,000 Swine Industry. 

A folder offered by Breeders’ 
'Gazette under this provocative 
title points out the numbers of 
hogs sold on U. S. farms annually, 
their marketing pattern and num- 
rs per farm. 


$2,500,-| 


2275. Grass and Hay Crop Man- 
agement, 

Another publication of Breed- 
ers’ Gazette gives machinery re- 
quirements of the modern livestock 
farm, the value of machinery per 
farm worker, annual production 
expenses in U.S. farming, and in- 
come from livestock production. 


3153. Orchard Chemicals Spend- 
ing. 

A survey by American Fruit 
Grower shows the major crops, 
average acreage and per acre pro- 
duction of buyers of insecticides 
and other orchard chemicals. 


SOON TO BE PUBLISHED 


2027. Farm Machinery Market. 

Nation’s Agriculture is prepar- 
ing a new booklet on the size and 
scope of the farm machinery mar- 
ket which will cover tractors, har- 
vesting machinery, plows, haying 
equipment, planting and spreading 
machinery, and livestock equip- 
ment. 


2028. The 1958 Cost of Doing 

Business Survey. 

An annual report to be pub- 
lished in May by Farm & Power 
Equipment will show sales, mar- 
gins, inventories, expenses and re- 
lated information on tractor and 
farm equipment dealers through- 
out the U.S. 


2029. Poultry Industry Statistics. 

A 30-page booklet incorporating 
the latest U.S.D.A. and Census of 
Agriculture data on the produc- 
tion and sales of eggs, layers, 
broilers, turkeys and other poul- 
try, will be published June 1 by 
Watt Publishing Co. 


2079. Graphic Highlights from the 

Ohio Farm Petroleum Market. 

A book of graphs and charts il- 
lustrating the results of a survey 
of automotive equipment and the 
use of fuels and lubricants among 
Ohio farmers will be issued about 
June 1 by Capper-Harman-Slo- 
cum. 


2080. Graphic Highlights from the 
Pennsylvania Farm Petroleum 
Market. 

A book of graphs and charts il- 


lustrating the results of a survey | porting on the assets and consum- 
of automotive equipment and the| er capacity of farm people. 


use of fuels and lubricants among 
Pennsylvania farmers will be pub-| 
lished about July 1 by Capper- | 
| Harman- Slocum, 


2187. Markets, Places, People. 


Slated for publication in June, | 


this study by Farm Journal stress- 
es the importance of the farm- 
rural population in major whole- 
sale drug and grocery areas, and 
in major retail trading areas, cov- 
ering all U.S. counties and pro- 
viding pertinent market facts in 
each case. 


2201. Grocery Products Survey. 

This survey will offer a picture 
of brand preferences of 100 most 
common grocery items used in 
farm homes. Answers to questions 
about farm buying habits, where 
groceries are purchased, demand 
for fresh fruits and home baking 
are included in the report by The 
Farmer to be published in late 
spring, 1959. 


2202. The Upper Midwest’s Big- 
gest Grocery Market. 

Statistics on the grocery buying 
habits of the farm families of Min- 
nesota and the Dakotas, and a 
comparison of their consumption 
with that of urban families are in- 
cluded in this report which will be 
published in the winter, 1959 by 
The Farmer. 


2203. Agricultural Chemical Sur- 
vey. 

Questions in this survey focus 
on types of chemicals used now; 
increased usage in the last 2 years 
and total money invested in 
sprays; types of spray equipment 
on farms; seed treatment; legume 
innoculation; fungicides, defoli- 
ants; and grain-corn storage. To 
be published in summer, 1959 by 
The Farmer. 


2207. California Farmer Summary. 

A brochure to be published in 
July by the Katz Agency, New 
York, will show number of farms 
in California, its rank among states 
in income from farming and live- 
stock and will outline income by 
crops use of farm equipment in 
the state. 


2276. Southern Farm Families’ 
Meal Serving, Cooking and 
Baking. 


To be available next month is 
a subscriber survey report from 
Progressive Farmer showing the 
number of individual meals served 
in all U. S. homes, in urban 
homes, in farm homes, and in PF 
subscriber family homes. Also to 
be covered are all forms of bak- 
ing and ingredients used. 


2277. The Farm Market. 
Progressive Farmer will also 
publish this booklet in May re- 


REGIONAL AND 
LOCAL MARKETS 


NOTE: Most items listed here 
are available without -eharge, but 
not all. Those requesting material 
which bears a price will be billed 
at the stated price by the publish- 
ers. 


6200. 1959 TV Guide Food and 
Drug Guide. 

This is a 36x24” wall map list- 
ing TV Guide’s circulation in food 
and drug stores both nationally 
and for each of its 51 regional edi- 
tions, and giving retail sales fig- 
ures for each region. 


6201. 1959 TV Guide Data Book. 

A series of loose-leaf pages giv- 
ing circulation, circulation area 
maps, market statistics and tv 
stations for each of its 51 editions 
is available from TV Guide. 


6202. All-Florida Food Study. 

Offered by Branham Co., this 
series of data sheets covers major 
Florida market areas, giving pop- 
ulation data, location and number 
of chain and co-op food markets, 
and newspaper circulation infor- 
mation. 


6203. The Georgia Group. 

Population, income, retail and 
wholesale sales, and media cov- 
erage data for the Augusta, Colum- 
bus and Macon, Ga., markets are 
given in this data folder available 
from Branham Co. 


6204. CAP-A-City for Sales 

Growth. 

This is a map accompanied by 
population statistics and data on 
the large and small towns served 
by the 12 Connecticut Action 
Press (CAP) Group papers. It is 
offered by Ralph R. Mulligan, 
newspaper representative. 


6205. The OK Group. 

Negro population statistics for 
the six southern cities (Baton 
Rouge, New Orleans, Mobile, 
Houston, Memphis, and Lake 
Charles, La.) served by the OK 
Group of Negro radio stations are 
given along with this coverage 
map offered by OK. 


6206. Thirteen of the West’s 
Sweetest Trading Centers. 
Market profiles of 13 western 
communities served by Scripps 
League newspapers are included 
in this media file which provides 
data on population, families, ef- 
fective buying income, retail sales, 
gross farm income, etc. 
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One of a series of comments on Metropolitan Oakland 
as a market by advertising agency executives. 


Metropolitan Oakland (Alameda County) is high on the list of 
U.S. cities wherein great population increases are making im- 
portant market changes. In recent years it has become the larg- 
est population center in Northern California. As such, it is one 
of the West Coast giants that are moving the nation’s center of 
consumption and distribution of merchandise toward the West. 


Topping all Northern California counties in total retail sales, 
Metropolitan Oakland is certainly one of the prime “keep-your- 
eye-on” markets in the United States. 


EARLE LUDGIN, Chairman of the Board, 
EARLE LUDGIN & COMPANY, Chicago 


YES, it is important to recognize Metropolitan Oakland's 
commanding size as a market. It is equally important to 
remember this fact: 


ONLY THE 


Oakland 


Tribune 


COVERS METROPOLITAN OAKLAND‘ 


Greatest Home Delivered Circulation 
in Northern California 


National Representatives: 
CRESMER & WOODWARD, INC. 


GO BIG..BE BIG 
In the TRIBUNE... 


*65% of the more than 250,000 families in 
Metropolitan Oakland (Alameda County) 
are Tribune subscribers 


Member Metro Sunday Comics Network 


. : eg kee ae . ae as oa Sa = ; eae ale rng ean a ine aR Se ee oe Ui | a SiR tue Pees (eee eo Oe | Se eile 
ye ee wie eee ie se i een a ear Bice ic cogs sat” ee ee ee sais Re ey od seas 
casera tee ey onl sae ved ae oe <Stgiei - ving Ear ati ec Ae a ae ey. ips ee Was: a piu ; : SER) ae EER SR ede 

SE nk A oes es oF Pace en : gee baa 7 e se ot iti ag ot ale ae Bre tats ter Sle Ret OG ol ee ie ra ae oe ee ike a sha “2 
si, es 5 Se Sia = > ae as C . aaeeelae ee SP ee Vad) ai cin ay po ei ie BB Ne rine ; we ae Bie a : 
Si eis ate Ma Y oie ees ago ‘ ieee: = ta Bae i See eke mean i. SS ae srt) Ses isle gai. ape Se: as mee tie Sone M! sregn 
ee te RM ep i: eS ae ee ee ae ae, a, a oe Re ee Oe oe nn ee, el 
ee 2 ‘ Z eee i aaa ee” Gerrans een) aed Cte ee ais ome!" - a 7 ee one en eee eae Ree eat = eens en ae 
: os : a, : — a. oe og ern a Ye oe = one ple ebrisrncTO eS Ti 2 eye a ee ea neers — 
poms ee ee .- 4 
a aoa % 2G eee 7 - 
ay, , a — 
: ee . 
7 —— " 7 : 
add } Ss . 7 
acaan t er 
ao F : . 
=e = > ™ 
. y “ ; 
ie ete OES eee = ~ PEA, tidy 2 4: ‘se en te? “9 a 5, ‘ : 
a a “y ty c " : j “ey ches 5 ees +s - m, = 4 a a ‘ j 
; : See cS ., t oe Sees : 4 "ig ase ee ER coe eee 
: p ruse.” ; ae ee > . iN Se i Ry 
: ae ee eo eS ae ‘ < i an iG FNS re " 
en ae see’ Gogh i: a G - eh a es fo ee... ei a : 
: ’ ae i , ee i —-” ei ae ae ; 
a — ae ae Ul a . 
a pik (Ce ge en “ . We ie la ; ad ; 
shi > ye Jee : Sue dS ea ) ; Eee. : af, uae = ait a z 
rel he Sgame Le BS . ; eS, Bk) oe Gb hanes 2 j 
ace wor ii ea Regs: - ann , t > oar ee Soa pa ieaagees ee eee 7 - 3 
a <i ds ae < ae, ile ae * ee “4 t Te nn ct. ee 4 ! 
ath j ed ‘i OO ae. F ia Bt sais et ee 4... ia ; 6 
ee Sa re ee " Fi E Ue Seine iho. 3" aa a. Y 
* eee pe a a ee a ait hy ae ARSIRESS See Maa, bigs ; 
je t ae és ae: gan ee ears pha nt Tae i een | pOmeeeey Me). es ye 4 
eit 4 ae us . ae et ak te a : St oe DE ce Ty ad a det as a: . “s 3 
Lt ( ay Ve ee ee a eS ee ae thal 
eae oe Meee ire wy Spore Ae et Bs : 
' ae ; ae ee. bh aan , BV hee Cece ol ae i x 
<b ie Pe ih ion ae A ioe 7 hee ¥ La F BB py ee et hg i 
ee oe Ee pe . “ae Se nak Ge. oe fi , ‘ 
et e. ae ra ae ee 4 — : ba Ks a Si ree ia : ; 
Sa be ae =a » ; tons “ Te ere 7 e 
wb Pooae ie SS ete 7 wos 3 a y id 4 Ree MOC Wes a 4 = 
, ay ae : te Set ar ge 4 gt ae; ; 5 ae bie " - 
Se: "tT : oe * : sy : e —  ~ oe vi «see ; ; 
sige 4 8 = E é : # ; mn — a 
: oe: P cg ‘ . ‘ : a ; be ere bi 
ie ; : eps: ea neh ee a y a4 ee. ted od ' 
; t ala by si d= ad ria 3 ae het Fi 5 ‘ Bei reid th 4 
Ug, str Bra Saat | a —, rd a , ie eer : ges ' , Se 
- " Oe ae en . Oe ee ai a : Nl 3 si : ra } f ~ 
ae: iy Soe r Lone Eien ae j ; x a Es-% hg ge rg : 
es tee aed. ee fd _ _ Ce — oa ey : -. ae : E 
a , ; oa & ee ie Fs Ss : 
\e Coe 4 5 C ba € E. a 4 
Mt erat = a ‘ oy . é P F i : 
: “ae ke Ree Ps > a oa ; y 4 ig : Op : - * ae “ : : 
j . ri ate. f e i, a t 4 J = i, ; 7 
ae ig ee re aie 2 ‘ : ; a * 2 aie " ae 4 Po ‘ -. a 
ieee y ee al f ‘ oy ee 22 apt, << ae Cs a Fa = a , 
aoe ; 7 vaheaele % a 05 ; x ; 
Bee f , q = Leer a ae ee, 4 eae F. 4 ff id 
ee " § Fe RY : a oee “ + ae eo oe , as SMe " * ia u i * BE £ ser BY iP 
ae ; a Re 2 Gala = ge : Ps es F Pe ‘ : Pg 
~ Paice * -) a d eo ¥ ome az “i if Fs ue 
En ; ; s 7 ¥ e ie se : . a 
ti 2 j , ae A . a hex 3 tise ae > ie ‘e , 3 
a ‘ al . £7 seme: Mae : ——- } : 
ere < ae ce 64 ff | a ea an ‘4 ; , rs. ey oe 2 £ ay. 
bes BY i. ia {yaa a5 : , , % pe Pater . & £ ae ge i . 2 > Th, 
: See . Ei, aa i oH Glee gs : ‘ Fi gram 7 0, 
| And gucelt if et ma q ie see ee 4: : 3 ‘i a. 3 ae ‘Caan 
oe ta ‘ 4 ee ape a) ae Te ee ea j 4 eat patie ue “ay eo ae mg ty _ , 
; Saati Mae = ¥ 7 > a : ay ane By e + : . ape * . f 
- eg i ee Po. zs As mS v ae ays : : = r é a b, %, " : ; : 
ii - j a at a ro Me 4 eer Fe eri: = ae ; ae * eee 
< " f ; pa 5, a. Lo ¥ a8? Fis 5) 0) eee i ¥ } ae ; 
4 ‘ fai » = x a ot ” 
[ 2 Se, Rs - & . en ‘ , 
: us i = s : ra « if 5 
Pers \ ; oe se Ty % i oe oe ihe. ss _ 3 
ae ‘ Pk ee ye ae ‘i ae ; 3 "Nis, me Sat ie Big. Foes whe, F ; or : # i “5 ; %. r 3 
Ps Saar 4 a) , ea! PS © i. ; ee , 5 See Se ae Sips es . - ge . fe : : 
Be a . is “ . 2 ; ne = - i aig eae ehh oo 2 os a fs 4 = ye : " - 
i . ita ik a ed, Es Se Aira ieee a ae a ie fi ae ark ae iS ‘ ; Rare ge r " - na 
ernst! | ae Se : oe BM ee ee ae oe Oe ee, ie seer Re ates a i ee sein is es i 
4 me ; eat Dee soe =a Te “ahi Boe sae cage acta Laon aa a ae nee eho Be ae oe Reh “at Aa Rs lcs ee ‘ad 7 ro Sy: gal y y Cl ee ree + pies friakes 
g uae j alee pe esis atop ian ea re Pi ia Re go, ee re 5 Bi ie aM 3 ee at 3 SAS Raw uncaeg pee ee i Le ie a eA: / Pe Jo) cireecaae Orem 
Lo wife ee eee) Bai ; Rot ees eee 2 EID arene in Me ees Siarte: i AF ee! cid 8 et Ries eee ee ae 
oN Plage 3, ie ea <A ee. es Bal. aa "aa ae eee ae Piet For agin « 
Th eo ake tiene: aneeh i ees ee: ee ‘ager i ae ae gaa Be oe; eR Ai 4 de gas ees ae ar a He OAR ea atae were Te en : 
pate Eee ’ s faa! ach ape: ae eee 3 aes 3 : Rae tig to os Aso shy the a's y 
; ke gece ae ihe ee ei . eae he ‘ Bas ay ee ae spe ee “i er bee eg ¥ 
a i le eee A iat ee pat edi. by ats 1 : Ry ht ee ae Lee : ri : eh gas , ou 
ie were Digits wa Re ee TS ; =r Seige Ai ee SRE asa fot afl gee Seek ae ies sr ee ea ; 
eek 4! ED att ARI ye NE IO. ah ne ee , Ue pe Mt Taner ae coe ee ee ayaa: 2 Br a gered : 
Beaton | ae Shimcumees gr DN Sea Oe em sy oe 2 a 
ae Ser me” fl a hey Bee ees or 5 a Pe ec ¥ 
eect = 7 \ = \* ; aa % é : 632.505 See Po. ; 
a * *. ee ee yee re 2 5 ‘rn Sores eee iS ee 
aia ae My ena neatettO a ee , ol a , et 
7 ene ee i ‘e*. v% Seren arm. ' ft 2a eee 
Sa . 3 oe >. 2 a. ts ass Dye" sah , BE cod Se boc ve = 
eee k ee ye ae is “ees : Bile oe uees | 
| c ‘ . a *% $3 i 2 teers = ions sees aes F 
“ENT é ae iy eran ~ ay cy ae a 
MEY ae * 4 cone 9 e f ‘a Cis as . ie > 
oS ai CFR =  — 
ey Hs e , heat * . ee: ee ote ? ae 2 am om pty * + ris *y . 
ive y Bag: oe ae 4 ie eur s * Es a by ee ae - 8 if 
— te ee: ret Ste Ge es gente aa” Sf 
i i os Fae ; " i —— = 
j — 
rae 4 ‘ ait —— 
alg >; a soil ee 
} én r apie ie 
x ‘ 3 oe 
’ mi ~ s 
‘ 4 (i i ee aie a siaieian . 5 * . : aie 
ean j “ie a alii piinity one 
fe - Q ? ci ”) | ; 
Pa . 
vitals i } 
We ( 
‘on. : : f 
a) } 
- \ 
rr 
ee ‘3 OH . ! y 
Sea Ea ae 
pagar : 
r + q 5 
Sy eee 
Bern 4 - 
eo 7 
Bee : 
. 
ce a 
eg. ‘ q 
ae 
ca t 
| | ee 
re r 
Ba eas 
: , | 
yi 
A : 
ee | 
Bie, - Ad * 
i 
j 
{ 
‘a 
= 2 ~ 
s \ \ 4h iin 
if } RUT zs re 
» ? lll 
: aad vaN ''4 5 = 
i AG — “= 
fey 
Ki 
} H 
a CG ee 
‘ 
eee ie 
sax i 
a 


To give you Better 
Coverage ... Greater 
Editorial Inf 


__ in the 
$3,500,000,000 
Poultry Industry 


@® pouitry TRIBUNE 

The magazine for the EGG IN- 
DUSTRY whose subscribers own 
93% of all laying hens in flocks 
of 400 or more. Available in 
five editions: Eastern, Midwest, 
Southeast, Southwest and Pacific, 
or any combination of these. 


@® pacific POULTRYMAN 


Edited in the West to serve the | 


$400,000,000 poultry industry of 
the eleven Western states. Serves 
as the Pacific edition of Poultry 
Tribune. 


® Broiler GROWING 


The national publication of the 
broiler industry serving broiler 


producers, contractors and serv- | 


icemen who grow 85% of the 
nation’s broilers. 


@® turxey wor 


No, 1 national monthly turkey 
magazine reaching the producers 
of 91% of the nation's turkeys. 


HATCHERY and FEED 


Monthly business magazine guid- 
ing production, service and mer- 
chandising for hatcherymen and 
feed suppliers who annually sell 
an average of $226,276 worth of 
feeds, chicks and poults, health 
products, equipment, fertilizer, 
seeds, etc 


POULTRY PROCESSING 
and MARKETING 


Leading monthly business maga- 
zine serving the nation’s $5 bil- 
lion poultry and egg processing 
and marketing industry 


INDUSTRIA AVICOLA 


Reaching importers, distributors, 
dealers and farmers who buy 
poultry a, feeds, chicks 
and supplies in Latin America, 


Portugal and Spain 


Contains complete statistics 
on the poultry industry 
Write for FREE copy today! 


PUBLISHING CO. 


MOUNT MORRIS, ILLINOIS 


|\Available Market Data—Local 


To secure copies of data listed, use the handy coupons 


6214. New England States as a 
Food Market. 

| A mimeographed 14-page report 
|by the Yankee Grocer, Boston, 
covers retail grocery store sales by 
| groups, such as corporate chains, 
|smaller chains, voluntary groups, 
|cooperative groups and independ- 
|ents for the New England states. 


6211. The 71-County Wisconsin 
Market. 

A 64-page booklet, issued by the 
Wisconsin Newspaper Advertising 
Executives Assn., Madison, shows 
population, income, retail sales, | 
auto registrations and number of 
manufacturers in each of Wiscon-| 
sin’s 71 counties, plus transporta- 
tion facilities, retail outlets and 
type of industry for each of the 
newspaper communities in Wis- 
consin, 


SOON TO BE PUBLISHED 


6208. Jewish Advocate Market 
Data Folder. 

Next September, the Jewish Ad- | 
vocate will publish its first an- | 
nual market data folder defining | 
the extent and importance of Jew- 
ish buying power in New England. 


| 6215. Sales in the South, 

Sales rank by dollar volume in 
ten basic sales classifications for 
the South’s top 25 metropolitan 
markets, and rank of 292 such 
national markets, including dollar 
volume gain or loss in each clas- 
| sification, will be given in a bro- 
chure to be published about June 1 
by the Greensboro (N.C.) News & 
Record. 


| ALABAMA | 


3000. Northwest Alabama Data 


Population, households, effective | 
buying income, retail sales in to- 
}tal and by category, building per- 
mits and bank deposits in the local 
area are covered in a folder issued 
by the Florence Times and Tri- 
| Cities Daily, Florence. 


3070. Birmingham Negro Market. 
This booklet based on the Bir- 
mingham News and Post-Herald 
'consumer analysis survey includes 
data on Negro family income, Ne- 
groes having electricity and gas, 
automob les and other conven- 
iences, food products, soaps, toile- | 
tries, and other products in the 
Birmingham market. 
3476. WSFA-TV Market Sum- 
mary. 

A brochure offered by WSFA- 
TV, Montgomery, gives food prod- 
uct distribution, population, house- 
holds and retail sales in the area. 
3477. WOWL-TV Market 

mation. 

A folder published by WOWL- 
|TV, Florence, lists households, 
| population, retail sales, garage | 
services receipts, farm population | 
and sales of farm products in the 
coverage area, 


Infor- 


3736. Mobile Look. 

A brochure issued by the Mo-| 
bile Press Register gives popula- 
tion, income, post office receipts, 
retail sales and construction data 
for the area. 


3737. WAPI-TV Data. 

Population, families, tv families, 
income, retail sales and farm pop- 
ulation are covered in a brochure 
issued by WAPI-TV, Birmingham, 
for its area. 


inet The Florence Market. 


A data sheet issued by the Flor- 
jence Times and Tri-Cities Daily 
for the trade area gives popula- 
tion, families, passenger cars, re- 
| tail sales by categories and farm 
population, homes, cars and pur- 
chases. 


| retail 


ARIZONA 


Use the Coupons 
in Requesting Data 


Advertising Age, April 20, 1959 


data are contained in a _ booklet 
from the San Jose Mercury & 
News, 


3492. San Jose Brand Preferences. 
| A study of brand preferences in 


3071. Facts on K-GUN Coverage. taining data on city, county and | food, drugs, beverages, appliances 
Market facts on the greater Tuc- | metropolitan areas of the San Ber- and cars, plus population charac- 
son, southern and eastern Arizona|nardino market, including maps teristics, for the San Jose Mercury 


area, including income, employ- 
ment, population, and retail mar- 
kets are in this report issued by 
K-GUN-TV, Tucson. 


3072. Catalyst for Sales—KIVA. 


A folder issued by Valley Tele- 
casting Co., Yuma, Ariz., covers 
population, households, income, 
sales of the three U. S. 


and illustrations. 


| 3078. KBIQ Coverage Map. 

KBIQ, Los Angeles, has issued 
a map and data sheets showing 
fm penetration in the area and 
other market data. 


3079. KRON-FM. 
| This folder issued by KRON- 


& News market area is presented 
|in a booklet issued by the news- 
| paper. 


3493. San Jose Retail Sales Trends. 

A quarterly report on taxable 
sales of retail outlets in the San 
Jose area is published by the San 
Jose Mercury & News. 


counties and area in Mexico cov-| FM, San Francisco, includes a cov- | 3494. Los Angeles County Income. 


ered by KIVA. 


| 3073. Tucson Data. 


The Arizona Daily Star and 
Tucson Citizen have issued this 
folder which gives data on in- 
come, retail sales, population and 
number of households in the five- 
county Tucson market. 


ARKANSAS 


3478. Northwest Arkansas Buying 

Habits. 

Reader buying habits are cov- 
ered in a brochure reporting on a 
survey by the University of Ar- 
kansas Journalism Department 
and issued by the Northwest Ar- 
kansas Times. 


3226. The KNAC-TV Market. 


A county-by-county breakdown | 
of homes, tv sets, retail sales and | 


retail sales tax collections for the 


coverage area are included in a 
brochure issued by KNAC-TV,) 
Fort Smith. 


| 3227. KFSA Data. 


Income per household and a 13- 
county breakdown of homes and 
radio homes in the coverage area 
are presented in a brochure pub- 
lished by radio station KFSA, 
Fort Smith. 


CALIFORNIA 


3009. Long Beach Brand Prefer- 
ences 
A brochure issued by the In- 
dependent Press-Telegram, Long 


|Beach, surveys brand preferences | 
‘in grocery, 


drug and cosmetic 
products and ownership of appli- 
ances, plus income, home owner- 
ship and age characteristics of the 
Long Beach city zone. 


3010. Stamford Data 

A three-way comparison of 
Stamford vs. Connecticut vs. the 
U. S. in population and dwelling 
unit growth, effective buying in- 


come, number of establishments, 
employment and retail sales is 
presented in a 20-page booklet 


published the Stamford Ad- 


vocate. 


by 


3074. Market Data the 

Coast Stations. 

Utilizing statistics from Sales 
Management’s Survey of Buying 
Power, this booklet gives esti- 
mated dollar volume of various 
retail categories by counties in 
the coverage area of KSBW-TYV, 
Salinas, and KSBY-TV, San Luis 
Obispo. 


for Gold 


3075. Land of the Dons. 


Stations KSBW-TV, _§ Salinas- 
|Monterey, and KSBY-TV, San 
Luis Obispo, have _ issued this 


booklet which contains data on 
the Mexican market in the area. 


3076. KTTV Coverage Map. 
A coverage map of KTTV, Los 


Angeles, together with market da- | population, retail sales, new dwell-| 


ta about the Los Angeles market 


erage map and data on the San | 
|Francisco area population, fami- | 


lies and retail] sales. 


3080. The 
Area. 
| Data on Oakland and six bay 
area counties, including retail 
|sales, school enrollment, a break- 
down of industry types and in- 
|come tax returns are covered in 
a booklet issued by the Oakland 

Tribune. 


Metropolitan Oakland 


ifornia Markets. 

Northern California’s eight trad- 
ing areas, their population, num- 
ber of families, retail sales, food 
sales and drug sales are listed by 
county and trading area along 
with percentages that trading 
areas represent of northern Cali- 
fornia totals. Issued by the San 
Francisco Call-Bulletin. 


3082. Stockton Data. 
| The Stockton Record has issued 
this folder covering population and 


| retail sales for Stockton. 
| 


3083. KKTV Market Facts. 

| This report issued by KKTV, 
|Pueblo, Colo., contains statistics 
/On population, families, retail 
sales, consumer spendable income 
/}and permanent military personnel 
for the KKTV coverage area. 


3084. Buying Habits and Brand 
Preferences of Mexicans in 
San Francisco. 

Buying habits and brand pref- 
erences of certain food, beverage 
and household items and certain 
economic characteristics of the 
Mexican population in the San 
Francisco Bay Area are surveyed 
in this report by KLOK, San Jose. 
The station has prepared a sep- 
arate, similar study on four other 
ethnic groups: 


3085. Portuguese Population, 

3086. Chinese Population. 

3087. Japanese Population, 

3088. Greek Population. 

3089. Penetration Study of News- 
papers. 

This study conducted by Facts 
|Consolidated and issued by 
j tion of head of household, home 
| ownership, family income and race 


of Orange County. 


3489. Palo Alto Story. 


Population, climate, auto regis-| 


trations, building permits, school 
enrollment, payrolls, bank deposits, 
shopping districts and other in- 
formation about Palo Alto is avail- 
able in a booklet of the Palo Alto 
| Times. 


| 3490. Metropolitan San Jose. 
| A folder from the San Jose Mer- 


cury & News includes data on 


ing units and liquor sales for the 


is contained in this folder issued! nine-county bay area. 


by the station. 


3077. The San Bernardino Market. 


3491. San Jose Data. 
Population, effective buying in- 


the | 
| Anaheim Bulletin, shows occupa-| 


Family income, broken down 
into 16 economic areas in Los An- 
'geles county, is covered in data 
sheets offered by the Los Angeles 
| Times. 


3495. Population 
| Los Angeles. 
| The relationship between popu- 
|lation and buying traffic in nine 
| product classifications for Los An- 
|geles county is contained in a se- 
'ries of charts by the Los Angeles 
Times. 


and Buying in 


3081. 1959 Survey of Northern Cal- | 


3496. Los Angeles Times’ Home 

Audit. 

Reports on the movement of 
|branded merchandise in the Los 
| Angeles market are available to 
| manufacturers producing the prod- 
}uct or brand included in the re- 
| ports, or to agencies handling those 
|products or brands, from the Los 
Angeles Times. 


3497. Product Trends in 
geles. 

Trends in relative usage of food 
store items, household drugs and 
;cosmetics in Los Angeles county 
from 1946 through 1958 are de- 
tailed in a folder from the Los 
Angeles Times. 


Los An- 


3498. Cosmetics and 

Sales in Los Angeles. 

Total sales of cosmetics and 
household toiletries from 1953 
| through 1957 are broken down, by 
percentages, into the 16 major 
areas comprising Los Angeles 
county in a chart from the Los 
Angeles Times. 


Toiletries 


3499. Furnishings and 

Sales in Los Angeles. 

A chart from the Los Angeles 
Times lists total sales of home 
appliances and home furnishings 
for 1958, broken down by percent- 
ages into 16 areas of Los Angeles 
county. 


Appliance 


3500. Men’s Clothing Sales in Los 
Angeles. 

Per cent of total purchases of 
men’s clothing and furnishings in 
1958 is listed for each of 16 eco- 
nomic areas of Los Angeles county, 
in data sheets available from the 
Los Angeles Times. 


| 3501. Los Angeles, 1958. 

| Data on agriculture, housing, in- 
come, industry, employment, pop- 
ulation, auto registration, retailing, 
transportation and utilities for the 
Los Angeles market are contained 
in a brochure from the Los Angeles 
| Times, 


3502. Appliance Sales in Los An- 
geles. 

Data on appliance sales in Los 
Angeles county for 1957, including 
sales increase, place of purchase 
and per cent of saturation, are 
available from the Los Angeles 
Times. 


3503. Los Angeles Cigaret Sales. 
Cigaret market comparisons 
through 1957 in Los Angeles coun- 
|ty are presented in a data sheet 
|offered by the Los Angeles Times. 


3504. Los Angeles Market Map. 
The 16 major economic areas 
in Los Angeles county are detailed 


The San Bernardino Sun-Tele- come, nine classifications of retail on a map 21x26” from the Los 


gram has issued this booklet con- 


sales, housing and employment 


Angeles Times. 
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PHARMACY 
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PHOTO COURTESY AMERICAN CYANAMID COMPANY 


The Chemical Engineer Nurses 5,000,000 Babies A Year 


Miracle drugs, vaccines, general pharma- builds plants and keeps them operating profit- 
ceuticals .. . safeguards for a better, longer bly. He is your first sales target. 


g p : : For 55 years of industry growth and expan- 
life made possible by the chemical engi- sion, CHEMICAL ENGINEERING has maintained its 


neer and his technology. 


Wherever the chemical engineer appears in in- 
dustry — in the familiar Chemical Process In- 
dustries from fertilizers to pharmaceuticals, and 
ever reaching beyond — he is a key buying pivot. 
To solve plant problems, he instigates orders, 
specifies raw material and equipment required. 
He develops products and processes, designs and 


Published every other monday for Chemical Engineers in all functions 


sharp editorial focus on this man, wherever he 
is, whatever he does. It’s the solid 3 to 1 choice 
among chemical engineers in all functions, in all 
industries. Now they get it more often, spend 
more time with it... Starch “Noted” scores are 
up 11.3%, “Read Most” scores up 28.7%, in- 
quiries up 15.5% over 1957’s monthly issues. 
CHEMICAL ENGINEERING, a McGraw-Hill Publi- 
cation, 330 W. 42nd St., New York 36, N.Y.@ @ 
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LOST OR MISSING: 


40% OF THE 
MEMPHIS MARKET! 


by 
Bert Ferguson 
Exec. Vice-President, 
WDIA 


Available Market Data—Local 


To secure copies of data listed, use the handy coupons 


3479. KARM Coverage Map. 

A coverage map for KARM, 
Fresno radio station, includes pop- 
ulation, households, income and 
retail sales. 


3480. Southern California Popula- 
tion by Sales Territories. 
Jan. 1, 1959, population by sales 


| Bernardino Daily Sun and Even-| 


ling Telegram covers automotive 


| sales and various other retail 
sales, income, bank clearings, 
dwelling units, population and 


building permits. 
3228. The KNTV Story. 
| A booklet issued by tv station 


| territories in the southern Califor- KNTV, San Jose, gives population 
/nia market, and by individual cit-/| and retail sales for the five-coun- 
|ies within each territory, showing | ty coverage area. 

{comparison with the 1950 Census, | 


Memphis is a big market! Yes, it’s |is covered in a booklet issued by | 3229. The Riverside Market. 


America’s 10th largest wholesale 

market! And, it’s true: In the Mem- 

phis market you're actually missing 

40% of the people unless you use 

WDIA! And—this is a fact we can 
rove—only WDIA sells the Memphis 
egro buyer! 


As America’s only 50,000 watt 
Negro radio station . . . only 50,000 
watt station in the Memphis area 
.. . WDIA has chalked up an out- 
standing success story. Through a 
unique combination of exclusive Ne- 
gro programming, powerful personal 
appeal and hard-hitting salesman- 
ship our all-Negro entertainment 
staff commands the Memphis Negro’s 
loyal listenership. What's more, by 
an active program of public service | 
and civic le cater Mag WDIA has be- 
come an integral part of its listeners’ 
daily lives! 


RESULT: WDIA IS MORE THAN 
JUST A RADIO STATION—IT’S 
AN ADVERTISING FORCE IN THE 
MEMPHIS MARKET! 


IT’S A BIG BUYING MARKET! 


Here’s why WDIA's fabulous suc- 
cess means high volume sales and 
profits for you: Within WDIA’s lis- 
tening pattern are one-and-a- 
quarter-million Negroes! The biggest 
market of its kind in the entire coun- 
try! They have totaled earnings of 
$616,294,100 per year. And they spend, 
on the average, 80% of this big in- 
come on consumer goods! 


Last year, for instance, Negroes 
bought 47.9% of the sugar sold in 
Memphis . . . 78.4% of the packaged 
rice . . . 43.2% of the face powder 
. . . 45.1% of the household waxes 
and polishes . . . 38.6% of the bread! 


SALES RESPONSIVE! 


And, before the Memphis Negro 
buys, he listens—to WDIA! Negro 
magazine and newspaper readership 
is low. Television ownership is low, 
too! And, you cannot reach the Mem- 
phis Negro with any other radio sta- 
tion, because he listens first and 
foremost to WDIA! 


Further proof that the Negro lis- 
tens and buys: WDIA consistently 
carries more local and national ad- 
vertisers than any other station in 
Memphis. In the past 10 years, these 
advertisers have invested $4,396,854.81 
on WDIA. That’s a lot of money. 
That's a lot of satisfied advertisers! 
This year-in, year-out list includes 
. . . B. C. HEADACHE REMEDY 
.. . WONDER BREAD .. . PROC- 
TER & GAMBLE .. . CARNATION 
MILK ... CAMEL CIGARETTES 
. . . BRER RABBIT SYRUP .. 
FOLGER’S COFFEE. 


It all adds up to this: IN MEM- 
PHIS, IT TAKES WDIA TO SELL 
THE MEMPHIS, NEGRO MARKET! 
That’s why, no matter what your 
budget is for the Memphis Market 
. ..» no matter what other media 
you're using ... a big part of every 
advertising dollar must go to WDIA! 
Otherwise, you’re missing 40% of this 
big buying market! 


Why not write us today for facts 
and figures in your own field. We’d 
like to show you how WDIA can be 
a powerful advertising force for you! 


WE'RE PROUD TO ANNOUNCE 
WDIA IS NOW 


REPRESENTED NATIONALLY 
BY THE BOLLING COMPANY 


TOP RATED BY ALL AUDIENCE SURVEYS 
FOR TEN YEARS! 


EGMONT SONDERLING, President | 


ARCHIE 8S. GRINALDS, JR., Sales Manager | 


eaten teenies ei hin etee ieee 


the Los Angeles Examiner. 


Population, a breakdown of age 
groups, bank debits, school enroll- 


Advertising Age, April 20, 1959 


cluding population, employment,|the Pasadena Independent, Star- 

| income, sales and agricultural da-| News. 

|ta, are covered in a report by the| 

| Fresno Bee. |3518. Pasadena Financial Market. 

Information on stock brokers, 

| 3240. Santa Barbara Data. income, buying power, education 
A folder issued by the Santa and occupation in Pasadena is of- 

Barbara News-Press lists average |fered in a brochure by the Pasa- 

| state income tax figures for Santa | dena Independent, Star-News. 

|Barbara county, compared with 

other California counties, and / 3519. San Francisco Peninsula. 

| showing Santa Barbara is highest.| Peninsula Newspapers, Burling- 

ame, offers a booklet with infor- 

3505. KASN Negro Market. | mation on population, income, pur- 
Data on population, income and | chasing power and retail sales in 

buying power, plus brand prefer-| the peninsula area south of San 

/ence in food, beverages, household | Francisco. 

| products, toiletries, medicine, to- 

bacco, appliances, cars and other | 3520. Humboldt Market Data. 

products of the San Francisco Bay | Population, retail sales, spenda- 


3481. Households by Sales Terri-| ments, income and retail sales are Negro market are detailed in aj|ble income and retail sales in the 


tories. 


Occupied households by sales the local market, published by the San Francisco. 
|territories in southern California, 


and by cities within each terri- 


covered in a 24-page booklet on 


| Riverside Press-Enterprise. 


tory, as of last Jan. 1 and com-/| 3230. Los Angeles Households. 


pared with the 
shown in a booklet of the Los An- 
geles Examiner. 


3482. Income by Sales Territories. 
Disposable income, covering 


1950 Census, are 


|California market, 
| nine-year 
| down 
| tricts, are tabulated in a booklet | 


Households in the Los Angeles 
metropolitan area and southern 
showing the 
change and _. broken 
into operating sales dis- 


1958, by sales territories in south- | of the Los Angeles Examiner. 
ern California, and by individual | 


cities within each territory, com- 
pared with 1954, is shown in a 
booklet of the Los Angeles Ex- 
aminer. 


3483. Retail Sales by Territories. 

Retail sales 
territories in southern California, 
and by cities within each terri- 
tory, compared with 1954, are 
covered in a booklet of the Los 
Angeles Examiner. 


3484. Guide to Sales Quotas in 

Southern California. 

A booklet offered by the Los 
Angeles Examiner analyzes pop- 
ulation, households, retail sales 
and income by various marketing 
divisions, compared with the U. S. 
as a whole, from 1939 to 1958— 
all aimed at helping you establish 
sales quotas by territories. 


3485. San Diego Home Audit. 

An inventory of 400 homes ev- 
ery two months, covering 92 gro- 
cery store products, 15 household 
drugs and toiletries, 14 home fur- 
nishings and appliances, and 
automotive data is presented in 
booklets published by the San Di- 
ego Union & Evening Tribune. 


3486. San Diego Market Analysis. 
Population, dwelling units, em- 
ployment, sources of income, and 
retail expenditures are covered in 
a folder published by the San Di- 
ego Union & Evening Tribune. 


3487. San Diego Market Map. 
A county-by-county breakdown 
of families and population is given 


on a coverage map issued by the} 


San Diego Union & Evening Trib- 
une. 


3488. San Bernardino Facts. 


A brochure issued by the San| 


in 1958, by sales} 


3231. Los 
Changes. 
Population changes in the Los 

Angeles metropolitan area and 

southern California market, bro- 

ken down into operating sales dis- 
tricts, are covered in a booklet 
of the Los Angeles Examiner. 


Angeles Population 


3232. KF BK Coverage Area. 

A report issued by radio station 
KFBK, Sacramento, gives popula- 
tion, families, income and retail 
sales in the coverage area. 


3233. KMJ-TV Coverage Area. 

Population and retail sales for 
the coverage area are presented 
in a folder issued by KMJ-TV, 
Fresno. 


3234. KBEE Market. 

Population, families, income and 
retail sales in the four-county cov- 
erage area are listed in a report 
by radio station KBEE, Modesto. 


3235. KERN. 
A folder by radio station KERN, 
Bakersfield, gives population, fam- 


ilies, income and retail sales for 


the coverage area. 


3237. Sacramento Data. 

A brochure issued by the Sac- 
ramento Bee covers population, 
employment, income, sales and 
agricultural data on the 19-county 
market. 


3238. Modesto and Its People. 

Population, employment, income, 
sales and agricultural data on 
Modesto and its two-county mar- 
ket are covered in a report by the 
Modesto Bee. 


3239. The Fresno Market. 
Fresno’s four-county market, in- 


i 


A Major Midwestern Industrial Market in the 
Ohio River Valley—the Ruhr of America— 
where one Daily Newspaper Combination 


reaches 9 out of every 10 families 
SELL LOUISVILLE FOR ALL IT'S WORTH! 


Che Gonrier-Zonrnal 


‘THE LOUISVILLE TIMES 


392,839 DAILY COMBINATION 


REPRESENTED NATIONALLY 


¢ 311,073 SUNDAY 
BY THE BRANHAM COMPANY 


two-part report from KASN Radio, | Humboldt area are contained in a 
folder from the Humboldt Times 
and Standard. 


| 3506. Stockton Market Data. 

The Stockton Record offers a!| 3521. The Berkeley Market. 
‘folder of information on gpl Population, spendable income, 
tion, families, building, labor, re-| retail sales, food sales and auto 
tail outlets, schools, manufactur-| sales in Berkeley are covered in a 
ing, public utilities, banks, savings | brochure from the Berkeley Daily 
|and real estate in its trading area. | Gazette. 


ee aed ee ee | 3522. KBIG Market Data. 
| Population trends, buying power,/ population, families, auto regis- 


family units, shopping centers and | tations, effective buying income 
housing in the area are included | anq total sales for the area are 
‘in a booklet from the San Fran- covered in a folder issued by 


| cisco Chronicle. KBIG, Catalina radio station. 
3500. Anaheim Bulletin Readers. P 
Data on readers of the Anaheim ye —— ae ber of C 
| Bulletin, including occupation of | © Sen Lego SEROSE GF Lae 
heads of household, home owner-|™¢erce Offers an annual business 
| ship, family income, family size tan a _ or gg 
|and length of residence is anche! PRN Altice pene ty ti 
by the newspaper. | nances and utilities. A monthly 


| 3509. Growth in San Jose. oe bulletin is also availa- 


Growth of metropolitan San) 
Jose is shown in comparison with | ; 
other major U.S. markets on the | 3652. Redding Data. 


basis of population, retail sales| This brochure includes figures 
and employment in a brochure|°" population, incomes, taxable 
from the San Jose Mercury & Sales, industries, employment, 

types of stores by category, new 


| News. 
and planned developments, income 
13510. Los Angeles County Growth, | Sources, sales per household and 
Growth in population, spenda- | family income in the market cov- 
‘ble income and retail sales in Los|¢red by the Redding Record- 
'Angeles county, with emphasis olla at 
its own market area, is contained 
/in a brochure from the Pasadena 


| 3800. KDUO-FM Coverage Data. 
Independent, Star-News. 


Population, effective buying 


'3511. Long Beach Market Data. 
| Population and retail sales for 
| the Long Beach area are detailed in 


|a booklet from the Long Beach In- | 


| dependent and Press-Telegram. 


3512. Southern California Market. 

Food store sales for 10 counties 
in Southern California are includ- 
ed in a folder from the Southern 
California Grocers Journal, Los 
Angeles. 


3513. Pasadena Market. 

Population, buying power and 
retail sales in the Pasadena city 
and retail zones are covered in a 
brochure of the Pasadena Inde- 
pendent, Star-News. 


3514. Pasadena Garden 
Market. 

| Average annual expenditure for 
garden supplies, plus garden club 
ea grog in Pasadena are cov- 
| 


Supply 


ered in a brochure issued by the 
| Pasadena Independent, Star-News. 
| 3515. Pasadena Literary Market. 
Education, occupations, income, 
‘library circulation and book and 


stationery store sales in Pasadena motor 


are covered in a booklet issued by 


the Pasadena Independent, Star- | 


| News. 


sone Pasadena Liquor Market. 


| power, per cent of {fm radio homes 
jin the five key southern Califor- 


nia counties, plus data on fm lis- 
tening habits by income, occupa- 
tion and hours of the day are 
presented in a booklet issued by 
KDUO-FM, Hollywood. 


3807. Los Angeles Population and 

Dwellings. 

A series of data sheets and 
maps issued by the Los Angeles 
Times-Mirror Co. covers popula- 
tion and dwelling units in Los 
Angeles County by the 16 major 
economic areas and by census 
tracts. 


3808. Los Angeles Shopping Cen- 
ters and Outlets. 

A series of data sheets issued 
by the Los Angeles Times-Mirror 
Co. lists shopping centers, new and 
proposed shopping centers, li- 
censed outlets and total taxable 
sales in the area. 


3809. Passenger Car Registrations. 

Competitive positions and reg- 
istrations of new passenger cars 
in Los Angeles County and regis- 
trations in the state, plus state 
vehicle registrations by 
counties, are given in a series of 
data sheets issued by the Los 


| Angeles Times-Mirror Co. 
| 


|3810. Imported Car Registrations. 
Sales of distilled spirits in Pasa-| ; 4 po 


A series of data sheets issued by 


dena are covered in a folder is-|the Los Angeles Times-Mirror Co. 


|/sued by the Pasadena Independ- 
‘ent, Star-News. 


“|\3517. Pasadena Auto Sales. 


| 
| 


gives the competitive position of 
new imported passenger car reg- 
istrations in each of the 16 major 


|economic areas of Los Angeles 
Auto sales figures for Pasadena|County yearly, by makes in the 


}and surrounding territory in 1958|county, 1952-58, and by makes in 


jare included in a brochure from | 


southern California, 1952-58. 
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get more 


BUYING ACTION 


from buying 
headquarters 


in the nation's 


- 


in the Nation 
in Food 
Advertising 
In 1958 The Kansas 


City Star, morning and 
Sunday, carried 


4,207,638 
Lines 


In food-loving Kansas City, 4 chains and 5 big inde- 
pendents enjoy virtually 100% of dollar volume. 


of food advertising. In 
retail grocers’ adver- 
tising, The Star’s rank 
of 4th was even more 
significant. Who knows 
the ability of a news- 
paper to sell food as 
well as the man on 

the ground—the retail 
grocer? 


These dominant, fast-moving buying organizations 
overwhelmingly prefer Star advertising .. . give 
active co-operation to Star-advertised grocery prod- 
ucts in terms of distribution, shelf space, tie-ins. 


The grocery product manufacturer with a Star 
schedule has the most effective possible merchandis- 
ing tool with the Kansas City grocery trade. 


Works like a charm! If you haven’t bought The 
Star—try it! 


Total Linage 
UP 5.39% 


In the first 3 months of 
1959, The Star enjoyed a 
gain of 556,971 lines over 
the corresponding period 
of 1958. National aver- 
age for all newspapers 
approximately 1%! 
Kansas City, experienc- 


THE KANSAS CITY STAR 


ing tremendous eco- KANSAS CITY CHICAGO NEW YORK SAN FRANCISCO 
nomic resurgence, is 1729 Grand Ave 202 S State St. 21 E. 40th St. 625 Market St. 
rated a “High Spot, Pre- HArrison 1-1200 Webster 9-0532 Murray Hill 3.6161 GArtield 1-2003 


ferred City” by Sales 
Management. It is the 
only city among the 18 
metropolitan markets of 
one million or more 

if population to hold this 
favored position. 


Circulation UP! 


The average circulation of The Star is up 


more than 5,000 per issue over last year. 
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Help yourself 
to more 


TEXAS 
BUSINESS! 


Latest Survey 
Report Shows 
Percentage 
Preferences 
For Leading 
Grocery Brands 


in 58 Product 


! 


Classes 


Herte-Nenkes 
Mew spe gpert 


NOW READY ... this new 
Brand Use Study of six 
Texas Harte-Hanks News- 


papers markets (Corpus 
Christi, Abilene, San 
Angelo, Big Spring, 

Marshall and Greenville) 
contains thorough and 
dependable data of grocery 
brand preferences; potential 


market for autos, appliances, ferir 


leisure-time activities; 
reader characteristics by 

age, sex, tenure, economic 
level of family, occupation 
of the head of household, 
size of family. Authoritative 
and up-to-the-minute! 


* 


For Further Information 
Contact Any 
Harte-Hanks Newspapers Office! 


* 


ABILENE REPORTER-NEWS 

BIG SPRING HERALD 

CORPUS CHRISTI CALLER-TIMES 
THE DENISON HERALD 

THE GREENVILLE HERALD-BANNER 
MARSHALL NEWS MESSENGER 
THE PARIS NEWS 

SAN ANGELO STANDARD-TIMES 
SNYDER DAILY NEWS 


Texas 
Harte-Hanks 
Newspapers 


Herbert Taylor, Vice Pres.-Gen. Mgr. 

Headquarters: DALLAS 
Chicago—400 N. Michigan 

New York—52 Vaxderbili Ave. 


To secure copies of data listed, use the handy coupons 


3811. Retail drug, food  sales;) 

Chain Grocery Outlets. 

Retail drug store and food store 
estimated sales in each of 16 ma- 
jor economic areas of Los Angeles 
County in 1958 and a map locating 
chain grocery outlets are pre- 
sented in a series of brochures 
issued by the Los Angeles Times- 
Mirror Co. 


3812. Los Angeles Economic Area 

Maps. 

A series of maps of Los Angeles | 
County showing census tracts, 16 
major economic areas and ten) 
southern California counties are 
available from the Los Angeles 
Times-Mirror Co. 


3813. Los Angeles Retail Sales. 

A brochure of the Los Angeles 
Times-Mirror Co. presents an 
analysis of the 1954 Census of 
Business by the 16 major econom- 
ic areas of Los Angeles County, | 
giving sales and per cent of total 
for each store type by area. 


3814. 1975 Population Forecast. | 

A population forecast for 1975| 
for each of 16 major economic 
areas of Los Angeles County and) 
|22 minor areas is given in a bro-| 
ichure issued by the Los Angeles | 
Times-Mirror Co. 


| 
3815. Southern California Growth. | 
An eight-page brochure pub- 
|lished by the Los Angeles Times- 
Mirror Co. details growth of 
southern California in population, 
homes, income, freeways and 
stores. 
| 
| 3816. Orange County Market. 
A 25-page brochure issued by 
| the Los Angeles Times-Mirror Co. 


}outlines Orange County popula- 
|}tion growth, homes, income and 
| sales. 

COLORADO 


3817. Denver Consumer Analysis. 

Family buying habits, brand 
standings and store distribution of 
| food, drug, household, appliance 
jand automotive products in the| 
Denver market are surveyed in a 
booklet issued by the Denver Post. | 


3531. KVOR Market Survey. 
KVOR, Colorado Springs, is of- 
ig a coverage map backed by 
i|data showing population, radio 
| homes, retail sales, income, etc. 


3532. Sentinel 
Summary. 

| The Grand Junction Sentinel has 
issued these sheets giving popu- 
lation and sales data for Grand 
Junction and its retail trading 
|zone, with map outlining the area. 
It shows the growth of the mar- 
ket, describes mining and natural 
resources, farming and tourism in 
‘the area, lists grocery and drug 
retail outlets. 


Ready Reference 


3533. Primer on Progress. 

| This folder issued by the Col- 
|orado Springs Gazette-Telegraph 
shows the market in population 
j}and retail sales, tells of industry, 
manufacturing and tourism in the 
area and gives details of military | 
jestablishments in Colorado) 
| Springs. 

} 

| 3739. Pueblo Liquor Sales. 

Sales rank and distribution of 
liquor, beer and malt liquor, by 
brands, in 25 representative pack- 
age stores and 25 grocery stores 


| family 


}in the trade area are covered in 
|}a brochure issued by the Pueblo 
Star-Journal & Chieftain. 


3741. Pueblo Statistics. 
Population, gross sales, bank 
deposits, postal receipts, building 
permits, license plates and em- 
ployment are covered in a mim- 
eographed 15-page report of the 


| Pueblo Star-Journal & Chieftain. 


CONNECTICUT 


3011. WTIC Market Data 

A folder issued by WTIC and 
WTIC-TV, Hartford, covers coun- 
ty-by-county data on tv house- 
holds, income and retail sales by 
category in a four-state area. 


3012. The WICC Market 

Effective buying income _ per 
and in total, retail sales 
per family and in total and popu- 
lation in the Bridgeport-Stam- 
ford-Norwalk county area are list- 


Regular Features 
Back Next Week 


The regular lineup of fea- 
tures (Creative Man, On the 
Merchandising Front, Sale- 
sense in Advertising. etc.) 
which normally appears in 
the AA feature section has 
been omitted from this issue 
to provide adequate space 
for the large volume of mar- 
ket data. All of the usual fea- 
tures will be back in their 
regular places next week. 


showing population, racial break- 
downs, buying income, methods 
of distribution, liquor outlets, store 
hours, bottle sizes and liquor sales 
in gallons by counties. It is iSsued 
by the Post & Times Herald. 


ed in a 12-page booklet published | 


by radio station Bridge- 


port. 


WIcc, 


3534. A Market Analysis 

Hartford Trading Area. 

This book, issued by the Hart- 
ford Times, describes population, 
manufacturing, wholesale and re- 
tail sales, housing and potential 
market for products sold in Hart- 
ford retail stores. 


of the 


3535. 1959 Facts about Hartford. 
This fact book includes popula- 
tion, chain store locations and 
standings, economic facts and car 
registration in the area. It is is- 
sued by the Hartford Courant. 


3536. Ansonia Data. 

This folder, giving population 
and sales figures for Ansonia, as 
well as industrial facts for the 
area, is available from the Ansonia 
Sentinel. 


DELAWARE 
3013. Wilmington Brand Prefer- 
ences 
Brand preferences in 130 food, 


drug, cosmetics and appliance cat- 
egories in New Castle County are 
reported in a study published by 
the Wilmington News-Journal. 


DISTRICT OF COLUMBIA 


| 3193. WTOP Market Data. 


Population, sales of food, drugs, 
general merchandise, cars, home 
furnishings and gasoline, effective 
buying income and passenger car 
registrations for broadcast area 
are covered in a brochure offered 
by radio station WTOP, Washing- 
ton, D.C. 


3537. Continuing Brand Survey. 

This is a 113-page annual pan- 
try self inventory showing buying 
habits and brand preferences of 
the Washington area housewive 
for food and other home products. 
This continuing study gives man- 
ufacturers and distributors and 
the past and present sales per- 
formance of their own and com- 
petitive products. It is issued by 
the Post & Times Herald. 


3538. Market 
ton, D.C. 
This manual contains data cov- 
ering the 26-county Washington 
market. It includes maps, popula- 
tion, dwelling units, race, age, em- 
ployment, income and retail sales. 
It also deals with shopping cen- 
ters, retail stores, principal shop- 
ping days, readership, etc. of 
Washington newspapers. It is is- 
sued by the Post & Times Herald. 


Manual—Washing- 


3540. Auto Facts. 

This brochure presents a com- 
plete breakdown of new car regis- 
trations with household, income, 
automotive sales and gasoline sta- 
tion sales for the Washington mar- 
ket. It is issued by the Post & 
Times Herald. 


3541. Washington 
1959. 

This pocket-size folder, issued 
by Reuben H. Donnelley Corp., 
gives data on income, housing and 
construction, telephone’ growth, 
automob. les, population, transients, 
advertisi: g and income. 


Market Facts 


3542. Some Facts About Washing- 
| ton’s Booming Superbia. 

| This brochure gives data on ap- 
pliances, automobiles, births, con- 
gressional personnel, construction, 
embassy personnel, farms, gov- 
ernment pay raises, housing, in- 
|}come, industry, international or- 
| ganizations, juveniles, marriages, 
|military personnel, population, re- 
‘tail sales, tourists, and transients 
in the suburban area surrounding 
Washington. It is issued by Reu- 
ben H. Donnelley Corp. 


| 3543. Washington Market Facts. 

This booklet gives data on ap- 
pliances, automobiles, commuters, 
congressional personnel, construc- 
tion, conventions, embassy per- 
sonnel, housing, income, industry, 
international organizations, mili- 
tary personnel, population, popu- 
lation growth forecast, shopping 
|centers, telephone growth, tourists, 
traffic pattern, transients and 
transportation in the Washington 
area. It is issued by Reuben H. 
Donnelley Corp. 


| 3544. A Look at the Buying Habits 
of Washington's Superbians. 
| This booklet describes the buy- 
|ing habits and service demands of 
|Washington’s suburban citizens 
showing where they buy and how. 
|Issued by Reuben H. Donnelley 
|Corp. 
FLORIDA 
| 3014. WLOF Coverage Map 
Population, consumer spendable 
income per family, retail sales in 
total and by category and growth 
trends in building permits and 
real estate sales are presented in 
a coverage map and data sheets 
offered by radio station WLOF, 
| Orlando. 


3015. WGBS Data 

Retail sales in total and by 
product categories in 1957, com- 
pared with 1948, in the coverage 
area are presented in data sheets 


|3740. Pueblo Brand Preferences. | 3539. Important Facts on the song tom by radio station WGBS, 


| Housewife brand preferences in | 
55 food items are surveyed in a| 


uor Market. 
This brochure contains an area 


Miami. 


28-page report issued by the Pueb-| and state breakdown of the 26- | 3016. Mid-Florida Market 


| lo Star-Journal & Chieftain. 


‘county Washington liquor market | 


Food store and drug store sales 


Advertising Age, April 20, 1959 


of the coverage area are com- 
pared with figures for other met- 
|ropolitan areas of the nation in a 
brochure issued by WESH-TV, 
Orlando. 


3017. Miami Spanish Market 

Annual figures from 1953 and 
| 1958, showing the rise in Spanish- 
|speaking residents and their buy- 
ing income in Dade County, are 
shown in a brochure published by 
radio station WMIE, Miami. 


|3090. Top 10 Brands in Miami. 

| A survey of consumer prefer- 
ence for food products and other 
items by brand names are cov- 
ered in this survey published by 
the Miami Herald. 


3241. St. Petersburg Growth. 

Gains in retail sales, and sales 
in food, automotive and lumber- 
building-hardware for Pinellas 
County, 1955-57, are shown in a 
booklet issued by the St. Peters- 
burg Times. 


3242. St. Petersburg Data. 
Population, sales, income and 
|bank deposits are given for the 
market area in a folder of the 
|St. Petersburg Times. 
| 3243. Orlando, 
| Market. 
| Data showing five-year increas- 
| es in population, income and sales 
in the Orlando market area are 
given in bulletin sheets issued by 
the Branham Co., New York. 


Central Florida 


| 3244. Orlando Data. 

| Retail sales in total, per family 
|and by product category for each 
of five counties in the Orlando 
market area are presented in a 
brochure of the Orlando Sentinel- 
Star. 


3245. The Jacksonville Market. 

Population, rank among Florida 
markets, retail sales and employes 
in various industries in the area 
are covered in a booklet available 
from the Jacksonville Times-Un- 
won, 


3246. The Miami Beach Market. 
A data sheet issued by the Mi- 
ami Beach Sun gives population, 
households, retail sales and effec- 
tive buying income of the area. 


3247. WJXT Coverage Map. 

A coverage map for radio sta- 
tion WJXT, Jacksonville, gives 
population, households, income 
and retail sales. 


3248. WLOF-TV Data. 

A data sheet issued by WLOF- 
TV, Orlando, covers population, 
spendable income and retail sales 
in a 14-county coverage area. 


3545. Top Ten Brands Survey— 
Greater Miami. 

This is a continuing study of 
over 1,100 products sold in super- 
markets and chains, listing con- 
sumer preferences, store distribu- 
tion; also socio-economic data on 
the greater Miami market by age, 
income, occupation, number of 
children and many other charac- 
teristics. It is issued by the Miami 
Herald. A 1959 edition will be is- 
sued in July. 


3742. Gainesville Data. 

Population and categories of re- 
tail sales are covered in a data 
sheet issued by the Gainesville 
Daily Sun for its area. 


3743. Sarasota Buying Habits. 
Sarasota buying habits involv- 
| ing automobile ownership, liquor 
|consumption, payroll and _ best 
shopping days are covered in a 
| brochure issued by the Sarasota 
| News. 
| 3744. St. Augustine Data. 
| A data sheet issued by the St. 
_ Augustine Record covers popula- 
|tion, retail sales and outlets in 
the trade area. 
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the new york 


travel 
market 
profile 


In the New York metropolitan area, 
5,340,000 adults made one or more vacation trips, 
and a sizeable 1,470,000 took non-vacation trips. 
Florida travel increased by 82% over 1954. 
The sharp rise in the New York travel market 
was accompanied by significant increases in 
income, home and car ownership—evidenced by 
Profile of the Millions, 2nd edition. 
Profile will give you exact information 
on the ability of each New York newspaper to 
reach and sell this market. Familiarizing yourself 
with Profile-2nd Edition can be the first step 
to more econcmical and more profitable means 
of bettering your business. The presentation is by 


appointment only. Call any New York News office. 


The Daily News has 2,170,000 
readers who took a vacation trip 
1,300,000 more than any other morning paper 
1,420,000 more than any evening paper 
1,300,000 more than the Times 
1,310,000 more than the Mirror 
1,420,000 more than the Journal-American 
1,520,000 more than the World-Telegram & Sun 
1,600,000 more than the Post 
1,730,000 more than the Herald Tribune 


Source: Profile of the Millions—2nd Edition 


THE NEWS, New York’s Picture Newspaper 


More than twice the circulation, daily and Sunday, of any other newspaper in America. 


News Building, 220 East 42nd St., New York 17 — Tribune Tower, Tribune Square, Chicago 11—155 Montgomery St., San Francisco 4 
— 3460 Wilshire Boulevard, Los Angeles 5— Penobscot Building, Detroit 26—27 Cockspur St., London S.W. 1, England 
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Available Market Data—Local 


To secure copies of data listed, use the handy coupons 


Advertising Age, April 20, 1959 


GEORGIA 
3018. Macon Coverage Map 


Number of families in each of 3250. Augusta Data. 
28 counties in the coverage area is 


listed in a brochure prepared by 
the Macon Telegraph & News. 


3019. Macon Facts 

Effective buying income, retail 
sales, population, farm income and 
payroll data for the metropolitan 
market are contained in a folder 
issued by the Macon Telegraph & 
News. 


3091. The Atlanta Market 


A brochure published by At- 
lanta Newspapers Inc. gives in- 
come, population, climate, sales 


and a map of metropolitan Atlanta. | 


3249. Macon Facts. 


Income, retail sales, population 


and farm income are detailed for! 


To cover all 


French-speaking 
Farm Markets 


in Canada 
you need 


faFERME 


for it only 
covers all six! 


in addition to its extensive coverage of the 
Province of Quebec French farm market, La 
FERME also covers the important fast-develop 
ing French-speaking farm areas in New Bruns 
wick, Ontario, Manitoba, Saskatchewan and 
Alberta. The French-speaking farmer and his 
family in these prosperous areas look to La 
FERME for news from ‘home,’ authoritative 
articles on agriculture and items of interest to 
the homemaker . . . all in their mother tongue 
The most effective, economical way to sell these 
French-speaking families is through La FERME 

. the one medium that will deliver your 
message to all six markets! 


The readership trend is definitely to La FERME 
. . ever $0,000 (ABC) circulation increase 
since 1954 compared to less than 4,000 by 
second publication in same period. 


Guaranteed Circulation 


175,000 


Obtained through direct mail—no agents 
—no newsstand sales—no arrears. 


Still only $1.60 per line 


Ask about la FERME’S plan combining 
magazine and direct mail advertising. 


TRANSLATIONS of catalogues, folders, booklets, 
etc., and technical agricultural copy done tor 
advertisers by La FERME experts at special 
rates. Ask for quotations 


Ja¥ERME 


Robert Raynauid, BA., M. S. A. 
Editor-Publisher 


909 Mount Royal Ave., £. MONTREAL, CADIADA 
Phone: LAfontaine 6-3327 


the local area in a folder for the 
Macon Telegraph and News. 


A brochure available from the 
Augusta Chronicle-Herald covers 
| population, families, income, re- 
tail sales, passenger cars, and re- 


TO OBTAIN MARKET DATA USE THIS COUPON 


Readers’ Service Dept., ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Il. 


Please send me the following data (insert code number of each item wanted) : 


tail outlets by category for the 
local market. 


| 3251. WSB Data. 


| A data sheet issued by radio 
station WSB, Atlanta, gives aver- 


| 


A county-by-county breakdown 
of population, households, con- 
sumer spendable income, total re- 
tail sales and sales per household 
3254. The Macon Market. ‘and by product group are pre- 
| A folder issued by the Macon| 
Telegraph and News gives popula- 
| tion, retail sales, food store sales, 
drug store sales and income for 
| each of 28 counties in the market 
| area, 


| gusta Herald, WRDW and WRDW- 
TV. 


booklet published by 
Journal Star. 


the Peoria 


13745. Chicago Negro Market Sur- 
vey. 
Brand preferences, buying hab- 


sented for a 13-county area in a} 


breakdown on food, drug and au- 
tomotive purchases. 


3549. Coverage Map of the Bloom- 
ington Pantagraph Area. 

This is a map of the area served 
by the Bloomington Pantagraph 
together with percentage of cov- 
| erage in all communities and rural 
‘routes served by the newspaper. 


3550. Bloomington-Normal Statis- 


| 3255. Macon Families. | 
| Families in each of 28 counties | 
|in the market area are totaled in 
|a data sheet of the Macon Tele-| 


its, housing, auto ownership and | tical Folder. 

family size, structure by age and | This folder, issued by the Bloom- 
sex, income and occupations of! ington Assn. of Commerce, pre- 
Chicago Negroes are covered in a/ sents statistical information on the 


age number of new families add- sats os 8 IS y ink £5 nF ORR GT FY Re ASR GS ARTE Obese TREES ORK Ut 
ed to Atlanta area weekly, num- 
ber of new homes and total radio Company 
| homes in the area. 
3252. WSB Farm Facts. easinel 
Farms, radio homes, tractors, 
milk cows and milk, chicken and City & Zone — 
} cotton production in the coverage 
|area are given in data sheets is- This coupon will not be serviced after July 15, 1959 
sued by radio station WSB, At- 
ponte. independents and wholesalers in | 3548. Total Retail Sales in a Rich apolis Star and News shows in- 
| 3253. Augusta Wholesaling. the trade area. _Seven-County Market. creases in income and sales in 
| Drug and grocery’ wholesale This brochure gives the total re- the coverage area, along with pop- 
sales to outlets in Augusta are ILLINOIS tail sales in the seven-county mar- ulation, families and income by 
|covered in a booklet available | 3929. The Peoria Story ket served by the Bloomington | county and by principal city. 
from the Augusta Chronicle, Au- ‘ Pantagraph. It gives a separate 


3024. Indianapolis Consumer Anal- 

ysis 

Buying habits, brand prefer- 
ences and dealer distribution in 
such product areas as foods, soaps, 
toiletries, beverages, appliances 
and autos are surveyed in a 1959 
booklet published by the Indian- 
apolis Star and News. 


3025. Fort Wayne Grocery Inven- 
tory 
A 100-page report issued by the 
Fort Wayne News Sentinel and 
Journal-Gazette tells 1959 month- 


| graph and News. | 68-page booklet issued by the Chi- 
} | cago Defender. 
3546. Misplaced Sales Credits. 

This is a study of wholesale vs. 
retail sales figures for Augusta, 
|comparing it with the nation and 
other markets. It is prepared by | 
Southeastern Newspapers Inc. 


3092. Facts on Rockford. 

A series of bulletins by the 
Rockford Star and Register-Re- 
public, gives retail sales, car reg- 
istrations, bank clearings and de- 
posits and employment in the 
3547. Market Data. trade area. 

This is a_ typewritten sheet 
showing postal receipts, bank deb- 
its, building permits, gas meters, | 
electric meters, water meters, tel-| 
ephones, population, retail sales, 
dwelling units, effective buying in-| 
come for 1950, 1956, 1958 and for 


3093. Rockford Growth Data. 
Pocket-size folder shows growth 
of Rockford through five city 
maps showing how the city ap- 
peared in 1836, 1865, 1911, 1948 
and 1958. Issued by the Rockford 


January, 1959, in Valdosta. It is| Morning Star and _ Register-Re- 
issued by the Valdosta Times. | public. 
| 
HAWAII 3094. Quad-Cities Market Edition 
of Rock Island Argus and Mo- 
3256. 1959 Consumer Analysis of line Dispatch. 


Honolulu. 

Brand preferences in house- 
holds within the Honolulu metro- 
politan area are reported in a bro- 
chure of the Honolulu Star-Bulle- 
| tin. 


The Moline Dispatch and Rock 
Island Argus have published this 
16-page tabloid newspaper  sec- 
tion which gives population, re- 
‘tail sales in grocery, automotive, 
drug and beverage classifications 
and industrial payrolls. 

3257. Hawaiian Islands Data. 

A folder-map issued by KGMB- 3260. Chicago Consumer Study. 
TV, Honolulu, and its satellite sta- Product use, brand preferences, 
tions, KMAU-TV and KHBC-TV,|employment and household com- 
shows population, families, tv| position in Chicago and suburbs 
homes and buying income per fam-| are covered in a survey published 
ily for all Hawaii and broken down by the Chicago Daily News. 
by islands. 

| 3261. Springfield Test Market. 
3258. Honolulu Market. 

Population, households and re-| each of 11 counties in the coverage 
tail sales for Honolulu proper, the | area are included in a folder map 
{retail trading zone and each of|issued by the Illinois State Jour- 
| the four counties of the Hawaiian | nal & Register. 
| Islands, plus sugar and pineapple 
| production, employment and num- | 3262. Chicago Negro Market. 
ber of grocery and drug chain! A brochure of graphs and charts 
stores, independents and wholesal- | published by the Chicago Defender 
ers are covered in a folder of the| shows Negro population, rate of 
| Honolulu Advertiser. 


| and income in Chicago. 


HO 
3263. WCIA Facts. 
| 3259. Boise Data. | A folder issued by WCIA, Chan- 
| A folder issued by the Boise|nel 3, Champaign, gives popula- 
Statesman gives population, | tion, tv homes, income, retail sales 
by category and farm income for 
the coverage area. 


| households, retail sales and num- 
ber of grocery and drug chains, | 


Retail sales in Springfield and| 


| population, industry, agriculture, 
transportation, retail market, ed- 
ucation, hostelries and medical fa- 
cilities in Bloomington-Normal. 


3551. Bloomington-Normal Market 

Data. 

This brochure gives Blocming- 
ton-Normal data on population, 
|families, building, employment, 
\schools, parks, churches, shopping 
|days, retail and wholesale trade, 
etc. Issued by the Pantagraph. 


3552. There Is Something New for 
You in the Heart of Illinois. 
This newspaper-size brochure 
announcement of full r.o.p. color 
printing also includes market data 
'on retail sales. Offered by the 

Bloomington Daily Pantagraph. 


3553. Coverage Map and Data. 

This sheet, issued by the Mon- 
mouth Review-Atlas, carries a 
coverage map plus data on popu- 
lation, households, cars, income, 
|and retail sales. 


3554. Three-Market Data. 

This brochure describes the Jo- 
liet, Aurora and Elgin combined 
markets making up the Copley 
Northern Illinois Newspaper 
Group. Data covers population and 
retail sales. 


INDIANA 
3021. Peru Progress 
A picture-caption story of the 
industrial growth of Peru in the 


;past five years, detailing indus- | 


trial and community projects 
working or completed and invest- 
ment in each, is offered in a pres- 
entation by the Peru Daily Trib- 
une. 
| 3022. Indianapolis Facts 

Family growth, income, employ- 


homebuilding and improvement 
|plans, autos, vacations and food 
|buying habits in the market area 
are detailed in a 20-page booklet 
|of the Indianapolis Star and News. 


| 3023. The Indianapolis Market 
A folder issued by the Indian- 


ly sales, distribution and stock on 
hand for more than 900 grocery 
and drug items found on grocery 
store racks. 


| 3026. Terre Haute Data 
| A brochure published by WTHI- 


TV, Terre Haute, shows pop- 
ulation, employment, households, 
spendable income, autos, retail 


sales and farm data for the area. 


3027. Fort Wayne Facts 

Effective buying income, retail 
sales, building permits, age dis- 
tribution and population break- 
down by sex, race and other 
characteristics are outlined in a 28- 
page booklet of the Fort Wayne 
| News-Sentinel and Journal-Ga- 
| zette. 


3095. WLW-I Coverage Map. 

A map issued by WLW-I, In- 
dianapolis, gives number of coun- 
|ties covered, population, buying 
|income and retail store sales. 


3096. The 9-Mile Selling Strip. 

A brochure issued by the Pal- 
|ladium Item covers buying power, 
retail sales and retail outlets in 
'the Richmond market area. 


3097. The South Bend Market. 

The South Bend Tribune an- 
‘nually publishes this booklet 
|which summarizes local employ- 
|/ment, retail sales, income, retail 
and wholesale outlets, and the 
| general business picture in South 
| Bend. 


3098. South Bend Business Con- 
ditions. 

Published monthly by the South 
| Bend Tribune, this newsletter 
gives current conditions on local 
‘employment, man hours worked, 
_banking, utilities, building per- 


growth, families, home ownership| ment, working women, housing,|/™its and current activities affect- 


ing the market. 


(3264. WSJV, WKJG-TV Coverage 
| Map. 

A folder issued by WKJG-TV, 
| Fort Wayne, and WSJV-TV, South 
Bend, gives population, families, 
effective buying income and in- 
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Some people are sure to back away from a discussion of baseball or Moliére or 
applejack or contour plowing. But drop the magic word ‘‘television’’ and suddenly 
everyone has plenty to say. Television is important to most Americans. And TV 
Guide is the only national magazine to give full recognition to this importance. 
TV GuibE reports, interprets, criticizes, previews, guides, analyzes, editorializes 
and occasionally carps—always about television. With gusto and objectivity and 
showmanship. Because it helps readers get more out of television, it helps them 
get more out of life. That is why every week more than 7 million families buy and 
every day some 15 million people read TV Guipe. And why more and more adver- 
tisers are discovering that this magazine belongs at the top of their schedules. 


ey SP oct, A are Gees: eter gage CVn erie te ice Se) ee ac i a ee ae Tar 2 sh eee Ne S hag) ng geese ee ce a ae - a 
SS a | eam Ete, de : a ae ere Re er olde. mee 
Se ies Sa. says aa agers ens 5 ae ee es ee igen 2 mm Ae ge oi Pea ae GW Pee ste Ss a ese i. ee, 
ee. i a 2 eed ea al a ae : ee eee Shae a ie eae” i gtk ay i ore eee eS ‘ie 
es ae r ore ony te pig he aoe 2 ‘hiss : So) Va ae. Ken CET ee Y a 2 Seine STS gales 
, ee es eee eee et cee eae eee aT lead alg ies Seagate alee acs Rang aaa mon Ne = Me at 
ae at ee le ic: 3 aaa we a : Ee Peat ioe ats eee ct ea oe! ee ae - 
ee eS ee ae. ee ee er Ts ee ee ee Se eS, ae 
alee I increta mn mse P : . ten sree, ok * : Be 5h ; : ay : nee: fee a cs a ae ee FE 

eee : 

* 3 ) : a 
a nie 
he es @: = 
ae re 
ate Pe 

— i ‘9 
é * = 
a p 
ee, j ee 

7 q ) EE ; 
Ro i Sy * br 
vee } ee ea ae “i 
Aare ‘ed a Be: iy . vin 
yt ae ie ae: ori ci Bags. - 
fare. ‘ Pe wg fe Sie ae : vay 
eae ) “ty? soles, ; ie. - 8 

ae eR NT My ee i a Se i 
is te «han tae sete ORES 4 : mr ae, . 

TA, Gin ays b: “a as 

es “De reek © : a 4 ie fm § ; 
i: : mm td Re » ‘ 3 ee rs e 2 » i he aoa 

ea j ag! pea eS ey fe eg - te E 
J ¥ . i oy gk? ‘f é by ; 
a aya © ta Rls: “Sys Sen oad mM i : 
" We ar eo br eee <oe, gan ig eal 6) it 
9 yA BASS rp, ’ a uae en de. i. ; 
4 po re Se 3 e ide & ae ‘ ee i : i : Boer ae ee we ae 
Bes age Od Bees bo ghee ee agPs: ie 
Be: t . . . $ ££ 2 Pa ‘ gh hye ny era 7? % 
4 ; FINE 3 - 5 — me 
e ‘ £ £3 4 “f 
: i nf . - me fist y £ Re’, 3 : 4 4 tS ‘4 | ei 7 ens 
ie 7 Pe Z bie A ‘eh, ye er ine * 
‘ ; i Mtg 8 y J Shel } Ae oo. wa ; bite ‘ 
z i a » . eo . ~ r i. 
§ | + Bian) oy / 
: ' : a am pets a / 
: j : Be oh, ae -_ > ' 
ree ieee 9 my eee 
at a ee pie aS + 3 ai ee ' : i 
a ; _ tis F ea Sea \ ; ; 

Ree yp! aA ae , Ba ee le St ee — 3 . i 
: eee. = a ce ae wen. FS , 5 eee Wt i pager >. 4 : ae Q es, 
Fg e: , on 2 . ‘ ea ae z cf 

Pay ‘ ae oe ee a. » a2 

, es sf, , : ais a \ 
} s . <> Js : i i = 7 1 . 
F i « came as * -— i SP 3 a 
x f . : an 2 : oe: 3 b," 
a > i i ee 
‘| —-  w N\A Mia | 
‘ yp. . ee ys wr - ae cae a wns Ri i € aS3 <S at 
ew J Tod : . a | ane mn . 
, Hf. 2. site ry = wg ot ;. aie 5 ; z et &F a See! . , * ' 
> ‘are eet : Jee >> “aia 
ae , f ‘yee ca , Oe ; . ee 

ae ane by See Ge 7) ° are “hu { : 
Bi at yee) eg degre SS aes i tly RS A © be 
i aie “he 5 AY “ 5 2 a wt 2 : Po by 

; f 7h. » : 3 = 7 ae 2/358 eS ; 
‘ . ; — % #524 —_ A ae ea Se ¢ ie SO. o > i q 

lade i r / \ : >, f A Powe gy Pe ase : ave oh if 1, ois ot oie Ser, ; or a 
Dhara ne sae 1146 ee Ge RS we E way ©: : 

elie > hed ies a Brit, Sites) oe oP Ale Po nn : 
slrtiae eee 7 ee Se ae 3 re i , j Pas ae . a ; 
ae i ; i Ye ye > age) woke g Se ia vee, PR af ee x Ry : 
ed Ti - _~ Pg 1 Pg rete Se gear tn) ARUN See yg eG me i. ee ee . sae = 

fn ae, : . Stay ~ Ase ae ee ee (iY maar eee. re t Onro Se es 
eae a “x 4, PA re - . ey Sets sel hes Pert) j ya BAN wel oF oi) peat fie ¥ ia 
ee . : Beene een nae fe: - Pe os. : oe ca 
a | A RY as ao a " 
Pa al f, ate ee ae eae i a 7a t inet? be 3 
a =e re eee ae ae «> ' ee 
a me, ie SUA ge a eae | mag be oy 
ae vi, AS ~ a i ee See) ) le th 4 a 
ae ai ¥> *, a > , ar. , yD a, 3 : owe & J “ . aa 

Bt a 2 4 Bee ie a Bie : ve 4 “ : 1 en : 

aoa ‘ * ; oI . eg are ie ar t ‘ ; te * 

. of % “ ( / eee mee Been a a ae” . = : a! sy ate 
an ee - wi ¥* pe Sete: bir: Siete Tae a ne ow sel i ? = 
one ; ~ ~~ f,* a) , ey ~ Pee ea ar eee ae oni ‘, ee 

wa = = “TS ase. a et ee + te, oo: 

bo i aah se as aa ee = - ag B . . hehe aioeys g 
ee : ae | h Plo a eee te , hes sj ed ees ; 
Bi i _ — ae “ee ae mat bi ae 

| ey as wis / » 
‘ ; > ‘ ; re . 
a As b i ; ; 
v4 i : ix ie : YG : 
; o ip ; : ; — 

pa R ae . ye * 

: ne \ : te ons Sling Be, Se , i 
‘get ‘ paul Se haa % ‘ _s _ 
ed oi } Phila ve ve 
pe San / / ae ra ee 3 

poe. aa ts 
Y . arena = ee 
e f ae 
4 " 
‘ ) ; 

ane? ! " v 
nee. 7 
Fras 3 \ 
iad } j ee 
ea i : : 
ets 
eee é 
a “gy 
pig \ Se 
te . i 

lee + 
ioe ' / 
ae \'® : 
ae 7 1, } GUIDE ¥ 
en nik | ies ie 
a ih 5 imide.” ¢ a 
oes a oat ig? ity 
ia ' ete ee Ec 

i : Pare a 
: Pail 4 ; ‘ 
‘s ie 
1 _~ 
. i) 
f on 
: } ag 
iM : 
1 es 
yi ; 
Bares = te f mae 
ee = 

Baits ; ig 

wey 

De ty 
ar ‘ i 
Bic 2c? } oe 
F | a 

Bee ~ “a wie ae 7 | E 
a y 7 Pe ax are ; 2 ae y . ‘ ae “. 


118 


Available Market Data—Local 


To secure copies of data listed, use the handy coupons 


come per family for each station’s 
coverage area. 


3265. WTRC Data. 

Income, family income and rank 
in retail sales per family for Elk- 
hart and South Bend are covered 
in a folder of radio station WTRC, 
Elkhart. 


3266. The Elkhart Market. 

A folder issued by the Elkhart 
Truth gives population, house- 
holds, income and retail sales in 
the area. 


3267. Gary Negro Market. 

A brochure issued by Lake 
Broadcasting Co.’s WWCA, Gary, 
breaks down the local Negro pop- 
ulation by age groups, education, 
job types and buying power. 


3268. WSBT-TV Data. 
Population, income, retail sales, 


Only the 


ROTARIAN 


brings your sales message to 
this concentrated 


“action audience" 


Every copy reaches an active 
businessman who can makea 
decision to buy your product! 


79% 


are achve in 


business management! 


90% . 


[ace 
iio 


ploy an octive part 
in company buying! 


84% 


are active 
homeowners! 


54% - 
spereting 1,908,217 trucks! 2, I 


82% 


are active travelers! 
(more than 12 trips a year) 


53% 


actively influence iI 
civic government e 
buying! 


and... this ‘'man-of- 
action” has an average in- 
come of $14,429 to make him 
an active customer for in- 
surance, travel, sporting 
goods and clothes. 


THE ROTARIAN reaches 
354,620 ‘‘men-of-action"” at 
the low, low cost of only 
$3.72 per thousand! 

SEND FOR YOUR FREE 
COPY OF Market Facts, Inc., 
complete study of the 
ROT ARIAN reader—the man 
who can buy your product— 
today! » 


o%t*, 

‘6: 

- >. 
en e* 


_* 


AN INTERNATIONAL PUBLICATION 


1600 RIDGE AVE., EVANSTON, ILL. 


IN LATIN AMERICA... 


Revista Rotaria is a key pub- 
lication reaching 41,695 readers. 
Send for Market Facts, Inc., study 
of this important export market. 


employment and industrial activ- 
ity in the coverage area are given 
in a booklet published by WSBT, 
South Bend. 


3269. WSBT Area Market Condi- 
tions. 

Empioyment, transportation and 
public utilities volume compared 
with the previous year, building 
and construction activity and sum- 
maries of conditions in local busi- 
nesses and industries are covered 
in a newsletter published by 
WSBT, South Bend. 


3555. Presentation Sheets. 

WASK, Lafayette radio station, 
is offering this collection of fact 
sheets on its trading area covering 


homes, income, population and 
passenger cars. 


3028. KCHA Data. 

A bulletin issued by radio sta- 
tion KCHA, Charles City, lists 
population, number of autos sold 
by make, number of stores by 
product type, retail sales and num- 
| ber and average size of farms in 
the coverage area. 


3099. WMT Coverage Data. 

| A booklet, issued by WMT, Ce- 
dar Rapids, gives population, radio 
homes and a map of the coverage 
area. 


3100. Central lowa TV Story. 

A booklet of maps on the cen- 
| tral Iowa market with population, 
—_ tv sets and service station 
and hardware store sales. Issued 
\by WOI-TV, Ames. 


3270. The lowa Market. 

A loose-leaf kit issued by the 
‘Iowa Daily Press Assn., Des 
| Moines, gives retail sales by cities 
jand counties, and coverage maps 
by cities and counties of all daily 
newspapers in Iowa. 


3271. Cedar Rapids Data. 
Population, income and retail 
|sales for each of the five largest 
Iowa counties are included in a 
| folder of the Cedar Rapids Gazette. 


| $556. For Your Share of Iowa’s 
$2 Billion Farm Income. 

The Tallcorn Network has is- 
jsued this map and collection of 
|data on the counties covered by 
lthe stations in its network, giv- 
ing individual and combined data 
jon population, households, radio 
|homes, passenger cars, consumer 
|income, retail sales and farm data. 
13557. Des Moines and lowa—Test 
| Markets for 50 Years. 
| This brochure, issued by the 
{Des Moines Register & Tribune, 
describes the use of this city and 
state as a test market for the past 
50 years. In the process, data on 
|population, shopping days, retail 
sales, etc., are uncovered. 


3558. Cigar Survey, Iowa, 1959. 

This is a survey taken by the 
Des Moines Register & Tribune 
jand presents a detailed cigar re- 
port of sales rank and retail out- 
\lets by brand in nine representa- 
| tive Iowa cities. 


/3559. Iowa Grocery Chain Data. 

| This summary, published by the 
Des Moines Register & Tribune, 
describes the grocery chains op- 
lerating in Iowa and indicates the 
| location and market scope of each, 
|plus the marketing characteristics 
|of the markets. 


= Des Moines Sunday Register 
| Brand Inventory. 

| This report summarizes the 
brand preferences for food and 
‘household products of the Des 
Moines Sunday Register  sub- 
| scribers throughout Iowa. 


3561. Iowa’s Quality Quarter. 

This booklet contains complete 
market and circulation data con- 
cerning the 22-county area in 
northeastern Iowa covered by the 
Iowa Three Group of newspapers. 
It includes population, retail sales, 
retail outlets, etc. 


| 3562. KTIV Data 

| This brochure on KTIV, Sioux 
City, facilities and personalities 

|contains market data on popula- 

|tion, families, retail, food, drug. 

| sales income, etc. 


KANSAS 


3272. WIBW Farm Facts. 

Data sheets issued by WIBW, 
Topeka, list rural homes with tv 
sets and with radios, along with 
farm animals, poultry, etc., by 
| counties in the coverage area. 
| 3818. KGNO Data. 

A county-by-county breakdown 
| of population, retail sales and food, 


drug, auto and filling station 
sales, plus a coverage map, are 
included in a folder issued by 


KGNO, Dodge City radio station. 


KENTUCKY 


3029. WWKY Data 
Consumer spendable income, | 
population, farm income and bank | 
assets in the coverage area are| 
outlined in a bulletin published by | 
radio station WWKY, Winchester. 


3273. Louisville Data. 

A brochure of the Louisville 
Courier-Journal and Times in-| 
cludes population, income, sales, 
labor force, shopping centers, real 
estate value and income for the} 


trade area. 


3274. The Louisville Market. 

A 22-page booklet published by 
the Louisville Times and Courier- 
Journal gives a detailed break- 
down of population—native white, 
foreign-born white, Negro, others; 
adult men (over 14), adult wom- 
en, children under 14, and families 
—plus dwellings classified by val- 
ue, rental vs. owner-occupied, with 
autos, with tv, etc.; buying income 
and retail sales in the trade area. 


3565. Lexington Market. 

These sheets on Lexington give) 
data on population, industry, to-| 
bacco, horses, retail sales, etc. It| 
is issued by WVLK, Lexington. 


LOUISIANA 


3030. The KNOE-TV Story | 
TV, Monroe, leads off with data} 
on population, spendable income, | 
retail sales, payrolls and house- | 
holds in the coverage area. 


| 


3031. The Shreveport Market 


come, retail sales in total and by 
category, number of farms, farm | 
acreage and bank debits are in-| 
‘cluded in a bulletin issued by 
KTBS-TV, Shreveport, covering 
its market area. 


3057. KTBS-TV Coverage Map 
A coverage map _ issued by 
KTBS-TV, Shreveport, gives pop- 
ulation, effective buying income, 
retail sales and tv homes in the) 
area. 


; 3101. Economy of Baton Rouge. 

Population, payrolls, markets, 
employment, retail sales, trade 
area, buying power, income with | 
tables and charts are included in| 
this booklet issued by Louisiana} 
Television Broadcasting Corp., 
Baton Rouge. 


3275. The Shreveport Market. 
A county-by-county breakdown | 


|egory, income, population and re-| 


| Star & World 


tail and wholesale outlets is pre- 
sented in a folder available from 
the Shreveport Times and Journal. 


3276. Measures of the Shreveport 
Market. . 
A 62-page booklet issued by the 
Shreveport Times and Journal 
gives population total and rank in 
nation, retail sales rank in total 
and by product categories, oil pro- 
duction, crop and livestock value, 
and number of various food chain 
outlets in the market area. 


3277. Shreveport Continuing Mar- 
ket Analysis, 1958-59. 

The third market analysis pre- 
sented by the Shreveport Times 
and Journal gives population char- 
acteristics and brand use of more 
than 50 grocery and other products 


|including autos, in the area. Buy- 


ing intentions for appliances also 
are covered. 


3278. Monroe Data. 

A brochure of the Monroe News 
gives population, 
households, retail sales and in- 
come for the trade area. 


3279. The Louisiana Purchase. 

A plastic-bound booklet pub- 
lished by KLFY, Lafayette, gives 
population, households, retail sales 


and income for the coverage area.) Advertiser. 


3280. Baton Rouge Market Facts. 
A brochure issued by the Baton 
Rouge State-Times & Morning 
Advocate includes market maps, 
sales, population and principal dis- 


|tributors and retail outlets in the by the 


trade area. 


3563. WWL-TV Coverage Map. 

This coverage map of WWL-TV, 
New Orleans, shows market data 
on population, families, retail sales, 
etc. 


3564. KNOE Coverage Map. 

This coverage map for KNOE, 
Monroe, gives data on population, 
households, radio homes, cars, in- 
come, retail sales and farm data. 


3801. The Baton Rouge Economy. 

A brochure issued by the Baton 
Rouge State-Times and Morning 
Advocate details income by popu- 
lation groups, a breakdown of re- 
tail sales and a population distri- 
bution map of the coverage area. 


MARYLAND 


3576. The Baltimore 
Area Market. 

A folder issued by the Baltimore 
Suburban Directory gives popula- 
tion, average annual and buying 
incomes, retail sales, car regis- 
trations and number of homes in 


Suburban 


Baltimore—Anne Arundel, How- 
ard and Baltimore counties. 


3577. Baltimore Data. 
A brochure for the city of Bal- 
timore contains an income map, 


Population, effective buying in-|car and truck registrations, pop-| 


ulation, number of homes, number 
of ships calling at port, average 


direct port revenue and total rev-| 


enue gained from servicing ships. 
Issued by the sales promotion de- 
partment of Reuben H. Donnelley 
Corp., Washington, D.C. 


3578. Maryland County Market 
Facts. 

Retail sales, population, families, 
buying income and numbers of 
cars, radios, refrigerators, washing 
machines, etc., are included in a 


breakdown of Maryland counties | 


in this brochure published by Reu- 
ben H. Donnelley Corp. 


3579. Baltimore Market Facts. 

A folder issued by Reuben H. 
Donnelley Corp. gives population, 
retail expenditures, auto registra- 
tions and appliance sales for the 
Baltimore metropolitan area. Also 
included is a map with locations 


of retail sales in total and by cat- | of shopping centers and a map of | 


income categories. 


Advertising Age, April 20, 1959 


| 3580. Baltimore Shipping Industry. 

Data on the Baltimore shipping 
industry including number of per- 
sons employed, annual port pay- 
roll, number of ships called and 


-.total shipping revenue are in this 


folder issued by Reuben H. Don- 
nelley Corp. 


MASSACHUSETTS 


|3032. WHDH Audience Character- 
| istics 

| A Pulse survey of radio station 
| WHDH, Boston, breaks down its 
audience by family income, car 
|ownership, sex, age distribution 
and home ownership. 


| 3033. New England Market 

| Data on employment, age groups, 
income and number of towns in 
various categories of total effective 
buying income in the five-state 
New England area are included in 
a booklet issued by the Boston 
Record-American-Sunday Adver- 
tiser. 


3034. North Shore Market Map 

| A brochure outlining number of 
cities and towns, families, autos 
|and retail sales in the north shore 
jarea of a_ $10,000,000 shopping 
center has been published by the 
Boston Record-American-Sunday 


| 3035. The Boston Market. 

| A breakdown of the proportion 
of population in various income 
groups in the Boston trading zone 
is included in a folder published 
Boston Record-American- 
Sunday Advertiser. 


3160. Entering Pittsfield. 

Average weekly earnings and 
average family expenses in Pitts- 
field for food, general merchan- 
dise, furniture, eating and drink- 
jing places, cars, gas, drugs and 
|other commodities in Pittsfield 
are available from the Berkshire 
Eagle. 


3281. The Pittsfield Area. 

Tourist expenditures, industrial 
wages and retail sales are covered 
in a folder published by the Berk- 
shire Eagle, Pittsfield. 


3282. The Quincy Market. 

| A folder issued by the Quincy 
Patriot Ledger covers population 
and buying power in the trade 
area. 


3283. WBZ-TV Coverage Map. 

| Population, tv homes, retail sales 
)and effective buying income are 
| shown on a coverage map issued 
by WBZ-TV, Boston. 


A booklet published by KNOE-|the three suburban counties of | 3650. Boston FM Listeners. 


| Information on the characteris- 
|tics of the audience of Boston’s 
|FM stations, including their occu- 
pations, kind of equipment they 
;own and where they live, is pro- 
vided in this folder by WBZ-FM. 


|3581. Liquor Distribution Check 
| (Springfield-Holyoke). 

A comprehensive liquor distri- 
bution check that covers all pack- 
age stores in the Springfield-Holy- 
oke metropolitan area. The check 
covers all brands found in the 
market plus the four leaders in 
each category. Issued by the 
Springfield Newspapers. 


3582. WEEI’s Boston Radio Mar- 
ket Data. 

Retail sales, population, effec- 
tive buying incomes, radio fam- 
ilies and families in 27 counties in 
Maine, Massachusetts, New Hamp- 
{shire and Vermont (WEEI’s radio 
|service areas) are reported in this 
| folder issued by WEEI Radio, Bos- 
ton 


MICHIGAN 


| 3583. Detroit Transportation Study. 
This study shows the various 
|means of transportation that De- 
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Miseriand Farewell 


In Michigan There 


In all the 58,000 square miles of the great state of 
Michigan, The Detroit Free Press is now the only 
morning newspaper. Every other major state has a 
number of morning papers. 


All the 1% million Michiganders who have the 
morning paper habit have the Free Press habit. No 
matter where they live—whether in the central 
city of Detroit . . . or in key satellite cities like 
Flint, Grand Rapids, Lansing, Saginaw, Jackson 

. . or in any one of the other 15 thriving market 
centers—the. friendly Free Press is the home-town 
morning paper to nearly half a million families. 


Because it’s the state newspaper in every way, 
the Free Press has a special hold on its readers. 
And for advertisers who want to reach Michigan in 
the morning, the Free Press now has special signifi- 
cance. 


Is Only ONE! 


Michigan’s a Mighty Market! 


Michigan’s 8 million residents enjoy an 
annual disposable income of more than $13 
billion. Michigan families buy more of virtually 
every commodity than the average U.S. family, 
and the percentage of Michigan families with 
discretionary spending power is 50% higher 
than the rest of the nation. More than a million 
manufacturing employes work im 138,000 
Michigan plants in 365 different kinds of 
manufacturing operations. 


No doubt about it: as a producer, as a 
consumer, Michigan makes a mighty market! 


—in Michigan, you see the friendly Free Press everywhere! 


Che Detroit Free Press 


National Representative: Story, Brooks & Finley e Retail Representative: George Molloy 
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Available Market Data—Local 


| Ship and home ownership is avail- 
jable from radio station WILS, 


ing Detroit vehicular traffic index 
from 1948 through 1957. Issued by 
Walker & Co. 


3584. Industrial Map of Detroit. 
Walker & Co. has issued this map 

of Detroit which shows where all 

of the city’s industry is located. 


3585. Map of Detroit and Environs. 

A map of Detroit which illus- 
trates the transportation bus lines, 
expressways and all residential 
and main thoroughfares. Issued by 
Walker & Co. 


3586. Map of Population Density 
in Detroit. 

A map of Detroit which com- 
pares the population during 1950- 
57, according to districts. Increases 
and decreases are shown. Issued 
by Walker & Co. 


To secure copies of data listed, use the handy coupons Lansing. 
troit shoppers use to reach their |3587. Market Data of the Detroit | 3819. Monroe Data. 
stores. Included is a graph reveal- Metropolitan Area. | A folder issued by the Monroe 


Population, families, and num-| Evening News gives population, 


ber of tv families in 26 Michigan financial conditions and list of| 
the coverage 


counties and ten Ohio counties are | Manufacturers in 
listed in this pamphlet issued by rea. 
CKLW-TYV, Detroit. 


MINNESOTA 
Central | 


Lansing. | 3°04. WCCO Market Data. 
County-by county data on pop- 


3588. Market Data for 
Michigan (Jackson, 
Battle Creek). 

This folder issued by WILX-TYV, 


Advertising Age, April 20, 1959 


trading zone are contained in a 
|folder from the Joplin Globe & 
| News-Herald. 


Use the Coupons 
in Requesting Data 


| 3310. Springfield Data. 
Data on industry, population, 
|3594. Mr. Minnesota—1958 Survey | households, school enrollment, ef- 
of an Important Male Market.| fective buying income, retail sales 
A home-interview study of|by category, utilities consumers 
Minnesota men covering interests,|and building permits is available 
buying habits and product inven-|on the Springfield market from 
tories with particular emphasis on| the Branham Co., New York. 
Minneapolis and Hennepin Coun-| 
ty. Covers sports activities, men’s 3311. Springfield Data. 
clothing, toilet articles, shaving Population, families 
products, sports and outdoor : 


effective 


Jackson, contains data on popula-| 


tion, total retail sales, farm pop- 
ulation, number of tv households, 
retail food, drug and automotive 
sales and other information for the 
metropolitan areas of Lansing, 
Jackson and Battle Creek. 


3036. The WBCM Story 

A brochure prepared by radio 
station WBCM, Bay City, lists 
population, households, consumer 
spendable income, farm popula- 
tion, gross farm income and retail 
sales in total and by product 
group in the coverage area. 


3037. WKMI Coverage Map 

A map of the coverage area of 
radio station WKMI, Kalamazoo, 
shows population, households, ra- 
dio households, auto registrations, 
expendable income and retail sales 
in total and by categories. 


3038. WWJ-TV Coverage Map 
Population, families, buying in- 

come per family and retail sales 

in total and by category are pre- 


lsented in total and broken down | 


by county in the coverage area in 
a map issued by WWJ-TV, De- 
troit. 


3102. Pontiac Market Data. 

Fact sheets on local buying pow- 
er and maps are included in a 
booklet published by the Pontiac 


, 3284. Detroit Retail Sales. 


A folder issued by the Detroit 
News gives a month-by-month 
breakdown of the 1958 retail sales 


ulation, families, effective buying 
income, retail sales and food sales 
|in its broadcast area is offered by 
WCCO, Minneapolis tv station. 


3305. Mankato Data. 

A report based on interviews 
with readers of the Mankato Free 
Press, covering shopping habits, 
occupation, income and education, 
is offered by the Northwest Daily 
Press Assn., Minneapolis. 


3039. The WDSM-TV Story 


Data sheets issued by WDSM- 
TV, Duluth, give population, 
households, consumer  spendable 


income, retail sales in total and by 
store type in the coverage area. 


3040. St. Paul Brand Preferences 
Buying habits and brand prefer- 
ences in foods, soaps, drugs, toilet- 
tries, beverages, appliances, auto- 
motive and general categories in 
1959 are presented in a booklet 
published by the St. Paul Dis- 
patch-Pioneer Press. 


3041. The St. Paul Story 
| A booklet published by the St. 
| Paul Dispatch-Pioneer Press de- 
|tails population, buying power, 
retail sales and family income in 
| the St. Paul market area. 


| 3589. Greater Duluth/Superior—A 
Two-State Market. 

Population and retail sales for 
| the Duluth 10-county market and 
the Duluth-Superior, Wis., metro- 
politan area including a map show- 
ing the location of all chain gro- 
cery stores in the region. Issued 


equipment, tobacco products, etc. 
Issued by Minneapolis Star and 
Tribune. 


3595. Minnesota Homemaker Sur- 
vey No. 11. 

A home-interview study of more 
than 100 products on hand and in 
use in Minnesota homes with par- 
ticular emphasis on Minneapolis 
and Hennepin County. Published 
by Minneapolis Star and Tribune. 


3759. Coverage Map and Market 

Data. 

Central Minnesota Television 
Co., Alexandria, offers this cover- 
age map, which includes popu- 
lation, tv households and retail 
sales for the central Minnesota 
area covered by KCMT-TV. 


MISSISSIPPI 


3306. Jackson Data. 

Population, families, and retail 
sales for Jackson and surrounding 
counties in Mississippi is con- 
tained in a folder from the Clar- 
ion-Ledger & Jackson Daily News. 


|! 3307. Natchez Market. 

Industrial census, population and 
effective buying income of Natchez 
is available from the Natchez 
Times. 


3746. Hattiesburg Data. 


Population and retail sales and) 


outlets are covered for the trade 
area in a data sheet of the Hat- 
tiesburg American. 


buying income, total retail sales, 
number of dwellings, auto own- 
ership, manufacturing plants, pay- 
roll and utility connections is cov- 
ered in a data folder on Spring- 
field and its retail trading zone 
from the Springfield News and 
Leader-Press. 


| 3312. KFEQ Coverage. 

| A coverage map from KFEQ- 
TV, St. Joseph, contains data on 
population, tv homes, spendable 
income, farm population and gross 
farm cash income. 


3596. The St. 

Market. 

A folder issued by KXOK, St. 
Louis radio station, gives total 
population, farm and urban popu- 
lation, total retail sales, total ra- 
gio homes and effective buying 
income of the St. Louis metropol- 
itan area. 


Louis Metropolitan 


3597. Springfield—Missouri’s Most 

Strategic Market. 

Total retail sales, population, 
effective buying income, total bank 
deposits and other data about 
Springfield, Mo., are contained in 
this folder issued by KGBX, 
| Springfield. 


MONTANA 


| 3044. KXLF-TV 

A coverage map for KXLF-TV 
gives population, homes, tv homes, 
farm population, gross farm in- 
come and retail sales in total and 
by product group. 


05. Helena Market. 

A map issued by the Independ- 
ent Record shows population in 
the trade territory. 


3313. Butte Data. 

The Montana Standard & Post, 
|Butte-Anaconda, offers a folder 
containing population, families, 
|buying income, retail sales and 
| food sales in its area. 


3314. Great Falls Data. 

| Population, households and re- 
‘tail sales for Great Falls and its 
retail trading zone is issued by 


; ; : the Great Falls Tribune & Leader. 
A folder issued by radio station Data on local industry is included. 


erage map and data on population, 3315. Bozeman Market Profile. 
r f p The Bozeman Chronicle offers 
lation, urban population, buying information on population, effec- 


tive buying income, retail sales by 
category and gross cash farm in- 
come for its trading area. 


| 3316. Facts About Missoula. 

Population, weather data, pro- 
duction materials, distribution fa- 
cilities, industries, auto registra- 
tion, bank deposits, payrolls and 
|utilities in its area are contained 
|in a folder from KMSO-TV, Mis- 
soula television station. 


3598. Market Data for Missoula. 

Population, tv homes, effective 
| buying income per home and retail 
sales for 26 counties in Montana 
jand Idaho in the 75-mile radius 
|covered by KMSO-TV, Missoula, 
/are found in this booklet issued by 
| KMSO-TV. 


| 


by major classifications in the|by the Duluth Herald and News- | 3802. Meridian Data. 
S| trade area. Tribune. Effective buying income, retail 
sales and population, 1954-59, in| 
3285. Detroit Retail Sales Pat-| 3590. The St. Paul Market. the coverage area are presented 
terns. A summary of how St. Paul = 3 brochure issued by the Mer- 
A 12-page booklet issued by the ranks among the nation’s larger ithen Star. 
Detroit News lists each month’s| markets on the basis of population 
,iper cent of annual sales for 48) and retail sales has been issued by MISSOURI 
major retail] classifications in the the St. Paul Dispatch & Pioneer 
metropolitan area, Press. 3042. KSD-TV Facts | 
| Population, households, effective 
3286. Detroit Data. 3591. A New Stud ; -. buying income, retail sales in total 
; al 591. ‘ y of Minneapolis 
My Mommy Listens | Population and families by Mees Pasuiuve Retail pt and by product group for the cov- 
to KFWB ‘county in Michigan are listed in a and Their Advertising, erage area are given in a folder 
folder published by the Detroit A study of consumer attitudes issued by KSD-TYV, St. Louis. 
Glamorous, amorous, work- News. toward furniture and home fur- 
ing gal or lady-of-leisure... nishings, the stores that sell such | 3043. KXOK Data 
t ies in th | 3287. Detroit Housing. |/merchandise, and the advertising 
mos mommies in the great Population, households, family| of those stores. Issued by the Min- | KXOK, St. Louis, includes a cov- 
Southern California area income and economic rating for) neapolis Star and Tribune. 
listen to KFWB each political subdivision in aj} families, radio homes, farm popu- | 
: three-county area are covered in) : , ‘ : 
And don't forget...for an eight-page booklet issued on Upper Midwest Food| i come and retail sales. 
every mommy there's a _ ‘he Detroit News. | This study involves the area ii i cca ii 
: |ecovered by the Minneapolis Star . St. Louis Market. 
daddy, and they listen to 3300. News of Detroit. land Tribune which includes the A booklet, published by the St. 
! Time aft The Detroit News publishes a| »-De i 
KFWB, too! ime atter The Detroit News publishes 8/ states of Minnesota, North and Louis Globe-Democrat, contains 
time, Pulse and Hooper four-page publication every twO| South Dakota and a portion of Population, sales and income for 
; ; months which lists population, | wisconsin, Data includes the num-|the 9l-county market of greater 
both confirm that KFWB IS employment, sales, housing and) per of homes and the number of) St- Louis. 
the daddy of all radio sta- bank savings. | Red Owl, Super Valu and National | 
tions in the L. A. area. Food stores in this area. |3104. St. Louis Grocery Market. 
‘ , 3301. Detroit Food Chain Store | Retail food sales, number and 
...S0 buy KFWB. First in Sales. : : | distribution of food stores and af- 
. ; 2 a _| 3593. What Minneapolis Women| >.> ".. : ; . 
Los Angeles. It's the thing An estimate of 1958 food sales Think of the “Big Four” Food | tiation, if any, are contained in 
to do! of major grocery chains in the Pelee , |the booklet published by the St. 
paid gg is offered by the De- A study involving the food | Louis Globe-Democrat. 
ews. chains of Red Owl, National Food, 
7 : Super Valu and Klein’s. It con-| 3308. KWTO Market. 
gee “ys li 3302. Detroit Negro Market. tains information on where Min-| Population, households, retail 
a: Channel ~ “tens to Population, income and buying) neapolis women did their shop- Sales and industrial data for 
: K ; habits in the Detroit Negro mar- | ping, where they came from, their Springfield and 66 surrounding 
Ps ket are contained ina folder from | attitudes and opinions, suggestions | Counties in four states is available 
_WJLB, Detroit radio station. for improvements, their attitude from KWTO, Springfield radio 
6419 Hollywood Bivd., Hollywood 28 /HO3-5151 | toward supermarket advertising | Station. 


3303. Lansing Market Data. 

A folder with statistics on pop- 
‘ulation, spendable income, em- 
|/ployment, industries, car owner- 


ROBERT M. PURCELL, President and Gen Manager 
WILTON H. KLEIN, Sales Manager 
Represented nationally by JOHN BLAIR & CO. 


and prices, and how they feel 
about trading stamps. Published 
by the Minneapolis Star and Trib- 
une. 


| 3309. Joplin Data. 
| Population, households and re- 
‘tail sales for the Joplin retail 


‘NEBRASKA 


ena. Lincoln Data 
| A county-by-county breakdown 
of retail sales in total and by 
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Advertising Age, April 20, 1959 


category (food, drug, general mer-|from the Hudson Dispatch, Union;the 21 New Jersey counties for 
chandise, etc.), effective buying | City. 1958, including foreign makes, is 
income and passenger car regis- | javailable from the Bergen Even- 
trations in a 20-county market | 3322. New Brunswick Sales. ing Record, Hackensack. 

area is included in data sheets | Population, families, effective| 

issued by the Lincoln Journal &| buying income and sales of food,| 3601. Bayonne Data. 

Star. | general merchandise, apparel, fur- Population, families, retail sales, 
niture, autos, gasoline, building | family income and food sales in 
supplies and drugs for the New| Bayonne, N.J., are included in this 
Brunswick area are available from | folder issued by the Bayonne 
the Home News, New Brunswick. | Times. 


3046. KOLN-TV Market Facts 

A folder published by KOLN- 
TV, Lincoln, presents population, 
families, buying income and retail 
sales by product group, plus farm 
homes, farm homes with tv, vari- 
ous crop acreage and livestock 
data. 


3323. New Jersey Liquor Con- | 3735. The Coverage Story of the 
sumption. 
The Bergen Evening Record,| A data folder offered by the 

Hackensack, offers a county-by-| Hudson Dispatch, Union City, de- 


3047. KETV Coverage Map | beer, liquor, still and sparkling | dents in its six-community cover- 
Population, retail sales, effective | wine and vermouth. | age area. 


buying income, families and aver- : ; : . 
age family income are included in 3324. New Jersey Auto Sales. |3617. Trenton, The State Capital. 


a coverage map published by tv Data on passenger car sales for Figures on the economic impact 


Better Part of a Good Market. | 


county report on consumption of| scribes the characteristics of resi- | 
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Available Market Data—Local 


To secure copies of data listed, use the handy coupons 


|of new industries on the Trenton 
market and data identifying this 
jmarket with the Philadelphia 
trade area are given in a market 
|data booklet by George A. Mc- 
Devitt Co., New York. 


NEW MEXICO 


| 3106. Albuquerque Facts. 

Retail sales, population, spend- 
able income, construction, federal 
spending and bank clearings for a 
34-county area are covered in a 
booklet issued by KOAT-TV, Al- 
buquerque. 


station KETV, Omaha. 


3318. KMTV Coverage Data. 

KMTV, Omaha, offers data on 
population, effective buying in-| 
come, families, retail sales, farm 
population and farm gross income 
for its coverage area. 


3599. Omaha Automotive Facts. 
New car registrations by makes 
and market areas plus a break-| 
down by individual counties in 
Nebraska and western Iowa. Is- 
sued by the Omaha World-Herald. 


3600. 1959 Omaha World-Herald 
Retailer Consumer Analysis. 

An annual comparison of prod- P| 
uct standings and trends in buying | easy 
habits of the retail trade in Oma- , 
ha. Comparative figures on prod-| 
ucts and trends from 1957 through 
1959. Issued by the Omaha World- 5 cosh 
Herald. 65m 


NEVADA 


3049. Las Vegas Buying Habits 

Brand preferences and buying 
habits covering 60 products, most- 
ly in the grocery field, are covered | (4 
for the Las Vegas area in a booklet 
published by the Las Vegas Re- 
view Journal. 


3236. KOH. | 

Population, families, income and 
retail sales for the 19-county mar- 
ket of KOH, Reno, are covered in| §& 
a folder published by this radio! 
station. “g 
3319. Las Vegas Data. 

KLRJ-TV, Henderson, offers da- | @ 
ta on the Las Vegas market, in-| 
cluding population, industry and 
employment, retail sales, gas con- 
sumption, auto registrations and 
tv sets in use. Included in the 
folder is a report from the Las| 
Vegas Research & Statistical Bu-| 
reau, with vital statistics, utilities | 
ownership, industry, payroll, gam- 


You can now cover one of the nation’s top 
three test markets (and the Number One test 


pam: Sagar yer yen angy Bence market in New England!) thoroughly and more 
- _— , economically than ever with The Providence 
ion. 2° ° 
Journal-Bulletin. New Journal-Bulletin package 
3320. The Reno Market. plans—explained at right—make it easy. 
Gasoline consumption, Nevada And you'll like what The Providence Journal- 


school enrollment and tv antenna 
installations are contained in a 
brochure from KOLO-TV, Reno. 


NEW JERSEY 


3048. Central New Jersey Growth 

Annual population figures from 
1947 to 1958 in the city zone and 
for Monmouth and Ocean counties, | 
and retail sales by product group 
are listed in a folder of the Asbury 
Park Press. 


Bulletin delivers. This one medium is the strong- 
est selling force throughout New England's sec- 
ond largest market . . . a million-plus interstate 
population center where buying power is BIG... 
bigger than ever, as Sales Management shows. 

In ABC Providence alone, The Journal-Bul- 
letin gives you 100%-plus coverage of over 500,- 
000. In the CITY-STATE area, you get more 
than 80% coverage. 

Isolated from other major markets . . . repre- 
sentative and well-balanced between urban and 
suburban . . . cosmopolitan in composition . . . the 
bustling Providence market offers you the ideal 
testing grounds for new products, new packaging, 
or sales promotion ideas. 


3050. Trenton Liquor Preferences 

A survey of 39 liquor outlets in 
Trenton shows sales rank of five 
whisky best sellers and three gin 
and vodka best seller brands and | 
number and types of outlets for 
each is reported in a folder losied| 
by the Trentonian. 


3321. Union City Data. 

Sales of furniture, household | 
appliances, radios and food, plus| 
data on retail outlets in its trad-| 
ing area is contained in a folder! 


co) thet 
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3108. Albuquerque Data. 

Survey of buying power, retail 
sales and population figures with 
a map are included in this folder 
published by KOB-TV, Albuquer- 
que. 


3341. Albuquerque Market Data. 

Population, households, dwell- 
ing units and food and drug sales 
in cities of New Mexico with more 
than 25,000 people are covered in a 
brochure of the Albuquerque Jour- 
nal & Tribune. Number of retail 
| food outlets by type is given, along 
| with general economic notes. 


A ONE-IN-A-MILLION TEST MARKET. . . 


one newspaper ... 
and a million and more prospects! 


Low Cost Gravure 


$.44 a line, using same copy. 


calendar week.) We make pioates, 


Combination: * 

Morning and evening 
Sunday JOUFMGL ........ec cece cues 
Sunday and Morning .............. 
Sunday and Evening .............. 
Sunday, Morning, Evening 


tenes 


*Daily copy may run morning and 


urday A.M., to be completed with 


New Journal-Bulletin Package Plans 


Opportunity—Y our 
This Week Magazine or locally-edited Rhode isiander may be 
adapted for Journal-Bulletin combination, 
(Min. b&w size to be at least 
equal to the gravure, and combination to be completed in same 


Job-tailored Combinations—You have a choice of combinations 
to fit your campaign program and budget: 


Circulation Line Rate 
Sseses 204,022 42 
sosces 185,473 x) 
coves 243,234 0 
coves 331,74 a.) 
ceceee 389,495 $1.04 


(ABC circulation, March 31, 1958) 


ing. Sunday and daily combinations may stort preceding Sat 


day Journal not sold in combination. 


gravure advertising in 


black and white, at 


no charge. Ask about it. 


evening or evening and morn 


Tuesday P.M. editions. Holi 


Write for full market data or Package Plan information 


to Frank S. Rook, Manager, 


General Advertising, The 


Providence Journal-Bulletin, Providence 2, Rhode Island. 
Or your nearest Ward-Griffith office. 


PROVIDENCE JOURNAL-BULLETIN 


Represented Nationally by Ward-Griffith Co., Inc., New York, Boston, Detroit, Chicago, 
Philadelphia, San Francisco, Atlanta, Miami, Charlotte, Portland, Ore. 
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Available Market Data—Local 


To secure copies of data listed, use the handy coupons 


3747. Hobbs Data. 

A data sheet issued by the 
Hobbs Daily News-Sun gives pop- 
ulation and retail sales for the 
area. A similar sheet is issued for: 


3748. Roswell. 


NEW YORK 


3051. Somerset County Data 

Retail sales by product group, 
retail outlets, average income per 
family, per cent of families in 
various income groups, total farms 
and average farm real estate value 
for Somerset County and the New 
York 50-mile metropolitan zone 
are covered in a booklet of the 
Somerset Messenger-Gazette, New 
York. 


3052. WKNY Coverage Map 

Population, families, radio 
homes, effective buying income 
and retail sales by product group 
for the coverage area are pre- 
sented in a coverage map for 
WKNY, Kingston. 


3053. WJTN Coverage Map 

Population, households, house- 
holds with radio, retail sales by 
category, farm population, farm 
dwellings, supplies purchased and 
gross income per farm are listed 
with a coverage map for WJTN 
and WJTN-FM, Jamestown. 


3054. WDOE Coverage Map 

A coverage map issued by 
WDOE, Dunkirk, gives population, 
households, households with radio, 
retail sales by category, farm pop- 
ulation, supplies purchased and 
gross income per farm. 


centages, of New York City fam- 
ilies from 1954 through 1958 are 
available from WQXR. 


3346. New York Carbonated Bev- 
erage Preferences. 

Brand preferences of New York 
City families for club sodas, colas, 
ginger ales and other carbonated 
drinks is given in percentages for 
/1956, 1957 and 1958 in a booklet 
from WQXR. 


3347. Batavia Market. 

Population, retail volume, spend- 
able income per family and food 
and car sales in Batavia, Lock- 
port and surrounding communities 
is available from the Daily News, 
Batavia, N.Y. 


3348. New York City Beer & Ale 

Preferences. 

Brand preferences in beer and 
ale among New York families are 
given in percentages from 1954 
through 1958 in a booklet pub- 
lished by WQXR. 


3349. New York City Cigaret Pref- 
erences. 

Cigaret brand preferences of 
New Yorkers, in percentages, 1954- 
58, are covered in a_ brochure 
from WQXR. 


3350. New York City Cigar Pref- 
erences. 
Cigar brand preferences of New 


Yorkers, in percentages, 1954-58, 
are covered in a brochure from 
WQXR. 
3351. New Yorker Vacation Pat- 
terns. 
Vacationing trends of New 
Yorkers—who went, where, for 


how long and on how much mon- 
3055. Poughkeepsie Beer Distribu-|ey—-are detailed for 1954-58 in a 


tion 
Number of independent outlets 
and number of supermarkets 


stocking various top brands of 
beer and ale in the Poughkeepsie 
area are reported in a brochure is- 
sued by the Poughkeepsie New 
Yorker. 


3056. The WOLF Story 

A 12-page booklet of radio sta- 
tion WOLF, Syracuse, includes 
coverage map, and a county-by- 
county breakdown of population, 
families, households, radio famil- 
ies, labor force, retail sales and 
income in the coverage area, 


3109. Buffalo and Suburbs. 
The Buffalo Courier-Express 
has issued this folder which de- 


| booklet by WQXR. 


| 3352. Schenectady Data. 
| A map, population, household 
|and retail sales figures for Albany, 


tady and Schoharie Counties 
around Schenectady is available 
from the Schenectady Gazette. 


| 3353. The Watertown Market. 
A map, population, 


son, Lewis, Oswego and St. Law- 
rence Counties around Watertown 
is available from the Watertown 
| Times. 


| 

| 3354. Facts About Troy. 
Population and retail sales fig- 

ures for Troy, Watervliet, Cohoes, 

Green Island, Waterford and La- 


| 


scribes the population growth of : : 
Buffalo and suburbs, with map| pam are avesiante from the Tvoy 
| "C . 


and charts. 
|3355. The Troy Market. 
3110. Buffalo and Its Market Area. | Population, sales and retail out- 
A map published by the Courier | jets, plus bente about the leading 
Express gives population and industries, for Troy is available 
households in each of eight coun-| from the Troy Record. 
ties covered, and shows per cent 
of gain since 1950. 3602. New York Market Grocery 
Inventory. 
3342. Binghamton Market Data. A total of 385 individual grocery 
A map and population figures) brands in 35 product classifications 
for Binghamton, N.Y., is available| are checked in 14 major counties 
from the Binghamton Press. ‘of the New York City metropoli- 
|tan market representing 85% of 
3343. New York City Coffee Pref-|the grocery sales in the entire city 
and suburban area. Data for food 
include average 


erences, 
Coffee brand preferences of New| manufacturers 


York families are given in per-|sales per store, total units sold and | 


centages for each year from 1954|)percentage distribution in all 
to 1958 in a booklet available from | Stores. Compiled and issued by the 
WQXR, New York radio station.| New York World-Telegram & Sun, 


3344. New York Tea Preferences. 3603. New York Liquor Audit. 
Tea brand preferences of New, This study was conducted in 
York families are given in per- eight New York counties which 
centages for each year from 1954) account for 70% of the entire 26- 
to 1958 in a _ booklet 


j|liquor including blended, straight 
3345. New York Bread & Rolljand Canadian whisky, bonds, 
Preferences. |scotches, gin and vodka. The re- 


Bread and roll brand (including port, issued by New York World- 
local bakery) preferences, in per-|Telegram & Sun, includes average 


issued by|county New York market. The au-| 
WQXR, New York radio station. | dit checks 147 individual brands of | 


Advertising Age, April 20, 1959 


TO OBTAIN 


MARKET DATA USE THIS COUPON 


Readers’ Service Dept., ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Ill. 


Please send me the following data (insert code number of each item wanted) : 


Name 
Company 
Address 


City & Zone 


Tithe 


» wh ho ee 


This coupon will not be serviced after July 15, 1959 


sale per store, total units sold and 
percentage distribution. 


3604. The Long Island Market. 

A folder issued by WHLI, Long 
Island, radio station, gives popu- 
lation, net income, retail sales and 
other data about Nassau and Suf- 
folk counties in Long Island. } 


3618. The WMCA Story. 
The number of homes and auto 
radios in five-state coverage area 


NORTH CAROLINA 


3058. Salisbury Brand Preferences | 


A survey made by school pupils, 
whereby their parents filled in 
questionnaires, covered 2,146 fam- 
ilies in the market area, summa- 
rized their brand preferences in 
foods and was published by the 
Salisbury Post. 


3059. WFMY-TV Data 


A booklet of WFMY-TV, 


cigarets and autos. 


3122. WPTF Data. 

Population, households, total re- 
tail sales in total and by product 
are summarized by Radio Station 
WPTF, serving Raleigh and Dur- 
ham, N.C. 


3123. Charlotte Market Manual. 
Population, families and retail 

sales in the 38-county market area 

are covered in a booklet issued by 


served by WMCA. New York. is| GTeemsboro, gives population, fam- | the Charlotte Observer. 


given in a folder by WMCA. 
3619. New York Negro Market Da- 
ta. | 
The Negro population in the five 
boroughs of New York and in 12 
counties around New York are 
jgiven in a_ booklet issued by 
WWRL, New York. Also given are 
maps locating these populations in | 
the boroughs and in Newark and| 
Jersey City. 


Montgomery, Saratoga, Schenec- 3621. New York’s Spanish Market. | grocery store products in 23 classi-| jing 


Spanish-speaking population to- | 
tals in New York’s five boroughs 
and in New Jersey and maps 
|showing same are given in a fold- 
er from WWRL, New York. Also 


household | given is a population breakdown | the 
and retail sales figures for Jeffer-|by sex and age of the whole mar- | Twin City Sentinel. 


ket around New York. 


'3622. Puerto Rican Market Data. | 
_ Population, annual incomes a 
‘linguistic capabilities of Puerto | 
| Ricans in the New York metropol- 
jitan area are given in a folder 
‘on foreign language radio mer-| 
chandising put out by WWRL, | 
| New York. 


| 


retail sales by category. 


3060. Winston-Salem Data 
A county-by-county breakdown 


tion, earnings and retail sales for 


ilies, urban population, income and | 


3161. 1959 Charlotte Home Inven- 
tory. 

Ownership and product use fig- 

ures for 98 product categories for 


|of households, along with popula-| Charlotte and Mecklenburg Coun- 


ty are presented by Jefferson 


an 1l-county trade area are in-/| Standard Broadcasting Co., Char- 
cluded in a booklet published by lotte. 


the Winston-Salem Journal and 
Twin City Sentinel. 


3356. WNCT Data. 


A coverage map, population, 
number of families, tv homes and 
retail sales in eastern North Caro- 
ate ‘ . is available from WNCT, 
fications showing average units) Greenville. 
sold per store, total units sold, 
per cent distribution and _ total 
units of stock on hand in Forsyth 
County is covered in a report by 
Winston-Salem Journal and 


3061. Grocery Inventory 
A 1959 monthly study of 450| 


| 3357. Wilmington Data. 

Weather, holidays, shopping 
days, transportation facilities and 
|schools in Wilmington are listed 
|in a folder available from the 


3062. The Winston-Salem Market | Wilmington Morning Star. 


A 12-page booklet on the 11-| 
county Winston-Salem market | 3358. Raleigh, Heart of the Mar- 
area, published by the Winston- | ket. 
Salem Journal and Twin City Sen-|__ Intercity travel time in eastern 
tinel, gives data on manufactur- | North Carolina and transportation 
ing payroll, average weekly earn- | and storage facilities in Raleigh 
ings, building, vehicle registration, are described in a folder put out 


growth factors, sales, population 
and families. 


3623. New York Negro, Spanish | 3063. Winston-Salem Distribution 


Populations. 


Per cent of distribution achieved 


|by the Branham Co. 


| 3359. The Raleigh Market. 
Population, spendable income, 
| retail food and drug sales in Ral- 


The Negro populations of the|by a long list of health and drug|eigh and coverage map of nine 


boroughs of New York and 
counties in metropolitan New 
York, and also the Puerto-Rican- | 
Spanish populations in these areas, | 
is given in a listing by WWRL, | 
New York. 


| 
3624. WRFM Listenership. 
Sex, occupations, education and | 
income of listeners to WRFM (for- 
merly WWRL-FM) in the metro- 
politan New York area is given 
in a booklet from WRFM. Also 
noted, in percentages, are the 
numbers of people in the listener 
families. 


3625. New York Negro Market. 

A booklet put out by WWRL 
gives the 1950 and 1957 Negro 
populations of the five boroughs 
and 12 metropolitan New York 
counties, the percentage Negroes 
represent of the total populations | 
|of the five boroughs, the Negro-| 
white birth rate ratio, ages of Ne- 
groes coming to New York and the 
ages, in groups, of Negroes now in 
the New York area. 


| products, 


12| products and beauty aids in super-| North Carolina 


markets, independent chains and 
independents in the Winston-Sa- 
lem trade area is covered in a 
brochure of the Winston-Salem 


| Journal and Twin City Sentinel. 


3064. Frozen 

tribution 

Per cent of distribution of 115 
frozen food brands and 29 frozen 
juice brands in supermarkets, in- 
dependent chains and independ- 
ents in the Winston-Salem trade 
area is covered in a brochure of 
the Winston-Salem Journal and 
Twin City Sentinel. 


Foods, Juices Dis- 


$32) vo Ten Brands in Char- 


The iov ten brands in 100 prod- 
uct categories in the metropolitan 


area are reported in this first an- | 


nual consumer inventory and prod- 
uct availability audit published by 
the Charlotte Observer. Categories 
include food, drugs and toiletries, 
beverages, soaps and _ laundry 
household appliances, 


newspapers are 
included in a folder put out by the 
| Branham Co. 


| 3360. Raleigh Market Data. 
| Weather, holidays, shopping 
| days, transportation facilities and 
|schools in Raleigh are listed in a 
|folder put out by the Branham 
|Co. Also contains estimated cur- 
rent retail sales volume. 


3361. The Carolina Triad. 

Retail sales and «sales potential 
in the 62-county triangle area 
(centered on) Asheville, N. C., 
jand Greenville and Spartanburg, 
|S. C., are available from WLOS- 
'TV, Asheville. 


| 3362. Fayetteville Family Buying 

Power. 

Retail sales of food, drugs, gen- 
eral merchandise, apparel, home 
furnishings, cars and gas in Fay- 
|etteville, plus population increase 
records since 1950, are available 
/in a folder from the Fayetteville 
Observer. 
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How does YOUR brand 


rank in Milwaukee? 


FOOD PRODUCTS -— All-purpose shortening, baby 
foods, bacon, pork and beans, baking mixes, bread, but- 


ter, candy, catsup, coffee, cookies, cottage 


cheese, 


corned beef hash, soda crackers, dog food, flour, frozen 
foods, frozen orange juice, pretzels, ice cream, fish 
sticks, fruit cocktail, jams, jellies and preserves, lunch- 
eon meats, dry macaroni or spaghetti, margarine, milk 
(fresh, powdered or dry), peanut butter, canned peas, 
potato salad, potato chips, rice, tea bags, tea balls, dry 
soup mixes, tuna, wieners, sugar, refrigerated ready-to- 
bake biscuits, yeast, marshmallows, dessert topping, 


d‘et bread, Chinese foods, potatoes, instant. 


SOAPS, ALLIED PRODUCTS — Powdered 


bleaching fluid; deodorizers; furniture polish, 


bleach; 


laundry 


starch; scouring cleansers and pads; toilet soap; soaps 
and cleaning agents for dishes, fine fabrics, hardwood 
floors, household laundry, linoleum or tile floors, paint- 
ed walls and woodwork; rugs and upholstery; toilet 
bowl] cleaners; floor wax; household ammonia; shoe 


polish, and water softeners. 


DRUGS, TOILETRIES—Anti-acids, deodorant, facial 


cream, facial tissues, hair spray, hair tonic or dressing, 


toilet soap, headache remedies, cold remedies, 
nail polish, home permanent waves, shampoo, 


lipstick, 
electric 


shavers for men and women, shaving cream, tooth 


paste and tooth brushes. 


BEVERAGES—Alcoholic beverages where purchased, 
who purchased, day purchased; gin; grape brandy; rum; 
scotch, vermouth; vodka; whiskey; wine; beer; soft 


drinks. 


HOMES, APPLIANCES — Clothes dryers, 


cooking 


ranges, dishwashers, food mixers, washer-dryer com- 


bination, owners and renters of homes, home 
units, »ower lawn mowers, planning to build 


heating 
or buy, 


room and outside painting, refrigerators, television sets, 
toasters, washing machines. Mattresses, sheets, bath 
towels, lawns, lawn seed, lawn fertilizer, weed killer, 
garden insecticides, dehumidifiers, electric frying pans, 


vacuum cleaners, FM radios, transistor radios. 


AUTOMOTIVE-Antifreeze, make and model of car 
owned, cars bought in 1958, gasoline, motor, oil, tires, 
ownership and make and model of second car in family, 
planning to buy, insurance, gasoline credit card, spark 


plugs, batteries. 


GENERAL~—Cigarets, cigars, pipes and pipe tobacco, 
paper towels, aluminum foil, paper napkins, toilet tis- 
sue, wax paper, family income, employment, life insur- 
ance, outboard motors, installment buying, fountain 
pens, vacations, composition of families, air travel, 
cameras, movie projector, slide projector; hosiery, ny- 


lon, girdles, brassieres; hospital insurance, 
bonds. 


stocks, 


Here’s the 1959 picture of consumer buying 
habits in a metropolitan market of over a mil- 
lion population. It’s the 36th annual report of 
America’s original Consumer Analysis—telling 
what, when, and where Milwaukee people buy; 
product usage and brand ratings; ownership of 
cars, appliances, homes, and buying plans. 
This information, all gathered since January 1, 
1959 again shows the competitive positions 
and trends of brands in many lines, consumer 
choice of stores, dealer distribution by brands, 
and comparisons with past years. If you 
haven't received a copy by May 1, write or call 
and get the close-up details on local marketing 
and buying factors which influence your sales 
in the big Milwaukee market. 


THE MILWAUKEE JOURNAL 


Read in 9 out of 10 homes 


National Representatives, O'Mara & Ormsbee, Inc. 
New York Chicago Detroit Los Angeles San Francisco 
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Available Market Data—Local 


To secure copies of data listed, use the handy coupons 


3363. Durham Data. 

Population, households and food, 
drug and car sales in the eight 
counties around Durham are 
available from the Durham Herald 
& Sun, 


3364. Charlotte Market Data. 

Population, households, food, 
drug and total retail sales in the 
20 North Carolina and five South 
Carolina counties centering on 
Charlotte are available in a folder 
from the Charlotte News. 


3365. Wilmington Market Data. 

Population, families, spendable | 
income and sales volume in foods, 
eating and drinking places, gen- 
eral merchandise, apparel, fur- 


ume and in percentage of the 

| state’s total. 

| 3627. Grand Forks Metropolitan 
Area. 

Population, families and retail 
sales figures for food, drugs and 
ears are given for North Dakota 
and for the Grand Forks-Fargo 
|market in a booklet by the Grand 
Forks Herald. 


OHIO 


'3127. Columbus Consumer Analy- 
sis. 

Brand preferences in such cat- 
egories as food, soap, drug, appli- 
ance, automotive and tobacco in 
central Ohio, plus population data, 


Angi are included in a study by the 

nishings, cars, gas and other! columbus Dispatch 

commodities are given for Wil- : 

mington and the surrounding com-| 3199 Steubenville Market. 

munities in a report put out by! 4 booklet reporting Steuben- 

Star-News Newspapers. ville’s population, total buying 
power, total retail sales and sales 


3366. Carolina’s “Area Able.” 

A map showing retail distribu- 
tion area around Charlotte and 
central distribution areas is avail- 
able from Jefferson Standard 
Broadcasting Co. 


3803. The Asheville Market. 

Two folders issued by the Ashe- 
ville Citizen & Times include pop- 
ulation and income, and a map 
showing a county-by-county 
breakdown of retail food sales in 
the coverage area. 


3804. Asheville Brand Use. 

A survey of brand use of food 
products and appliances among 
1,714 families in Asheville is re- 
ported in a booklet issued by the 
Asheville Citizen Times. 


NORTH DAKOTA 


3124. KFYR Data. 

Retail sales, population, house- 
holds and annual income for 125 
counties in the primary market 
are covered in data sheets of radio 
station KFYR, Bismarck. 


3125. Dakota’s Giant Again Reach- 
es Out. 


in major consumer categories is 
javailable from the Steubenville 
| Herald-Star. The booklet compares 
| Steubenville with other Ohio cit- 
‘ies in the 25,000-50,000 population 
category in terms of sales in major 
|retail categories. 


| 3130. Northeast Ohio. 

A folder listing the population, 
jincome data, employment figures 
land retail sales volume in the 
| Ashtabula, Geauga and Lake 
Counties market area of the six 
Rowley Publications newspapers 
‘is available from the publisher. 


3131. Northeast Ohio Growth. 
The growth in industrial power, 


ley Publications newspapers is 


available from the publisher. 


3132. Northeast Ohio Retail Sales. 

An analysis of retail sales activ- 
ity in Ashtabula, Lake and Geauga 
Counties in northeast Ohio is 
available from Rowley Publica- 
tions. 


| 3133. Ashland General Data Sheet. 
A coverage map showing popu- 


Population, estimated buying | {atiom pcos ban ge reggae 
power, retail sales volume and rae Pes Ashiond mime bier nage 
households in the coverage area ‘'O™ eo-\Geetre. 


are detailed in a brochure issued 
by three ty stations—KFYR-TV, 
Bismarck; KMOT-TV, Minot, and 
KUMI-TV, Williston. 


3367. Fargo Forum-Moorhead 
News Market Folder. 

Population figures and _ food, 
drug and other commodity sales 
figures for North Dakota and Min- 
nesota counties served by the Far- 
go Forum and the Moorhead Daily 
News (Minn.) are available from 
the both papers. 


3368. Fargo Market Data. 

WDAY-TV’s coverage map and 
data on population, households, 
spendable income per family is 
contained in a folder from WDAY- 
TV, Fargo, along with food, drug, 
auto and general merchandise 
sales figures. Farm population, av- 
erage farm size and income and 
per acre production figures are 
also given. 


3369. Grand Forks Market Data. 
A group of seven fact sheets 
from KNOX, Grand Forks, in- 
cludes 1956 and 1957 retail sales 
figures for food stores, drugs, gen- 
eral merchandise, apparel, autos, 


3134. Ashland Retailing. 


A report on the current sales) 
| volume and number of retail out- | 


lets, plus population, in Ashland 
and Ashland County, is available 
|from the Ashland Times-Gazette. 


3135. WKBN-TV Coverage Map. 
WKBN-TV’s coverage map of its 
Youngstown market gives number 
|of tv receivers, population and 
| retail sales volume. 


3126. Cleveland Retail Purchasing. 
Retail sales of various commod- 


each of Ohio’s five liquor districts 
and by county in the 30-county 
market area are presented in a 
booklet issued by the Cleveland 
Plain Dealer. 


3138. Retail Purchasing and Fam- 
ilies. 

Sales expectancy within each) 
}census tract is given, by relating! 
number and share of the county’s| 
families to its share of retail pur- 
chasing, in a booklet of the Cleve- 
land Plain Dealer. 


3139. Food Store Sales. 

A booklet issued by the Cleve- 
land Plain Dealer gives sales vol- 
ume, share, distribution and av- 
| erage inventory per store for a 
| variety of commodities. 


3140. Retail Sales Volume. 

The retail sales volume, by cat- 
egory, of 31 towns in Cuyahoga 
|County are given for 1954 by the 
Cleveland Plain Dealer. Also 
shown is each town’s share of 
the county volume for 1954, com-| 
pared with 1948. 


3141. Social Statistics. 

Cuyahoga County population is 
broken down by age, sex, marital | 
status, owner-occupancy of homes, | 


| 
values of dwellings, rent ranges, | 3377, Sales Report for Dog Foods | 


occupational groups and annual) 
family income in a summary by 
the Cleveland Plain Dealer. | 
| 3142. Growth Pace. | 
| The growth of Cleveland and| 
six neighboring counties is depict- 
ed by a comparison of the area’s | 
1950 and 1956 census highlights in | 
a booklet from the Cleveland Plain | 
Dealer. 


| 3143. Growth Expectancy. 
The population of Cleveland and 


|economic development in_ these | 
| towns since 1950 in a booklet from | 
| the Cleveland Plain Dealer. 
‘3144. Seasonal Purchasing 
terns. | 
| The expected monthly share of 
ithe year’s retail sales total in 
|Cleveland for apparel, piece goods, 
domestics, furniture, home fur- 
nishings and major appliances and 
79 other commodities is shown in 
a study published by the Cleve- 
land Plain Dealer. 


Pat- | 


3145. Sales Planning Calendar. 

The monthly advertising linage, 
price preferences and seasonal ac- 
tivity in retailing of apparel, fur- 
|niture, home furnishings, electrical | 
| appliances and other commodities | 
jis available in a calendar pub- 
lished as a sales planning guide 
by the Cleveland Plain Dealer. 


Use the Coupons 
in Requesting Data 


3151. WMRN Map and Data. 

WMRN, Marion, O., offers a 
coverage map and figures on pop- 
ulation, households, radio homes, 
passenger cars and spendable in- 
come. Also listed is the annual 
sales volume of food, drug, eat- 
drink places, general merchandise, 
auto, building and other commod- 
ities. 


| 3152. KYW Data. 


KYW, Cleveland, offers a cov- 


|erage map and population, radio | 
‘homes and car radios figures for| 


each of the 58 counties it reaches. | 
Also given is general retail, gro- 
cery and drug volume figures for 
the Cleveland area and for the 
other 57 counties. 


3376. WJW Coverage Map. 

A coverage map of the area 
served by WJW, Cleveland radio 
station, covers retail sales; food, 
drug and automotive sales; num- 
ber of radio homes and consumer 
spendable income. 


and Detergents in Cuyahoga 

County. 

This study by A. C. Nielsen Co. 
for the Cleveland Plain Dealer 
contains sales volume and share 
of market percentages for brands 
of wet and dry dog foods and syn- 


thetic and liquid detergents in 
greater Cleveland (Cuyahoga 
County). | 


3378. Cake Mix Sales. 
The Cleveland Plain Dealer has 
issued this study by A.C. Nielsen 


employment and retail sales in ¢@ch of the 63 cities and towns in Co. of consumer sales volume, dis- 
the Ashtabula, Geauga and Lake| Cuyahoga County is projected to|trjpution and share of market of 
Counties area served by the Row- !960 and 1965 on the basis of the| cake mixes in greater Cleveland 


(Cuyahoga County). 


3379. Coffee and Margarine Sales. 
This report by A. C. Nielsen Co. 


|for the Cleveland Plain Dealer | 


contains sales volume, share of 
market and distribution for brands 


of coffees and margarines in| 
greater Cleveland (Cuyahoga 
County). 


3380. Fremont Market Data. 

This two-page summary 
market data information on 
mont, O., was issued by the 
mont News-Messenger. The 
includes figures on effective buy- 
ing income, total retail sales, pop- 
ulation of retail and trading zones, 
and sales volume for drugs, food, 
automotive, furniture and other 
products. 


of 
Fre- 


OHIO 


3147. Self Service Grocery Stores. , 3381. The Toledo Market. 


The 809 self service grocery | 
stores in Cuyahoga County that) 
handle 85% of the area’s food 
| sales are listed by name, address, 
|number of check-out counters and | 


An eight-page folder and map 
covers the Toledo market, includ- 
ing population, income and retail 
sales on each county in the trad- 
ing zone. Issued by the Toledo 


ities, and the share of total retail the economic nature of the neigh-| Blade. 


sales, for geographic and economic 
segments of Cuyahoga County are 
covered in an annually revised 
booklet issued by the Cleveland 
Plain Dealer. 


3128. Cleveland New Car Sales. 
Auto purchases in individual 

census tracts, by makes and series 

numbers, in the area are detailed 

in a booklet of the Cleveland Plain 

Dealer. 

| 3136. Electric Appliances. 

| Sales of electric household ap- 

|pliances, including radio and tv 

sets, by counties, store types and 


borhood they are located in, in a/| 
|booklet from the Cleveland Plain 
| Dealer. 


| 3148. Drug Stores. 

A listing of the buying person- 
nel in the 554 Cuyahoga County 
drug stores, plus the drug buyers 
in department and chain drug 
stores is available from the Cleve- 
land Plain Dealer. 
| 3149. Retail Shoe Outlets. 

A list of all retail shoe outlets 
in Cuyahoga County, noting which 
carry men’s, women’s and chil- 
dren’s shoes, is published by the 
| Cleveland Plain Dealer. 


gas and other commodities; fig-|8eographic areas in the market | 


ures since 1930 showing the area’s| area are given in a booklet pub- | 3150. Paint, 


population, retail sales, building 
permits, school census and tele- 
phone subscribers; the area’s pro- 
duction of wheat, oats, barley, rye, 


flaxseed, corn, potatoes and soy-| 


beans and other produce in vol- 


lished by the Cleveland Plain 
Dealer. 


| 3137. Liquor Sales. 


Hardware, Wallpaper 
Outlets. 

A listing of all Cleveland area 
retailers of paint, hardware and 
| wallpaper, showing major product 


| 3382. The WTVN-TV Market. 
This four-page folder contains 
a map of the area served by 
WTVN-TV, Columbus. Data in- 
cludes number of households, to- 
tal retail sales, and food stores, 
| automotive and drug store sales. 
| 
| 3383. The Top Ten Brands in To- 
ledo (1958). 


This study issued by the Toledo. 


Blade contains information on 
product usage, 
bought last, and brand availability 
in 125 different product categories, 
based on home interviews and re- 
tail store audits. Population, in- 
;}come and other current market 

| data for the Toledo area obtained 
from the survey are also included. 
| 3605. The Lima Market. 

| A folder issued by the Lima 


Retail and wholesale sales of|lines, is offered by the Cleveland | Citizen gives population, effective 
| liquor by brand and bottle size for! Plain Dealer. 


buying income, total retail sales, 


Fre- | 
data | 


Advertising Age, April 20, 1959 


income per family and other infor- 
mation about the Lima metropoli- 
| tan zone. 


| 

| 3628. Marion Market Data. 

| WMRN’s coverage map and da- 
ta on population, households, ra- 
dio homes, cars and spendable in- 
come in Marion are given in a 
WMRN fact sheet. Also given are 
retail sales in the area for food, 
drugs, apparel, home furnishings, 
cars and other commodities. 
Farm population, households, ra- 
|dio homes, cars and farm income 
figures are also shown. 


3629. Cincinnati 
ences. 

The ten top brands among con- 
sumers in the 19-county Cincin- 
nati market are listed in a booklet 
by the Cincinnati Enquirer. Com- 
|modities covered include all food 
store products, major household 
appliances, gas, oil, apparel, drugs, 
‘cosmetics. Also given are retail 
{sales in these categories, popula- 
| tion and household figures, aver- 
| age family incomes, ages of house- 
hold heads, occupations, rents, 
‘ownership and buying plans for 
the area. 


Brand Prefer- 


3630. Akron Spot Radio Market. 

A folder issued by Avery-Kno- 
del Inc. gives the population, 
| households, buying income, total 
|retail sales and sales of food and 
drugs in the Akron market. Notes 
on the area’s employment level 
and industrial growth are also giv- 
en. 


3631. Toledo Data Folder. 
Population, households and food, 
auto and drug sales in the cover- 
age area are given in a folder by 
WSPD-TV, Toledo. A_ ten-year 
population growth chart and farm 
production are included. 


3632. Northeast Ohio—Moneyland, 
| USA. 

| Description of the northeast 
|Ohio market and its retail sales is 
| given by the Canton Repository. 


| 3633. Canton Consumer Analysis. 
| Brand preferences, food buying 
|habits, appliance ownership and 
media use of 1,000 Canton house- 
holds, based on personal inter- 
views, is reported by the Canton 
Repository. 
(3634. Akron & Tri-County Area. 
The population growth of Akron 
|and three neighboring counties 
since 1940 is covered in a bro- 
chure by the Akron Beacon Jour- 
nal. Also given are families, buy- 
ing power, total retail sales, sales 
of drugs, cars, food and other com- 
modities in the Akron area. 


3635. Top Ten Brands in Akron. 

The ten top brands among con- 
;Sumers in the Akron metropolitan 
area are reported by the Akron 
Beacon Journal. Products covered 
include all food store products, 
‘household appliances, cars, drugs, 
|toiletries and general household 
|accessories. Also given are popu- 
lation and household figures, av- 
jerage number of children, family 
buying power and retail sales fig- 
ures, per family and totally, in 
food, drugs and apparel. 


| 3636. Northeast Ohio Market Data. 

Population, families, food pur- 
chases and retail purchases of 
families in the 30-county northeast 
Ohio area are reported by county 
|in a brochure issued by the Akron 
| Beacon Journal. 


based on brand, 


3637. Lima Market Data. 

_ Population, households, house- 
hold income, buying power, total 
retail sales and sales in categories 
|—food, drugs, cars, apparel, gas, 
|general merchandise, home fur- 
nishings, etc——are reported in a 
folder by the Lima News for the 
ten-county area around Lima. 


3749. Massilon Market. 
| Population, retail sales and out- 
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Available Market Data—Local 


To secure copies of data listed, use the handy coupons 


lets, and income are covered in 
a data sheet issued by the Massi- | 
lon Independent, for its area. 
3750. Mansfield Market. | 

A five-year growth analysis | 
(1952-57) of retail sales in total 
and by product category is given 
along with income and population | 
for the Mansfield area in a folder 
of the Mansfield News-Journal. 


OKLAHOMA 


3154. Tulsa Market Data. 

A list of the principal drug and 
grocery outlets in Tulsa and the 
buyers in department stores car- 
rying drugs and groceries is avail- 
able from the Tulsa World and 
Tulsa Tribune. 


3384. KWTV, CBS Television, Ok- 
lahoma City, (NCS) No. 3, 
Spring, 1958. 

This six-page folder, issued by 
KWTV, Oklahoma City tv station, 
contains the number of total 
homes, population, retail sales and 
homes with tv sets in the 54- 
county area covered. 


3385. The Oklahoma City Market. | 

A six-page folder giving the 
population and sales data for 
Oklahoma City and its retail trad- 
ing zone, showing the growth o! 
the market and its rank ale 
leading metropolitan § areas. It | 
gives sales figures for food stores, 
drugs, automotive stores and other | 
types of businesses. Published by | 
the Oklahoman & Times. 


3386. Market Data Folder—Tulsa. 

This folder contains figures on 
population, income and sales in 
the Tulsa market area. Included 
are sales breakdowns in various 
product categories. Issued by the 
Tulsa World and Tribune. 


3387. Muskogee. 

This four-page report issued by 
the Muskogee Daily Phoenix and 
Times-Democrat demonstrates 
Muskogee’s increase in 12 sales 
categories compared with that of 
Oklahoma and the U. S. 


OREGON 


3388. How Are Your Sales in 
Salem? 

Retail sales, population, buying 
incomes, number of persons em- 
ployed and in what industries and 
number ~*f retail outlets are con- 
tained in this report issued by the 
Statesman-Journal Newspapers, 


| Pittsburgh market includes esti- 


3392. Allegheny County Shopping 


|and shopping centers. Published 


3391. Capsule Food Report. 
A report on food sales in the 


mates on sales for major chains. 
independents and wholesale groc- 
ers in Pittsburgh, and lists all of 
the towns in which a major chain 
food store is located. Issued by the 
Pittsburgh Post-Gazette. 


Center Report. 

A report of shopping centers in 
Allegheny County (Pittsburgh) 
lists all centers with location, 
number of stores, square feet of 
selling space, parking facilities, 
population estimates for each com- 
munity in Allegheny County, and 
a map showing population trend 


by the Pittsburgh Post-Gazette. 


3393. Industrial Pay Days in the, 
Pittsburgh District. | 
A summary of industrial pay | 
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RETAIL SALES? 


For impact in the Peach State, it’s Atlanta plus 


Oeorgia Oroup 


AUGUSTA Chronicle and Herald 
COLUMBUS Ledger and Enquirer 
MACON Telegraph and News 


Represented Nationally by THE BRANHAM COMPANY 


‘946 million in Georgias money b 


Cash registers are ringing up sales at the rate of $946 
million in the Augusta-Columbus-Macon trading 
area. Penetrate this 60-county market with this 3 
paper combination buy that gives you savings to 
10% on each ten thousand lines. 


iw 


from the heart of Pittsburg 
to the entire tri-state area! 


’ CHANNEL 


Salem. 


3638. Ten Top Brands in Portland. 
The ten top brands among con- 


sumers in the Portland metropol- | 


itan area are reported by the Port- 
land Oregonian. Products included 
are all grocery store products, ma- 
jor appliances, cars, drugs, toilet- 
ries and general household acces- 


i, 


Se 


sories. Also given are population | 
and household figures, average | 


number of children, family buying 


power and total retail sales, per) 
family and totally, for food, drugs, | 


toiletries, cars, gas, furniture and 
major appliances. 


PENNSYLVANIA 


3389. Greensburg Data. 

A report of the Greensburg | 
market covers automotive sales, 
gas stations sales, population, re- 
tail sales, effective buying income. 
Issued by the Greensburg Tri | 
bune-Review. 


} 
| 


3390. Family Income by Commu- | 


nities in Allegheny County. 
This study lists family incomes 
for communities in Allegheny 


County, and a comparison with | 


1950 figures. Published by the 
Pittsburgh Post-Gazette. 


REPRESENTED BY 


BLAIR-TV 


AFFILIATE 


Telephone: 


WIIC PITTSBURGH 14, PA. 
FAirfax 1-8700 


TWX 
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Available Market Data—Local 


To secure copies of data listed, use the handy coupons 


Advertising Age, April 20, 1959 


days of manufacturing companies 
in the Pittsburgh market lists 


data for hourly and salaried em-| 


ployes. Issued by Pittsburgh Post- 
Gazette. 


3156. Philadelphia Summer Pop- 
ulation Gains. 

Figures on summer radio listen- 
ership in the Philadelphia resort 
area and summer time population 
gains are available from WCAU, 
Philadelphia. 


3157. Phil-Urbia Liquor Market. 

State liquor store sales from 
1955-58 in 30 suburbs of Phila- 
delphia are available from Ralph 
R. Mulligan, publishers’ represent- 
ative, New York. 


3660, Pennsylvania Liquor Facts. 
The Philadelphia Inquirer has 
published a report of the 45 best- 
selling whiskies in Pennsylvania 
during 1958, including case sales 
with percentage change and brands 
rank in 1957 and 1958 and percent- 
age of all Pennsylvania whisky 
sales and all alcoholic beverage 
sales represented by each brand. 


3661. Delaware Valley Food Facts. 

The Philadelphia Inquirer issues 
each month a report on distribu- 
tion of about 50 commodity groups 
in the Philadelphia retail trading 
area showing number of outlets 
as well as percentage of outlets 
carrying each brand. 


3662. Continuing Study of Product 
Use in Delaware Valley. 

This continuing study, issued by 
the Philadelphia Inquirer, meas- 
ures buying expectations and 
product use by brands in house- 
holds of the Delaware Valley mar- 
ket. 


3663. Beer & Ale. 

A booklet, issued by the Phila- 
delphia Inquirer, contains a sur- 
vey of beer and ale distributors 
and retail licensees to determine 
distribution and leading brands in 
Philadelphia, plus a comparison 
with five previous surveys. 

3664. Supermarkets in Delaware 

Valley. 

Major supermarket chains and 
independent markets in the Phila- 
delphia retail trading area, with 
tabulation of outlets and area maps 
are included in this report pub- 
lished by the Philadelphia Inquir- 
er. 


3665. Delaware 

Centers. 

A folder, issued by the Phila- 
delphia Inquirer, lists 125 major 
business and shopping centers in 
the Philadelphia retail trading 
area with maps and list of leading 
centers in six merchandise classi- 
fications. 


Valley Shopping 


3666. Shopping Centers in_ the 
Delaware Valley. 

The Philadelphia Inquirer has 
issued this booklet which gives 
location, size, tenant stores of the 
100 most important shopping cen- 
ters in the Philadelphia retail trad- 
ing area, plus a listing of smaller 
business and shopping centers in 
the 14-county area. 


3667. Philadelphia Data. 

The Philadelphia market, its 
population, new passenger car sales 
and port and bridge traffic figures 
are given in this report issued by 
the Philadelphia Inquirer. 


3668. Delaware Valley Automotive 
Facts. 
New passenger car sales for 


| 3669. Food Products Distribution 
Study. 

| A series of data sheets on the 
individual distribution survey of 
about 40 food items by classifica- 
(tion in Oil City and Franklin, Pa., 
|has been issued by Venango News- 


| Papers Inc., Oil City. 


TO OBTAIN MARKET DATA USE THIS COUPON 


Readers’ Service Dept., ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Ill. 


Please send me the following data (insert code number of each item wanted) : 


| 


3670. Easton Today. 


| 
The multiple city market of | 
|Easton and Wilson, Pa., and Phil- 


|lipsburg, N.J., is described as to| 
population, buying income and re- 


tail sales in a folder issued by the Nome 
| Easton Express. 
Company 
3671. Philadelphia Area Data. 
A study published by the Cam-| Address 
den Courier-Post includes retail 
sales, population, households and , 
income of the Philadelphia metro- Say S Same 


politan area, with emphasis on the 
South Jersey segment. 


... Title 


in ND 


This coupon will not be serviced after July 15, 1959 


3672. Greater Philadelphia Fact} 3398. WIP Coverage Map 
Book. pag ted ceediien audit : 
The Philadelphia Bulletin has| ,, F PUlation, families, radio fami- 


issued a 154-page book about fam- lies and cars with radios in the 
ilies in the 14-county Philadelphia 
trading zone based on a survey 
which includes family composition, 
socio-economic characteristics, 
shopping information and intended 
purchases. 


14-county greater 
area are covered in this folder and 
map issued by WIP, Philadelphia 
radio station. 


3399. Market Distribution & Infor- 
mation Folder (Lehigh Valley 
Market). 

3673. The Philadelphia Sales Dis- This folder contains effective 
trict. buying income, total retail sales, 

A report, issued by the Times) retail sales per family and per 

Herald, Norristown, shows food | family buying income in Allen- 

sales, population and number of | town, Lehigh County and the Al- 


homes in 15 counties in Pennsyl-| jentown metropolitan area. Pub-| 


vania and Delaware. 
3674. Phil-Urbia Liquor Market. | 

Annual liquor sales, 1954-58 for | 
four counties in the Phil-Urbia 
market—Mail Line, Chestnut Hill, 
Germantown—are given in this 
data sheet issued by Ralph R.| 
Mulligan, representative for the| 
Main Line Times, Upper Darby | 
News and Germantown Courier. 


3675. WTAE Coverage Area. 

A folder, 
Pittsburgh, contains a coverge map 
of WTAE and population, number | 
of households and total retail sales | 


population and retail sales for the 
trade area. 


3394. Pittsburgh Data. 

A map of Pittsburgh’s ABC 
city zone with 1959 population 
and households estimated for areas 
included in  Pittsburgh’s ABC 
zone is available from the Pitts- 
burgh Post-Gazette. 


3395. 1959 School Holiday Calen- 
dar. 

The Pittsburgh Post-Gazette has 
issued this 1959 school holiday cal- 
ender which lists the complete 
schedule for all holidays this year 
for the Pittsburgh public, Cath- 
olic and Allegheny County schools. 


3396. Buy the Big “L.” 

A folder showing the Lancaster 
metropolitan market, retail sales, 
effective buying income, industrial 
statistics, principal industries and 
general market data. Folder also 
contains drug, liquor and grocery 
route lists as well as Lancaster 
city and Lancaster market maps. 
Issued by the Lancaster Intelli- 
gencer Journal. 


3397. Liquor 
Pittsburgh. 


Buying Habits in 


lished by 
Chronicle Newspapers Inc. 


3400. The Bethlehem Market. 

This folder contains such infor- 
mation as total income, population, 
bank deposits, auto registrations, 
telephones, number of farms, val- 
ue of farm products and other data 
about the Bethlehem, Pa., market. 
Issued by the Bethlehem Globe 
Times. 


This folder issued by the Lan- 
caster Intelligencer Journal con- 


> tains area figures on number of 

in the coverage area. farms, value of field crops includ- 

ing farm animals, expenditures 

3751. Greenville Market. for items like fertilizers, trucks 

A data sheet issued by the|and farm equipment and other 
Greenville Record-Argus details| farm data. 


3402. The Erie Market. 

This report gives population and 
sales data for Erie, and its retail 
trading zone, shows the growth of 
Erie and its metropolitan area in 
comparison to other Pennsylvania 
markets and lists grocery and 
drug retail outlets. Issued by the 
Erie Times-News. 


3403. The York Market. 

This folder gives population and 
retail sales for York, and grocery 
and drug retail outlets in the mar- 
ket. Issued by the York Dispatch. 


3404. Summary of Pottstown. 

The folder contains population 
and sales figures for Pottstown 
and lists grocery and drug retail 
outlets. Issued by the Pottstown 
Mercury. 


3405. Pennsylvania’s Jet Net. 

The 24-county area covered by 
WAZL, Hazleton; WHLM, Blooms- 
burg, and WHOL, Allentown, is 
covered in this folder, giving fig- 
ures on such items as retail sales, 
farm population, food and drug 
sales, farm income, population, 
homes and automotive sales are 
found in the folder issued by the 


the Allentown Call-| 


Philadelphia and suburban coun-| A study of liquor buying habits 


ties in the Philadelphia retail trad-| by types obtained from state store 
ing area plus a report of new for-| analyses, a survey of outlets and 
eign car sales are given in this| reports from selected bars in the 
report issued by the Philadelphia | Pittsburgh market. Published by 
Inquirer, 


' Pittsburgh Post-Gazette. 


three radio stations. 


3406. WIBG’s Coverage. 

WIBG, Philadelphia radio sta- 
tion, has issued this report which 
gives data on population, radio 


homes, retail sales and auto regis- 
tration for the coverage area. 


Market. 

This report shows a comparison 
‘of liquor package sales in Bethle- 
hem, Allentown and Easton. Also 
|data concerning incomes, savings 
|/and industries in the Bethlehem 
|city zone. Issued by the Bethle- 
| hem Globe Times. 


RHODE ISLAND 


| 3158. Providence Market Data. 

Population figures for metro- 
politan Providence, plus annual 
|sales volume in food, drugs, ap- 
|parel, general merchandise, home 
|furnishings, cars and other com- 
modities are available from the 
Pawtucket Times. Also listed are 
the major outlets in these product 
groups in the Providence and 
Pawtucket area. 


3159. Westerly, R.I., Market. 
1957 retail sales of food, gen- 
| eral merchandise, furniture, house- 


issued by WTAE, 3401, Pennsylvania’s Farm Market.| hold appliances, cars, gas, build- 


|ing materials, hardware and drugs 
|for the Westerly market in Rhode 
|Island and Connecticut are avail- 
able from the Westerly Sun. 


3410. Rhode Island Market Map. 

An eight-page market map is- 
sued by the Providence Journal- 
Bulletin shows population, dwell- 
ing units, employment, income, 
retail sales and number of stores 
by county and for the state. 


3411. Rhode Island Test Markets. 

Test cities by population size, 
distribution of retail sales and 
distribution of tests in Rhode Is- 
land are given in a booklet issued 
by the Providence Journal-Bulle- 
tin. 


SOUTH CAROLINA 
3162. 1959 Florence Home Inven- 
tory. 


Product use and brand prefer- 
ences in major appliances, foods, 
cars, medicines, cleaning materi- 
als, cosmetics and toiletries for 
Darlington, Florence and Marion 
Counties are available from, 
WBTW, Florence radio station. 


3676. Modern Charleston. 

The economy, population growth 
and employment distribution of 
Charleston, plus the shipping in- 
dustry is described in a booklet 
issued by WCSC, Charleston. 


3677. WF BC-TV 1959. 

WFBC-TV, Greenville, has is- 
sued a booklet with maps popula- 
tion and retail sales for the 
Greenville, Spartanburg and Ashe- 
ville market. 


3412. South Carolina Dwellings. 
A county-by-county breakdown 


of occupied dwellings in South 
Carolina, plus retail sales by cate- 
|gory, are covered in a folder is- 


Philadelphia | 3407. The Tri-City Lehigh Valley | sued by the Columbia Record and 


the State Record. 

| 

| 3413. The Charleston Market. 

| Increases in population, auto 
jand truck registrations,  tele- 
phones, postal receipts and bank 
transactions, plus total homes, ra- 
dio homes, retail sales and income 
for the coverage area are included 
in a booklet issued by WCSC and 
WCSC-TV, Charleston. 


| 3414. The Anderson Market. 

A folder issued by the Anderson 
|Independent & Daily Mail gives 
population, households and retail 
sales by county, and grocery and 
drug outlets, in the trade area. 


SOUTH DAKOTA 


3163. South Dakota Triple Market. 

Number of people, families and 
average income per family in 
eastern South Dakota, broken 
down by county, plus total retail 
sales figures, is available from the 
Public Opinion, Watertown, S. D. 


3164. Sioux Falls Map & Data. 

Number of dwelling units in 
counties covered by the Sioux 
Falls Argus-Leader, the newspa- 
per’s circulation and percentage 
total is available from the Argus- 
Leader. 


3165. 1959 Rapid City Business 
Survey. 

A 20-year record of Rapid City, 
S.D.—its building, tourism, mining, 
wholesale activity, agriculture and 
retail sales—is available from the 
Rapid City Journal along with 
population, income and labor fig- 
ures by industry types. 


3415. Sioux Falls Data. 

Population, income, retail sales 
and wholesale and retail outlets 
are covered in a brochure avail- 
able from the Sioux Falls Argus- 
Leader. 


3805. KRSD-TV Data. 

A brochure issued by KRSD- 
TV, Rapid City, includes a cov- 
erage map, homes and per cent 
of tv penetration and radio pene- 
tration by counties, population, 
income and retail sales. 


3806. Sioux Falls Coverage Map. 

A folder issued by the Sioux 
Falls Argus-Leader includes a 
coverage map, and a county-by- 
county breakdown of dwelling 
units. 


3678. WNAX Market Facts. 

WNAX, Yankton, has issued a 
county-by-county study including 
population, income and retail sales 
for the 175-county area which it 
serves, 
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3679. Aberdeen Market. 


14-county market showing the 
1956-57 growth compared to that 
of South Dakota and the U.S. are 
included in this booklet published 
by the Aberdeen American News. 


TENNESSEE 


3166. TVA, 1933-58. 

A 25-year summary of the Ten- 
nessee Valley Authority’s opera- 
tion, electricity production figures, 
river boat volume and the over-all 
financial operations picture is 


3167. Knoxville Trade Area Pop- 
ulation. 

1950 and estimated 1958 popu- 
lation figures of 42 counties in 
Tennessee, Kentucky and south- 
west Virginia within the Knox- 
ville trading area are available 
from the Knoxville chamber of 
commerce. Number of families, 
family income, buying power and 
total retail sales are given. 


3168. Knoxville Building. 

A ten-year record of home and 
non-residential building in Knox- 
ville and the dollar values in- 
volved are included in data sheets 
issued by the Knoxville chamber 
of commerce. 


3169. Knoxville Data. 

Number of people, families, 
building permits, real estate sales, 
buying power, retail sales and 
banking activity in Knoxville in 
1957, compared with 1947, are giv- 
en in data sheets of the Knox- 
ville chamber of commerce. 


3170. Knoxville Labor Market. 
Average earnings of Knoxville 

laborers in the food, textile, stone- 

clay-glass industries, retailing, 


utilities and other job groups plus, 


notes on employment trends, are 
available from the Tennessee De- 
partment of Employment Security, 
Nashville. 


3172. Knoxville Area Survey. 

Population, employment by in- 
dustry types, educational facilities 
and industrial activity in the 
Knoxville area are available in 
data sheets of the Knoxville cham- 
ber of commerce. 


3173. Knoxville Facts & Figures. 

Knoxville’s birth and death rate, 
current population, dollar volume 
of building, commerce, finance, 
industry and its agricultural and 
transportation resources are avail- 
able from the Knoxville chamber 
of commerce. 


3174. Knoxville, Knox County 
Manufacturers Directory. 

A cirectory, by industry types, 
of all manufacturers, their ad- 
Aresses, chief executive officer and 
number of employes in the Knox- 
ville area, is available from the 
Knoxville chamber of commerce. 


3175. Nashville Market Data. 

The relative spending rate of 
13 major southern cities in food, 
general merchandise, furniture 
and household appliances, autos 
and drugs is covered in a bulletin 
from the Nashville Banner. 


3317. A county-by-county break- 
down of total homes, tv homes and 
WMCT area is offered by the 
Memphis station. 


3370. Nashville Market Data. 

Population, retail sales, average 
family income and regional] in- 
dustrial development figures for 
metropolitan Nashville (Davidson 
County) are available from the 
Nashville Tennessean. 


3416. Nashville Data. 

Population, income, families, re- 
tail sales, autos, trucks, white 
population, telephones and bank 
clearings are given in a folder of 


|the Nashville Banner and Tennes- 
Retail sales for the Aberdeen | 


sean. 


3417. Memphis Market Report. 
Data sheets issued by television | 

station WMCT, Memphis, give | 

population, households, 


and retail sales in total and by | 


product group for the coverage 
area and by county. 


3418. Memphis Market Informa- 
tion. 
Population, income and retail 
sales are broken down for Mem- 
phis, its metropolitan area and the 


available from the TVA, Knoxville. | total 76-county market in a book- 


let published by the Memphis 
Press-Scimitar and Commercial 


| Appeal. 


3680. WMAK Market. 

WMAK, Nashville, has issued a} 
data sheet which includes a map, | 
population, number of homes, ra- 
dio homes, passenger cars, in- 
come, retail sales breakdown and 
farm market breakdown of the 
Nashville area. 


3681. WSIX-TV Coverage Map. 
A map issued by WSIX-TV, 


Available Market Data—Local 


Nashville, shows population, fam-| To secure copies of data listed, use the handy coupons 


\ilies, income and retail sales in 


the coverage area. 


income | | 3682. Clarksville Data. 

Population, retail sales and in-| 
dustries for the Clarksville market | 
are included in this folder issued) 
by the Clarksville Leaf-Chronicle. | 


3683. The Gallatin Market. 
The Gallatin Examiner-Press 
has 


the Gallatin market. 


3752. Kingsport Data. 


Population, retail sales, income 


,}and families are listed in'a data, 


sheet issued by the Kingsport | 
Times-News for its area. 
TEXAS 


3065. Lubbock Data 
Population figures showing the 


growth of Lubbock since 1910, plus | 


issued a folder with retail | 
sales, population and industries in) 


households, income and retail sales | 3069. Beaumont Brand Preferences 
| are presented in a folder issued by| Brand preferences in 73 food 
the Lubbock Avalanche-Journal. items and 14 household appliances 
are shown for a six-year period in 
3066. The Temple Story ‘the market aréa in a report by the 
Automotive sales, population,| Beaumont Enterprise and Journal, 
households and income data for | 
the area are given in a brochure 3176. Dallas Data. 
issued by the Temple Telegram. The Dallas Morning News offers 
}an illustrated booklet on the Dal- 
3067. Temple Grocery Sales ‘las marketing area, including re- 
Sales rank of food brands in 47 tail sales, income, population, oc- 
categories in 100 chains, independ- cupation and advertising linage. 
ents and other stores in the mar- | 
ket area is tabulated in a report | 3177. Dallas Data by Counties. 
by the Temple Telegram. Population, net effective buying 
income, retail sales, food sales, 
3068. Beaumont Food Distribution |drug sales and general merchan- 
Per cent of distribution of|dise sales, by county, are offered 
brands in 81 national food cate-|for the Dallas area in a folder 
gories annually over a five-year | from the Dallas Morning News. 
period in Beaumont are shown in| 
a booklet published by the Beau- | 3178. Top Ten Brands in Dallas. 


| : . 
mont Enterprise and Journal. This survey of Dallas area resi- 


1851 Cooper .31 Caliber, 
Double-action, Percussion Revolver. 


THE INDIANAPOLIS ARE A* 


If your aim is greater sales, line your sights on one of America's 
richest, most responsive markets, use the weapon that has demon- 


*THE 45-COUNTY TRADING AREA 
THAT'S BIGGER THAN YOU THINK! 


strated its effectiveness, and ‘‘fire."" With family incomes 15.6% above 


the national average and retail sales per family averaging $4,620 
annually, you can't miss.t Write for full market data. Two powerful 
newspapers give you the firepower to saturate Metropolitan Indi- 
anapolis and to cover the surrounding 44-county trading area where 


“people buy more because they have more.” 


t Sales Management, Survey of Buying Power, 1958 


nat 


Population: 2,117,100 
Income: $3,740,248,000 
Retail Sales: $2,472,792,000 
Coverage: 56.4% By 


The Star and The News 


Wein aa STAR... 
NEWS... 


KELLY-SMITH COMPANY + NATIONAL REPRESENTATIVES 
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Available Market Data—Local 


To secure copies of data listed, use the handy coupons 


dents reports on brands last pur- 
chased among grocery and house- 
hold items, cosmetics, ranges, 
refrigerators, washing machines, tv 
sets, air conditioning units, autos, 
clothing and other items. Also 
included is a product availability 
audit at retail stores. The booklet 
is offered by the Dallas Morning 
News. 


3179. Brands, Buying in Dallas. 


A survey of buying intentions | 


and the use of branded products 
in the Dallas area is included in a 
booklet offered by the Dallas 
Morning News. Data covers appli- 
ances, cars, grocery items and cos- 
metics. 


3180. Family Income in Dallas. 
A color-coded map of Dallas, 
showing geographic distribution of 
families by income areas, is of- 
fered by the Dallas Morning News. 


3181. The Austin Market. 

Food sales, population, purchas- 
ing income and planned industrial, 
civic and military improvements 
in the Austin area are detailed in a 
brochure from the Austin Ameri- 
can-Statesman. 


3182. Waco Data. 
Retail sales, population and ef- 
fective buying power in Waco and 


Fort Worth residents made vaca- 
tion trips during the past year is 
included in a brochure from the 
| Fort Worth Star-Telegram. 


13185. Fort Worth Boating Market. 

The Fort Worth Star-Telegram 
lists major lakes in the Fort 
Worth area, plus information on 
boat ownership. 


|3186. Fort Worth Brand Survey. 
The use of branded products in 
| grocery items and cosmetics plus 
auto buying intentions for the Fort 
Worth area is available from the 
| Fort Worth Star-Telegram. 


3187. The Fort Worth Market. 

This booklet analyzes the Fort 
Worth area with regard to popula- 
tion, buying power, retail sales, 
|growth patterns, wages, retail 
| stores, building and employment, 
‘and was prepared by the Fort 
Worth Star-Telegram. 


3188. Houston Retail Survey. 

Population, income, retail sales, 
| wholesalers, brokers, jobbers, dis- 
tributors, retail and wholesale out- 
lets in the Houston area are 
covered in a brochure from the 
Houston Chronicle. 


3189. Houston Data. 


3421. Beaumont Data. 


Population, sales, income and 


|retail and wholesale outlets are 


covered for the area in a file fold- 
er issued by the Beaumont Enter- 
prise & Journal. 


| 3422. Beaumont Food Distribution. 


A survey of distribution of food 
items found on shelves of 36 re- 
tail grocers, compared with sur- 
vey results of three previous years, 
is covered in a booklet available 
from the Beaumont Enterprise 
and Journal. 


3423. Beaumont Brand Preferences. 


Food brand preferences, as) 


shown by a survey of 1,000 local 
housewives, are shown in a book- 
let compiled by the Beaumont En- 
terprise and Journal. 


3424. Beaumont Food Sales. 

Food sales of three major chains 
serving the Beaumont retail trade 
area are analyzed in a brochure 
of the Beaumont Enterprise and 
Journal. 


3425. WBAP-TV Market Coverage. 

Population, retail sales and tv 
sets are shown annually from 
1950 to 1958 in a folder issued by 
WBAP-TV, Fort Worth, for the 
coverage area. 


3426. Wichita Falls Data. 
A folder issued by the Wichita 
Falls Times & Record News shows 


3436. Laredo Look. 

Population, income, retail sales, 
apparel and auto sales, and retail 
outlets in the coverage area are in- 
cluded in a brochure issued by the 
Laredo Times and KHAD-TV. 


|3437. KFJZ-TV Coverage Map. 

A coverage map issued by 
KFJZ-TV, Fort Worth, gives pop- 
ulation, families, retail sales and 
| income per county. 


| 3438. Corpus Christi Market Infor- 
mation. 

A folder of the Corpus Christi 

|Caller-Times gives population, 

|families, income and retail sales_ 

| in many categories in the area. 


3439. Texas-Louisiana Brand Pur- 
chases. 

A breakdown of 50 product! 
categories, showing the percentage 
‘of all homes that purchase any 
|brand of the product and the per- 
centage currently buying each 
brand among users is presented in 
a report by the Corpus Christi 
Caller-Times. 


| 


3684. Tyler Market Facts. 

KTBB, Tyler, has issued several 
data sheets which include popula- 
tion, radio homes, income and a 
retail sales breakdown for the 
| area covered. 


|3685. WBAP Data. 


Advertising Age, April 20, 1959 


TV, El Paso, gives population, in- 
come and retail sales for the cov- 
erage area. 


UTAH 


3190. Salt Lake City Consumers. 

An analysis of consumer buying 
habits for foods, drugs, autos, 
clothes and appliances, plus other 
market information for the Salt 
Lake City area, is available from 
the Newspaper Agency Corp., Salt 
Lake City. 


3450. Ogden Summary. 

Population, retail sales and de- 
tails on industry, agriculture, 
transportation, mining, military 
installations and tourism for Og- 
den and its retail trading area are 
included in a folder and map is- 
sued by the Ogden Standard-Ex- 
aminer. 


3701. KSL-TV Data. 


Data sheets published by KSL- 
TV, Salt Lake City, include a 


coverage map and_ population, 
households, tv sets and retail 
sales. 

VERMONT 


3451. WCAX-TV Market. 

A brochure issued by WCAX- 
TV, Burlington, includes coverage 
map, and U.S. and Canadian pop- 


McClennan County are covered in| Brand preferences including 50 
a folder from the Waco News-Tri- grocery item categories, and inten- 


bune and Times-Herald. 


3183. Greenville Brand Use. 

The Greenville Herald-Banner 
is offering information on brand 
use and buying intentions in its 
market area, 


3184. Fort Worth Vacationers. 
A breakdown by state of where 


P WESTERN HORSEMAN 


\HE WESTERN HORSEMAN 
Readers Own 720,776 


Head Horses, 
7,600,000 Head Cattle 


3850 NORTH NEVADA AVENUE 
COLORADO SPRINGS. COLORADO 


tions to buy appliances and autos, 
plus downtown vs. suburban shop- 
ping habits, is contained in a 
booklet about the Houston area 
offered by the Houston Chronicle. 


3419. Big Spring Market. 

A folder issued by the Big 
| Spring Herald gives income, pop- 
| ulation, retail sales and sources of 


income for the six counties cov- 
ered. 


3420. Big Spring Data. 
Construction figures, bank de- 
|posits, water consumption and 
|school enrollments are given in a 
20-page booklet of the Big Spring 
| Daily Herald. 


ADVERTISEMENT 


office supplies and equipment. 


you advertise in... 


Glenda the beautiful secretary 


“The boss can get along without me, Saturday and Sunday 
prove it!” 


But those other five days a week, all year ’round, the boss can’t 
get along without her—and especially when it comes to choosing 


will know your office product —and ask the boss for it — if 


TODAY'S SECRETARY magazine 
330 West 42nd Street, New York 36 « LO 4-3000 


140,000 secretarial career women 


population, households and retail 
sales by county in the coverage 
area. 


3427. San Antonio Facts. 

Population, income, families 
and retail sales in total and by 
product in the trade area are 
shown in a brochure issued by 
the San Antonio News and Ex- 
press. 


3428. Waco Food Brand Use. 

The 1958-59 food brand use in 
Waco, part of a continuing study, 
is shown in a booklet available 
from the Waco News Tribune and 
Times-Herald. 


3429. 101 Facts on El Paso. 
Population, retail sales and in- 
come for the trade area are in- 
cluded in the 1959 edition of a 
folder issued by the El Paso Times 


| and Herald-Post. 


| 3430. West Texas Market. 


A plastic-bound booklet issued 


Lubbock, gives tv set count, pop- 
ulation, retail sales and income in 


| the coverage area. 


3431. The Austin Market. 

A folder of data sheets issued 
by the Austin American-States- 
man includes population, income 
in total and per capita and per 


| family, and retail sales by product 


groups for the trade area. 


3432. The Port Arthur Market. 

A folder of data sheets issued 
by the Port Arthur News includes 
population, income in total and 
per capita and per family, and 
retail sales by product groups for 
the trade area. 


3433. The Waco Market. 

A folder of data sheets issued 
by the Waco News-Tribune and 
Times-Herald includes population, 
income in total and per capita and 
per family, and retail sales by 
product groups for the trade area. 


3434. Temple Food Sales. 

Sales performance of various 
food brands as reported in a sur- 
vey of retail chains, independents 
and others in the trade area is 
covered in a brochure issued by 
the Temple Daily Telegram. 


3435. San Antonio Data. 

A folder of data sheets issued 
by the San Antonio Express and 
News includes population, families, 
retail sales by categories and in- 
come in the trade area. 


A folder, issued by WBAP, Fort | 
Worth, contains maps and popula-| 
tion, income, households, farm 
homes and retail sales for the Fort | 
| Worth area. 


3686. Abilene Brand Study. 

The Abilene Reporter-News has| 
| published a household study of ap-| 
| proximately 100 products from a 
survey made in more than 800 Abi- | 
lene homes. Also available is a’ 
special report on frozen rolls and| 


cigars. 


| 3687. Texas Markets & Media ’58- 
59 


A brand use study of 58 food) 
store categories including poten- 
tial market for autos, appliances 
and leisure time activities covering 
|six Texas cities—Abilene, Big, 
| Spring, Corpus Christi, Greenville, 
‘Marshall and San Angelo—is 
contained in Part II of this report 
published by Texas Harte-Hanks 
| Newspapers, Dallas. Part 1 con- 


‘by KDUB, KPAR and KEDY, t#ins characteristics of newspaper | 


readers in the same six cities bro- | 
ken down by age, sex, tenure, eco- 
/nomic level of family, occupations 
of head of household and size of 
family. 


} 


3753. Dallas Family Composition 
Survey. 

A survey of subscribers classi- | 
fies them in terms of family size, | 
jobs (men and women), incomes, 
/and ownership of appliances, au- 
| tos, boats, motors, and homes is 
covered in a brochure of the Dal- 
las Times Herald. 


3754. Dallas Income. 

A breakdown of circulation in 
terms of income and socio-econom- 
ic levels is covered in a brochure 
issued by the Dallas Times Herald. 


3755. Wichita Falls Market. 

A brochure issued by the Times 
Publishing Co. of Wichita Falls 
gives annual sales for seven types 
of stores in Wichita County and 
17 other Texas counties and five 
Oklahoma counties. 


3756. 1959 Profit Planning Calen- 
dar. 

A calendar of local promotion 
events in 1959 including charts 
showing population, households, 
income and retail sales by county 
for the area is available from 
the Times Publishing Co. of Wich- 
ita Falls. 


3757. KTSM-TV Data. 


A brochure issued by KTSM- 


|ulation and tv homes in the area 
served by the station. 


3452. The Burlington Market. 

Population, number of retail and 
wholesale distribution facilities, 
and data on industries in the 
eight-county area served by the 
Burlington Free Press are con- 
tained in this folder. 


VIRGINIA 
3191. Industrial Tri-Cities. 
A folder showing industrial 
manufacturing in Bristol, Va., 


Johnson City, Tenn., and Kings- 
port, Tenn., plus a breakdown by 
county of industrial employment 
and payrolls, is issued by WCYB- 
TV, Bristol. 


3192. Richmond Newspaper Mar- 
ket. 

The Richmond Times-Dispatch 
and News Leader offer a brochure 
giving information on population, 
buying power, retail sales and 
grocery stores in the Richmond 
market. 


3453. Waynesboro Fact File. 

A folder, issued by the Waynes- 
boro News-Virginian, gives popu- 
lation, buying power, retail sales 
growth, employment, retail outlets 
in the three-county coverage area. 


3702. WRVA-TV Data. 

A brochure issued by WRVA- 
TV, Richmond, details population 
by age categories, sex, white vs. 


|non-white and totals per county, 


plus retail sales and bank clear- 
ings for the coverage area. 


3703. Richmond Market Facts. 

An 18-page booklet published 
by the sales promotion depart- 
ment, Reuben H. Donnelley Corp., 
Washington, gives population, 
families, income, retail _ sales, 
dwelling units, appliance sales by 
product in units, motor vehicle 
registrations and vehicle repair 
data in the Richmond market. 


3704. Norfolk Market Facts. 

Population, families, _ births, 
marriages, income, retail sales 
and motor vehicle registrations by 
county are listed for the Norfolk 
trade area in a 16-page booklet 
published by Reuben H. Donnelley 
Corp., which also offers the follow- 
ing booklets: 


3705. Huntington Market Facts. 


3706. Roanoke Market Facts. 
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3707. Norfolk Statistical Digest. 3717. Seattle Brand Preferences. 
A 64-page booklet published by| A consumer preference study is- 


Available Market Data—Local 


the Norfolk Virginian-Pilot and sued by the Seattle Times gives| To secure copies of data listed, use the handy coupons | Finust-Class Male 


Ledger-Star gives ten-year tabu-| answers to 230 questions on brand 


lations of auto registrations, re- preferences, family characteristics | 3719. Spokane Vacation Habits. 
tail sales, imports and exports,| and shopping habits in the Seattle| Vacation habits of Spokane fam- kane Daily Chronicle. 
market. ilies, including per cent taking va- 
_ cations, number of vacations tak- 
3718. The KHQ-TV Service Area. ©, length, month started, size fl by the Spokesman-Review and 
Population, households, and re-| Party, transportation used, miles snokane Daily Chronicle covers 
3708. Norfolk-Portsmouth Data by tail sales in total and by category | travelled, 
are given in a folder issued by /| visited and accommodations, are of retail trade, income and test 
KHQ-TV, Spokane, for its area. | covered in an 18-page brochure of | market data for the trade area. 


utilities, construction, banking, 
real estate sales and bus, ferry, 
tunnel and air traffic in the Nor- 
folk-Portsmouth trade area. 


Census Tracts. 
Latest population estimates for 
all Norfolk census tracts, including 


That's What Advertisers Seas 


National Baseball Weekly —St. Louis, Mo. 
280,000 Copies Weekly 
With 98% Male Readership 
Lorgest Newsstand Sale of Any Sports Weekly. 
Published Weekly Since 1886—70 Continvous Yeors 


the Spokesman-Review and Spo- 


| 3720. The Spokane Market. 
A plastic-bound booklet issued 


spent, places population, households, categories 


racial breakdown, total, occupied | 

and vacant dwelling units and| 

maps showing current median in- 
come level of each tract, are in-| 
cluded in a booklet issued by the | 

Norfolk Virginian-Pilot and Led-| 

ger-Star. 

3709. Virginia 1958 Population| 
Estimates. 
Population estimates of all) 

counties, cities and metropolitan | 

areas in Virginia, including a 

breakdown of white and Negro, 

compared with 1950 Census, are 
presented in a brochure of the 

Virginian-Pilot and Ledger-Star. 


3710. Norfolk-Portsmouth Popu- 
lation Forecast, 1959-70. 
Projections of total population, 
population living in dwelling units 
and total households, 1959-70, are 
given on a data sheet of the 
Virginian-Pilot and Ledger-Star. | 


3711. Military, Federal Payrolls. 
Total military and federal per- 

sonnel, 1958 payroll for each serv- 

ice and a calendar of Navy pay- 


days in the Norfolk-Portsmouth | & 
area are presented in data sheets 
of the Virginian-Pilot and Ledger- 
Star. 
3712. Dwelling Units. i 
New dwelling units authorized 
by building permits in each city | 
and county of the Norfolk-Ports- | 
mouth area for each year from 
1950 to 1958 are totaled in a data 
sheet of the Virginian-Pilot and 
Ledger-Star. p 
3713. New Car and Truck Sales. 
Unit sales of all makes of U. S.| 
and foreign cars and trucks in the| 
Norfolk-Portsmouth and Richmond | 
areas by month, compared with a 
year ago, and including each 
make’s penetration and rank in| 
the market, are given in a bro-| 


chure of the Virginian-Pilot and 
Ledger-Star. 


WASHINGTON 


3454. KING-TV Sales Study. 
A folder issued by KING-TV,| 
Seattle, shows population, fam-| 
ilies, retail sales and effective 
buying income of the Puget Sound| 
region of western Washington. 


3455. Pasco Summary. | 

Population, sales and data on 
industry, distribution, mining and| 
agriculture for the retail trading) 
area are contained in this folder 
issued by the Pasco Tri-City Her-| 
ald. 


3639. KOIN Market Data. 

Population, total retail sales and| 
sales for food, drugs, general mer- | 
chandise and cars are given in a 
folder by KOIN, Portland radio 
station. Also given are car regis- 
tration figures for metropolitan | 
Portland and neighboring counties | 
in Oregon and Washington, plus 
hourly traffic volume over eight 
Portland area bridges. 


merican 
cale 


3714. Seller’s Handbook for Seat- 
tle-Tacoma. 

Number and type of retail 
stores, retail employes and pay- 
roll, employes in manufacturing, 
service, government and _ other| 
categories, office hours and factory 
shifts are covered in a_booklet| 
available from KIRO-TV, cover-'| 
ing the Seattle-Tacoma area. 


i Ae ee ee 


The L P E—the London Press Exchange Ltd, and all its associated and 
subsidiary companies working in advertising, marketing and public 
relations — is not well known in the United States. 

So reported Mark Abrams, chief of our Research Division, when he came 
back to London after guest-speaking at the IAA’s 10th Convention in 
New York. In this space, therefore, we present some facts about us. 

The LP E started giving its clients what is now thought of as American-scale 
service in the early 1920's. 

The L P E Organization is today, and has been for 30 years, one of the two 
largest advertising concerns outside the USA. 

The L P E’s well-proven structure of a Headquarters and subsidiary specialist 
companies — seven, as of this moment —is unique in advertising. 

The L. PE has proved to several large American businesses that it knows how 
to integrate the American way of thinking with the British way of life. 

If you are uncertain about the wisdom of working through an American 
agency in Britain, come yourself or send your London representative to 
take a look at us. If you can’t do either, please ask us to mail you some 
printed information about ourselves, 


THE LONDON PRESS EXCHANGE LIMITED 


(Headquarters of the LPE Organization) 110 ST. MARTIN’S LANE, LONDON WC2, ENGLAND 
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Available Market Data—Local 


To secure copies of data listed, use the handy coupons 


3721. Meet Out-of-Town Shoppers. 10-county area served. 
A folder issued by the Spokes- 
man-Review and Spokane Daily | 3460. Food Facts. 
Chronicle surveys out-of-town, An analysis of food chains with 
shoppers, frequency of their| sales estimates of each in the 
shopping, amounts spent and items Charleston city zone, plus a list- 
purchased. ing of food chains and names of 
officers and buyers and names of 
No. 4020. KREM-TV, Spokane. | wholesalers and advertising gro- 
Population, income and sales|cers is contained in this report 
data are included on a fact sheet | published by the Charleston Ga- 


from KREM-TV, Spokane. | zette and Daily Mail. 


WEST VIRGINIA 3461. The WWVA Market. 

T G Population, income, retail sales 

3194. The Charleston Market. by classification, farm families, 
Population, retail sales, labor| farm income by county, state and 


over-all totals are contained in this 
booklet issued by WWVA, Wheel- 
ing. 


force and industrial activities for 
the Charleston area are detailed 
in a folder offered by radio station 


WEAZ, Cherieston. 3462. WHLL Market. 


Data sheets, issued by WHLL, 
Wheeling, include business and 
industrial data, retail sales, buy- 
ing power and population by 


3195. Fairmont Data. 

Population, employment, indus- 
try and education in Fairmont and 
Marion County are included in 


material from WJPB-TV, Fair-| counties of the Wheeling-Steuben- 
mont. ville market. 
| 
3196. WTRF-TV Data. 3463. New Perspectives on 
Population, spendable income, Charleston, 


An analysis of the three me- 
tropolitan areas in West Virginia, 
with comparisons of Charleston 
with nine other markets, includ- 
ing population, retail sales and 
employment, is presented in this 


retail sales, retail outlets and in- 
dustry for the Upper Ohio Valley 
are included in an_ illustrated 
booklet offered by WTRF-TV, 
Wheeling, which serves that area. 


3456. Huntington Summary. 
Population, sales and data on in- 
dustry, natural resources and re- 
tail outlets, with map of the area 
are included in this folder issued 
by the Huntington Advertiser & 
Herald-Dispatch. 


Daily Mail. 


3651. WCHS Market Data Folder. 
A folder issued by WCHS-TV, 

Charleston, gives population, con- 

sumer sales and retail sales for 

the coverage area. 

3457. WHTN Data. 

WHTN, Huntington radio sta- 
tion, has issued a data sheet 
which contains coverage map and 
number of ty homes and retail 
sales in the four-state area served 
by the station. 


3458. Bluefield Market. 

A folder issued by the Bluefield 
Telegraph & Sunset News-Observ- 
er shows population, retail sales 
and mining and manufacturing 
data of the area. 


3459. The Wheeling Retail Market. 

A brochure published by 
WWVA, Wheeling radio station, 
shows population, food sales, num- 
ber of families, auto registrations, 
buying income and a map of the 


3722. WCHS Coverage Area. 

A brochure issued by WCHS, 
Charleston radio and tv station, 
covers population, families, tv sets, 
households with tv and retail sales 
by county in the coverage area. 


3723. Charleston Market Facts. 

A 16-page booklet issued by the 
sales promotion department of 
Reuben H. Donnelley Corp., Wash- 
ington, gives population, births, 
marriages, income, retail sales, 
dwelling units, new dwelling units, 
and motor vehicle registrations in 
the Charleston market area. 


3724. Huntington Data. 
Total retail, food, general, auto 
and drug sales, income, families 


YOUR SALES TEAM FOR 
EXPORT FARM MARKETS 


_ _AGRICULTURA de las AMERICAS 


sii Covers Latin America .. . 
CB Yerming 


WORLD FARMING 
Delivers the Rest of the World! 


Write for Complete Details 


booklet issued by the Gazette and) 


,;and population in the Huntington 

trade area are given in a folder is- 
| sued by the Herald-Dispatch and | 
| Advertiser. 


WISCONSIN 


3197. Fox River Valley Data. 
WFRV-TV, Green Bay, has 
available a brochure covering pop- 


food and drug sales and agricul- 
tural rankings for the Fox River 


ulation, effective buying income, | 


Use the Coupons 
in Requesting Data 


taining retail sales, income and 
other growth data on Huntsville, 
|Ala., and the seven-county trad- 
|ing area. 


3113. Oakland Data. 


Valley market. 


| 3198. WKTY Farm Brochure. 
A brochure from WKTY, La 


The Oakland Tribune will pub- 
|lish about Sept. 1 this annual re- 
port on population, retail and 
sales and outlets, home building 


Crosse, surveys the radio station’s| 49d industrial expansion, school 


|32-country coverage area in Wis- 
consin, Minnesota and Iowa. Pop- 
ulation, households, spendable in- 
come, retail sales, farm income, 


covered. 


3199. Milwaukee Data. 
Population, households, retail 
sales, passenger car registrations, 
personal income, manufacturing, 
farm income, dwelling units, home 
ownership and shopping centers 


enrollment, utilities and transpor- 
tation of the metropolitan Oak- 
land, Cal., area. 


farm animals and produce are | 3114. WWTV-Land Story. 


Buying habits, industrial pat- 
terns and other market data is 
broken down by counties and cit- 
ies in the area served by WWTV, 
Cadillac, Mich., which will pub- 
lish the report about June 1. 


are covered in a booklet compiled | 
by the Milwaukee Journal. 
3200. The Manitowoc Market. 

Data on retail sales, manufac- 
tured products, purchasing power 
and percentage of home ownership 
for the Manitowoc area is avail- 
able from the Manitowoc Herald- 
Times and Two Rivers Reporter. 


3201. La Crosse Data. 

The La Crosse Tribune’s cover- 
age map includes retail sales of 
food, automobiles, general mer- 
chandise, apparel and home furn- 
ishings. 


3464. The Oshkosh Market. 

The economy of the Oshkosh 
market, principal industries, chain 
stores, retail sales and population 
are covered in this report pub- 
lished by the Oshkosh Daily 
Northwestern. 


3465. The Madison Farm Market. 

Madison Newspapers Inc. has 
published this folder which gives 
income, numbers of cattle, acre- 
age and farm expenditures in the 
Madison farming area. 


3466. Milwaukee, America’s 14th 
Market. 

Data sheets, issued by WISN, 
Milwaukee, list population, house- 
holds, consumer income, total re- 
tail, drug, gas station, automotive 
and home furnishings sales, plus 
a summary of the Milwaukee 
labor force. 


3467. WSAU Coverage Facts. 

Population, employment distri- 
bution, income, total retail sales 
and farm population, households 
and income for the Wausau area 
are included on a data sheet is- 
sued by WSAU, Wausau radio 
station. 


3468. WSAU-TV Data. 

Rate card folder issued by 
WSAU-TV, Wausau, gives popu- 
lation, number of homes, total re- 
tail sales, farm population and 
gross farm income for the area 
served by the station. 


3725. Beloit-Janesville Market. 

Population, income and catego- 
ries of retail sales are covered in a 
folder issued by the Janesville 
Daily Gazette and Beloit Daily 
News. 


3758. Eau Claire Market. 

Population and retail sales and 
outlets are covered in a data sheet 
issued by the Eau Claire Leader 
and Telegram for the area. 


3325. Kalamazoo Facts. 

Retail sales, spendable income, 
employment data and a list of re- 
tail outlets in the Kalamazoo, 
Mich., retail zone is included in a 
brochure to be published in July 
by the Kalamazoo Gazette. 


3469. Lynchburg Sales Analysis. 

WLVA-TV, Lynchburg, will 
publish before September a 
breakdown by county of popula- 
tion, families and retail sales 
within its coverage area. 


3606. Minnesota Cigaret Survey. 

This survey, to be published in 
September by the Minneapolis 
Star and Tribune, gives the per- 
centage of Minnesota smokers, 
their favorite brands, their pref- 
erence for king-size and filter 
brands and the number of cigarets 
smoked per day. It includes sep- 
arate breakdowns for men and 
women. 


3607. Minnesota Homemaker Study 
No. 12. 

An annual home-interview study 
of products on hand and in use in 
Minnesota homes with particular 
emphasis on Minneapolis and Hen- 
nepin County. It will be issued by 
the Minneapolis Star and Tribune 
in September. 


3608. Minnesota Car Owner-Op- 
erators. 

Car ownership by make and 
model, new and used car purchase 
plans, second car purchase plans, 
brand loyalty, financing, small car 
purchase plans and likes and dis- 
likes of new cars are among the 
data in this study to be published 
in September by Minneapolis Star 
and Tribune. 


3609. Virginia County Facts. 

Retail sales, population, families, 
buying income and numbers of 
cars, radios, refrigerators and oth- 
er appliances will be included in a 
breakdown of Virginia counties in 
this brochure to be issued in May 
by Reuben H. Donnelley Corp., 
Washington. 


3610. West Virginia Facts. 

Retail sales, population, buying 
income, families, and cars and ap- 
pliances owned in a breakdown of 
West Virginia counties will be in- 
cluded in this report to be pub- 
lished in June or July by Reuben 
H. Donnelley Corp. 


3567. KTIV Data. 

This station, KTIV, Sioux City, 
Ia., is preparing new market data 
—covering population, income, re- 
tail sales, ete—for publication 
soon. 


SOON TO BE PUBLISHED 
3112. Huntsville Growth. 


3688. Paris, Tenn., Data. 
The Paris Post Intelligencer 


The Huntsville Times will pub-| will publish about May 11 a folder 


lish by Aug. 1 a brochure con- 


with family data, retail sales and 
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facts on industries in the Paris 
market. 


| 3689. Springfield, Tenn., Market. 
The Springfield Herald will 
| publish about May 11 a folder with 
|retail sales, family data and facts 
on industries in the Springfield 
market. 


3690. Waverly, Tenn., Data. 

The Waverly News-Democrat 
will issue about May 22 a folder 
with defining family statistics, re- 
tail sales and industries in the 
Waverly area. 


3691. Houston Shopping Center 
Report. 
The Houston Chronicle will 


publish this summer a report con- 
taining all of the Houston, Tex., 
major shopping centers with name, 
location, gross building area, num- 
ber of parking spaces, number and 
type of retail establishments and 
maps of the trade area. The price 
has not yet been determined. 


3715. The Spokane Market. 

Population, income, retail sales 
and new construction figures are 
included in a booklet to be pub- 
lished next Sept. 1 by the Spokes- 
man-Review and Spokane Daily 
Chronicle (Wash.). 


3716. Spokane Retail Sales. 

A series of folders to be issued 
by the Spokesman-Review and 
Spokane Daily Chronicle, begin- 
ning May 15, will cover sales for 
various store classifications in the 
Spokane trade area. 


3726. Lexington, Ky., Data. 

Population, retail sales, and gro- 
cery and drug outlets in Lexington 
will be listed in a brochure to be 
published in June by the Katz 
Agency, New York. 


3727. Lynn, Mass., Data. 

Population, retail sales, and gro- 
cery and drug outlets in the Lynn 
trade area will be listed in a bro- 
chure to be published in June by 
the Katz Agency. 


3728. Flint, Mich., Market Infor- 
mation. 

A folder to be revised next Sep- 
tember by the Flint Journal will 
cover population, households, 
home owners, electric and gas me- 
ters and telephones in the Flint 
area. 


3729. Wilmington, N. C., Data. 
Population, total retail outlets, 
households, income and retail sales 
for the eight-county trade area 
will be covered in a booklet to be 
published in June by Star-News 
Newspapers, Wilmington. 


3730. Scranton, Pa., Grocery Out- 
lets. 

Scranton grocery outlets, major 
chains, local chains, voluntary co- 
ops and associated stores, and 
number of stores in each group, 
will be given in a bulletin to be 
published in June by the Scranton 
Times. 


3731. El Paso, Tex., Data. 
Population, families and retail 
sales by category will be given for 
24 counties of West Texas and 
southern New Mexico in a bro- 
chure to be published in June by 
the El Paso Times and Herald Post. 


3732. Newport News-Hampton, Va., 
Data. 

Population, family units, in- 
come, retail sales and outlets, and 
employment in the Newport News 
and Hampton market will be cov- 
ered in a brochure to be published 
about July 1 by the Daily Press 
and Times-Herald. 


3733. Washington Liquor Sales. 
Washington liquor sales by cate- 
gory for the state and for major 
counties, and an analysis of bar 
sales vs. package sales, will be in- 
cluded in a report to be issued next 
September by the Seattle Times, 
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3734. Washington Data. 

A brochure to be issued in Au- 
gust by the Seattle Times will give 
population, retail sales and retail 
outlets by county in the state of 
Washington. 


3760. Shreveport, La., Data. 

Sales volume by counties, and 
number of retail and wholesale 
establishments, are given for the 
area in a brochure to be published 
by July 15 by the Shreveport 
Times and Journal. 


ROUTE LISTS 


NOTE: Most items are available 
without charge, but not all. Those 
requesting material which bears a 
price will be billed at the stated 
price by the publishers. 


6000. Grocery list, retail, whole- 
sale; chain store headquarters 
and personnel, for the Little 
Rock area. Published by the 
Arkansas Democrat. 


6001. Drug list, retail stores, and 
wholesale names and personnel, 
Little Rock area. Published by 
the Arkansas Democrat. 


6002. Grocery list—all chain and 
independent outlets in the St. 
Petersburg, Fla., area. Issued by 
the St. Petersburg Times. 


6003. Drug list—retail outlets in 
Augusta, Ga., area. Issued by 
the Augusta Chronicle and Her- 
ald. 


6004. Grocery list, covering retail 
outlets in the Augusta, Ga., area. 
Issued by the Augusta Chron- 
icle and Herald. 


6005. Grocery and drug list, Ma- 
con, Ga., issued by the Macon 
Telegraph and News. 


6006. Salesman’s route list, includ- 
ing drug and food stores in 75 
Kansas counties representing 
coverage of the Hutchinson 
News, Salina Journal, Ottawa 


Herald, Chanute Tribune. In-. 


cludes estimates of population, 
retail food and drug sales. Is- 
sued by the Hutchinson News. 


6007. Grocery and drug list of 
routes in and near Fort Wayne, 
Ind. Also lists department stores 
and offers market facts about 
Fort Wayne. Published by the 
News-Sentinel and Journal Ga- 
zette. 


6008. Grocery, drug, hardware and 
variety store route list for South 
Bend and Mishawaka, Ind., met- 
ropolitan areas. Also includes 
wholesalers in many fields. Is- 
sued by the South Bend Trib- 
une. 


6009. Grocery list, Monroe, La., 


trade area—wholesale and retail | 
—issued by the Monroe News-| 
Star and Monroe Morning World. | 


6010. Grocery list, Shreveport, La., 


issued by the Shreveport Times | 


and Journal. 


6011. Drug list, Shreveport, La., 
issued by the Shreveport Times 
and Journal. 


6012. This grocery list, issued by 
the Daily Star, Niles, Mich., in-| 
cludes a map of the city, his-| 
torical background and market 
facts about the area. 


6013. Grocery and _ drug list, 
Springfield, Mo., trade area. Is- 
sued by the Springfield News 
and Leader & Press. 


6014. Grocery and drug list, Lin- 
coln, Neb. Issued by the Lincoln 
Journal and Star. 


6015. List of Broome County, N-Y., | 
liquor and beer licensees for| 
1958-59, including business 


name, serial and license num-, 


| ber, location, and type of license. 
Issued by the Binghamton Sun. 
Price is $2.75. 


6016. Grocery list, wholesale and 
retail, with chain store offices 
and jobbers, Raleigh, N.C. Is- 
sued by the Raleigh News and 
Observer-Times. 


6017. Drug list, Wilmington, N. C., 
trade area. Issued by the Star- 
News Newspapers, Wilmington. 


6018. Grocery list—retail outlets 
in the Wilmington, N.C., area. 
Issued by the Star-News News- 
papers, Wilmington. 


| 6019. Drug list, Fargo, N.D., and 
Moorhead, Minn. Published by 
the Fargo Forum and Moorhead 
News. 


| 
| 


| 


| ..-LIKE CALIFORNIA WW/AHOUT 


| Available Market Data—Local 


To secure copies of data listed, use the handy coupons 


wholesalers in Winston-Salem, | 
N.C., and surrounding area. Is- 
sued by the Winston-Salem | 
Journal and Sentinel. 


6020. Grocery list for Fargo and 
Southwest Fargo, N.D., and 
Moorhead and Dilworth, Minn. 
Issued by the Fargo Forum and 
Moorhead News. 

. 6024. General route map, Dayton, 

: : : .» Bivi tions of shopping 

6021. Grocers list covering eight} ©» 8iving locations of 
northwest North Carolina coun- | centers and indicating food 
ties. Issued by the Winston- stores—chains and independents 


; —in the metropolitan area. Is- | 
Salem Journal and Sentinel, | sued by the Dayton Daily News | 


6022. Drug list, Winston-Salem, and Journal Herald. 
N.C., trade area. Issued by the | 6025. Grocery and drug list, Mus- 
Winston-Salem Journal and) ogee, Okla. Wholesale and re- 
Sentinel. | tail outlets and beer permit! 
| holders. Offered by the Branham | 
6023. Routed directory of groceries,! Co., New York. 
drug stores, restaurants, confec- 
and | 6026. Grocery list, Tulsa, Okla.— 


| 
| 
| 


| tionery stores, brokers 


+ 


4 
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THE BILLION -DOLLAR 


VALLEY OF THE BEES 


/ Actually, total effective buying income of more than $2.9 billion 


/ More effective buying income than Arizona and 
New Mexico combined 


/ Not covered by San Francisco and Los Angeles newspapers 


The Valley of the Bees is like a state within a state, living 
well without regard for the seacoast. And it’s bigger economi- 
cally than many other states. To reach this geographical 
unity, use the Bees. They go home in Inland California. 


Data source: Sales Management’s 1958 Copyrighted Survey 


McCLATCHY NEWSPAPERS 


NATIONAL REPRESENTATIVES ...O’MARA & ORMSBEE 


e THE SACRAMENTO BEE 
© THE MODESTO BEE 
e THE FRESNO BEE 


a 
% 


McClatchy gives national advertisers three types of discounts... buth, frequency and a combined buih-trequency Check O'Mara & Ormsbee for details. 
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Available Market Data—Local 


To secure copies of data listed, use the handy coupons 


chains and independents. Issued 
by the Tulsa World and Tribune. 


6027. Grocery list, Nashville, Tenn., 
covering wholesale, retail and 
chain outlets in the Nashville 
trading area. Issued by the 
Nashville Banner and Tennes- 
sean. 


6028. Drug list, Nashville, Tenn., 
covering all wholesale and retail 
drug outlets. Issued by the 
Nashville Banner and Tennesse- 
an, 


6029. Grocery and drug list, met- 
ropolitan Fort Worth, Tex. Cov- 
ers chains, independents, whole- 
salers, advertisers, number of 
stores and route map. Issued by 
the Fort Worth Star-Telegram 


6030. Grocery list, chains and in- 
dependents, for Houston, Tex. 
Issued by the Houston Chron- 
icle. 


6031. Drug list, chain and inde- 
dependent stores, Houston, Tex 
Issued by the Houston Chronicle, 

6032. Grocery list, San Antonio, 

Tex. 

grocers, corporate chain head- 

quarters, distributors, brokers. 

Issued by the San Antonio Ex- 

press and News. 


6033. Drug list, San Antonio, Tex., 
covering chain and independent 
outlets in the San Antonio trade 


Lists retail and wholesale | 


6039. Grocery list for Flint, Mich. 
Issued by the Flint Journal. 


6042. Retail drug list, Washington, 
D.C. Published by the Washing- 
ton Post and Times Herald. 


6043. Retail grocery _list—food 
stores and supermarkets, Wash- 


ington, D. C. Issued by the 
Washington Post and Times 
Herald. 


6044. Hardware list—retail stores 


and paint outlets in the Wash- | 


ington, D. C., metropolitan area. 
Issued by the Washington Post 
and Times Herald. 


6045. Drug list, metropolitan Louis- 
ville (including Louisville, Ky., 
and New Albany and Jefferson- 
ville, Ind.). Wholesale and re- 
tail outlets are keyed by variety 
of items handled, size of stock. 
Routed by streets. Issued by the 
Courier-Journal and Louisville 
Times. Price is 50¢. 


6046. Food dealers list, Louisville, 
Ky., New Albany, Clarksville 
and Jeffersonville areas. Routed 
by street address. Price is $1. Is- 
sued by the Courier-Journal and 
Louisville Times. 


6047. Grocery and drug list, Terre 
Haute, Ind., trade area; retail- 
ers, jobbers and wholesalers and 
their buyers. Issued by the 
Terre Haute Tribune-Star. 


area. Issued by the San Antonio | 6048. Drug list, Baton Rouge, La., 


Express and News. 


6034. Grocery list for the Fond du 
Lac, Wis., trade area, with data | 


on population, retail sales, farms, 
etc. Issued by the Fond du Lac 
Commonwealth Reporter. 


6035. Food store list, Madison, 
Wis., with fold-out map show- 
ing routing overprinted. Includes 
estimate of store size and trans- 
portation 
ing offices, etc. Issued by Mad- 
ison Newspapers Inc. 

6037. List of drug and grocery 

stores in the four-state Salt 

Lake Intermountain market— 

Utah, Idaho, Wyoming and Ne- 

vada—by routes. Issued by the 


Newspaper Agency Corp., Salt 
Lake City. 
6038. List of LaCrosse, Wis., 


wholesalers and retailers—foods, 
drugs, department, variety, 
clothing, children’s and wom- 
en’s stores. Includes hardware, 
cleaners, laundries, jewelers, 
taverns, clubs and other groups. 
Issued by the LaCrosse Tribune 


facilities, major buy- | 


| 


| metropolitan area. Retail out- 
| lets including map. Issued by 
the Baton Rouge State-Times & 
Merning Advocate. 


6049. Grocery list, Baton Rouge, 
La., metropolitan area. Includes 
maps of each route. Issued by 
the Baton Rouge State-Times & 

Morning Advocate. 


| 6050. Food and grocery directory, 
Philadelphia area. Not strictly 
a route list, but a handy refer- 
ence to chains, supers, volun- 
tary groups, wholesalers, insti- 
tutional supply houses and others 
in the area. Issued by the Phil- 
adelphia Bulletin. 


6051. Route list of liquor permit 
holders, Akron trade area. Pub- 
lished by the Akron Beacon 
Journal. Price 50¢. 


6052. Grocery list, Akron trade 
area. Published by the Akron 
Beacon Journal. Price 50¢. 


6053. Drug list, Akron, O., trade 
area. Published by the Akron 
Beacon Journal. Price 25¢. 


6054. Outstate grocery list, by 
state and town, of 2,180 grocers 
in a 103-county area of Nebras- 
ka and western Iowa, with 42 
wholesale grocers. Issued by the 
Omaha World-Herald. 


6055. List of 160 Omaha, Neb., 

| and Council Bluffs, Ia., drug 
and variety stores and 656 Ne- 

| braska and western Iowa drug- 
gists, including major wholesal- 
ers and chain outlets. Issued by 
the Omaha World Herald. 


6056. Retail grocery list of 328 
| Omaha, Neb., 80 Council Bluffs, 
Ia., retail grocers, chain person- 
nel, wholesalers, brokers, and 
manufacturers. Issued by the 
Omaha World-Herald. 


| 


= Retail liquor dealers and 
| wholesale distributors, rail and 
motor carriers in Omaha and 
outstate Nebraska, with address- 
es and license classes. Issued by 
the Omaha World Herald. 


| 6058. Liquor list of stores and tav- 
erns in the Ohio Department of 
Liquor Control District “A”. 
Taverns are listed by areas and 
types of liquor permits held are 
shown. Issued by the Cincinnati 
Enquirer. 


6059. Drug store list, covering 
chains and independents in the 
14-county Philadelphia _ retail 
trade area—by route and by 

| county. Can be used as mailing 

| list, also. Free to advertisers; 
$1.50 to non-advertisers. Pub- 
lished by the Philadelphia In- 
quirer. 


6060. 
licensees 
delphia. 
Bucks, 


Liquor and malt beverage 
list, suburban Phila- 
Covers counties of 
Chester, Delaware and 
Montgomery; lists liquor and 
malt beverage licensees sepa- 
rately, noting clubs and estab- 


lishments holding amusement 
permits. Issued by the Phila- 
delphia Inquirer; free to ad- 


vertisers, $1 to non-advertisers. 


| 

| 6061. Grocery, meat and drug 
store list, Janesville, Wis., city 
zone market. Issued by the 
Janesville Gazette. 


6062. Grocery list, Dallas County, 
Tex. Issued by the Dallas Times- 
Herald. 


6063. Grocery list, Norfolk-Ports- 
mouth metropolitan area. In- 
cludes food brokers, wholesalers, 
ship chandlers, specialty houses, 
wagon jobbers, chains and co- 
operatives. Issued by the Nor- 
folk Virginian-Pilot and Ledg- 
er-Star. 


| 6064. Drug and confectionery store 
list, Norfolk-Portsmouth, Va., 
metropolitan area. Issued by the 


s : : 2 STATES 
2 COUNTIES 
ONE 
, “METROPOLITAN” 
iin | MARKET! 
N.D. MOORHEAD 
| — 


(Largest between 
Minneapolis 
and Spokane.) 


| 


THE 


Don't split this important “metropolitan” market 
because of a state-river boundary! Only this tech- 
nicality prevents the Fargo — Moorhead 2-county 
area from being listed as a ‘‘standard” metropolitan 
market. We live and buy as ONE big community, 
with 104,500 people in the 2-county area, 277,100 
in the big retail trading zone. And The Forum-News_ _ : 
delivers almost 100% coverage where you want it, 15000. The Sales Approach to the manufacturers, 
compared with only 8% by any Minneapolis daily! 
Represented by Kelly-Smith Company 


FARGO FORUM 


Moorhead News 


Largest circulation in North Dakota and western Minnesota 


Use the Coupons 
in Requesting Data 


Ledger-Star. 


6065. Grocery and drug list of 
outlets by areas, Lima, O. Is- 
sued by the Lima Ohio Citizen. 


6066. Grocery, drug, hardware and 
variety store list, Wichita, Kan., 
by areas. Issued by the Wichita 
Beacon. 


6067. Grocery list, with drug out- 
lets—by areas—for Eau Claire, 
Wis. Issued by the Eau Claire 
Leader and Daily Telegram. 


6068. Food and drug outlets, Aus- 
tin, Minn., trade area. Issued by 
the Austin Daily Herald. 


6069. Bluebook of the Iowa Gro- 
cery Market is the title of a 
booklet covering the Iowa gro- 
cery market. It lists wholesale 
and retail grocers by cities, 
throughout the state. Issued by 
the Des Moines Register and 
Tribune. 


6080. Food outlet list, divided by 
routes and with directions for 
locating each. Covers the Mans- 
field, O., trading area. Issued by 
the Mansfield News-Journal. 


6081. Grocery and drug list, with 
each outlet keyed to show type 
(independent supermarket, 
chain supermarket, variety store, 
etc.), for Manchester, N.H. Pub- 
lished by the Manchester Un- 
ion-Leader. 


6082. Drug Store List, Denver. 
Lists wholesale drug and sun- 
dries outlets, co-op buying 
groups, local and national 
chains and independent drug 
outlets in Denver and_=sur- 
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5001. Market Data on the City of 
Hamilton, 

Population, families, households, 
official languages, racial extrac- 
tion, net effective buying income, 
major employers, retail trade, 


Portsmouth Virginian-Pilot and| number of telephones, automobile 


ownership and other pertinent 


| statistics are given in a folder pre- 


pared by the Hamilton Spectator 
for this Ontario city. 


5002. Standard Market Data for 

Ottawa. 

The Ottawa Journal will provide 
this data folder on its market in- 
cluding population, employment, 
retail trade, home ownership, oc- 
cupational categories, leading 
manufacturers, agricultural char- 
acteristics, and other statistics rel- 
ative to the Canadian capital. 
5003. The Building Industry in 

French Canada. 

A market and media file offered 
by Architecture-Batiment-Con- 
struction, Montreal French-lan- 
guage publication, provides vol- 
ume of construction figures for 
the province of Quebec over the 
past decade and a breakdown of 
construction by type for 1955, 1956 
and 1957. 


5004. Building Report, 1957-58. 

This offering from Le Fournis- 
seur des Institutions Religieuses, 
Montreal, lists all the religious 
institutions, schools, hospitals, col- 
leges, convents, etc., that have 
been built in French Canada from 
July 1, 1957, to June 30, 1958, and 
provides general information about 
the Canadian religious institu- 
tional market. 


5005. Market Data on the City of 
Winnipeg. 

Information on population, fam- 
ilies and households, buying means 
and retail sales, employment and 
major employers, and other cate- 
gories of interest to advertisers is 
given in this folder published by 
the Winnipeg Tribune, Manitoba. 


rounding area. Issued by the 
Denver Post. 


| 

6083. Grocery Route List, Denver. | 

Lists 300 independent and chain 

grocery outlets. Issued by the 
Denver Post. 


SOON TO BE PUBLISHED 


6040. Drug list for Flint, Mich. 
New listing to be published in 
June by the Flint Journal. 


6041. List of wholesale and retail 
grocers, druggists, beer permit 
holders and department stores, 
Cedar Rapids, Ia., and 16-coun- 
ty area. To be issued June 1 by 
the Cedar Rapids Gazette. 


6075. Ready for June 1 publica- 
tion is a grocery list covering 
345 grocers in the Shreveport, 
La., city zone. Also listed will 
be food brokers, wholesalers, 
co-ops, chains, etc. To be pub- 
lished by the Shreveport Times 
and Journal. 


6076. Retail and wholesale drug 
list, Shreveport, La. To be pub- 
lished July 1 by the Shreveport 
Times and Journal. 


| 


NOTE: Most items listed here 


5006. Transportation Serving the 

Eastern Townships. 

A pamphlet published by the 
Daily Record, Sherbrooke, Que- 
bec, lists all means of transporta- 
tion serving that market area. 


5007. What's Cookin’ in Chatham- 
Kent? 

Published just last month, this 
booklet describes manufacturing, 
population, assessments, effective 
buying power and retail sales, in 
addition to social, religious, recre- 
ational and cultural characteris- 
tics of residents of the Chatham- 
Kent market of Ontario. It is of- 
fered by the Chatham Daily News. 


5015. Are You Getting Your Full 
Share of the Industrial Oil and 
Grease Lubrication Market? 

Canadian Industrial Equipment 

News has released this appraisal 

of the industrial oil and grease 

lubrication market, with estimated 
dollar values and a review of 
users. 


5016. Canada’s Food and Beverage 
Industries. 
Canadian Food Industries has 
prepared this folder on the food 
and beverage industries and their 
relation to total industrial output. 
It details actual and estimated 
gross product 1940-80, with ex- 

penditure data and trends. 


5017. Industrial Market Data. 


| are available without charge, but 
not all. Those requesting material 
| which bears a price will be billed 
by the publishers. 


Canadian Catholic Institutional 

Market. 

A folder offered by Canadian 
Catholic Institutions describes the 
Canadian Catholic institutional 
market in terms of its chain of 
command, terminology, diocesan 
operations, parish operations, and 
religious orders or communities. 


_ These three market data sheets 
\Bive the size, number of plants 
| estimated value of factory ship- 
/ments in 1959 for all Canadian 
intended expendi- 
tures for plant, machinery and 
equipment, by provinces and in- 
dustries; with comparisons against 
1958 actuals. From Canadian In- 
| dustrial Equipment News. 
|5018. Mining—1958 Review 
| Forecast for 1959. 
This review and forecast of the 


and 
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Canadian mining and metallurgi-| 
cal industries contains a summary 


and predictions for its future are 
included in this folder offered by 


of economic and development con- | Canadian Electronics Engineering. 


ditions, by metals and individual | 
company plans for 1959 and later; 
detailed by mines and their pro- 
vincial location. Published by Ca- 
nadian Mining Journal. 


5019. Canadian Oil and Gas In- 
dustries’ Market and Media 
Data Kit. 

This kit includes statistics on 
the Canadian natural gas and pe- 
troleum market, with details on} 
the long-term potential for the in- | 
dustry and its suppliers. Avail-| 
able from Canadian Oil & Gas) 
Industries. | 


5020. 1958-59 Market and fot 
Facts—Canadian Printer & | 
Publisher. 
Details of Canada’s graphic arts | 
market, present and potential, are | 
presented in this folder issued by | 
the Canadian Printer & Publish- 
er, 


5021. Selling Office Equipment to} 
the Medical Profession. 
This survey was conducted by) 
The Canadian Doctor to determine 
planned purchases of office equip- | 
ment and furniture. The results| 
show the potential for this type of 
equipment in the medical field. | 


5022. Concerning Matters Monetary 
and the Canadian Medical Pro- 
fession. 

The Canadian Doctor presents | 
survey findings as to the number 
of Canadian doctors now without 
retirement and financial plans. 

The data, classified by type of 

practice and age group, indicates 

the market for insurance and in- 
vestments. 


5023. Selling Medical Equipment to 
the Medical Profession. 

Based on the results of a na-| 
tional survey, this report on the 
medical equipment market in Can- 
ada gives figures on the type and 
number of units now owned and 
purchases planned by Canadian 
doctors. Published by The Cana- 
dian Doctor. 


5024. What’s Ahead for Canada’s 
Marine Industries? 

This report on maritime devel- 
opments in Canada and their ef- 
fect on shipbuilding and allied in- 
dustries is published by Canadian 
Shipping and Marine Engineering 
News. 

5025. 1959 Report Canada’s 
Power Market. 

Data on the present size and 
capacity of the power industry 
and plans for the next ten years 
are presented in this folder pre- 
pared by Modern Power and En- 
gineering. 


on 


5026. Canada’s Electricu! Construc- 
tion and Maintenance Mar- 
ket. 

Based on data from the Royal | 
Commission Report on Canada’s | 
Economic Prospects, this report | 
describes the market potential for 
residential, commercial and indus- 
trial electrical products. Published 
by Electrical Contractor & Main- 
tenance Supervisor. 


5027. Canada’s Packaging Market. 
Dominion Bureau of Statistics | 
reports on packaging production | 
by classification, use and cost by | 
industry, exports and_ imports, 
have been tabulated for this bro- 
chure by Canadian Packaging. 


5028. 1958-59 Market—Canadian 
Hotel Review & Restaurant. 
Current information on the sales! 
volume of Canada’s hotels and 
restaurant business and prospects 
for the future of this market are 
given in a folder prepared by Ca- | 
nadian Hotel Review & Restaurant. | 


5029. Basic Electronic Market. 


A description of Canada’s pres- | 
ent market for electronic products, | 


5030. Heating & Plumbing Engi- 
neer’s 1959 Market and Media 
Data. 

A four-page folder giving infor- 


mation on Canada’s construction | 


industry and its sales potential 
for automatic heating, plumbing 
and air-conditioning manufactur- 
ers. Available from Heating & 
Plumbing Engineer. 


133 
5031. Canada’s Metalworking Mar- 


! 

8 Available Market Data—Canadian 

This 12-page booklet gives data. TO secure copies of data listed, use the handy coupons 
on Canadian metalworking in- 
dustries; production by industry; | outline 
cost of materials; imports of ma-| supplies 
chine tools, and related equip- 
ment and materials. Published by 
Canadian Machinery. 


of office equipment and, products and services, production 
) purchasing by Canada’s volume and cost are offered in this 
| office market. Also includes infor-| folder by Canadian Packaging. 
|mation on reader buying power on | 

Office Equipment & Methods. | 5034. Canadian Public Feeding & 
ois ania wae Housing Field. 

t : - arket and Media| Compiled annually by Canadian 
—Office Equipment & Meth- Facts—Canadian Packaging. Hotel Review & Restaurant, this 
ods. , , Facts on Canada’s packaging | 22-page report gives facts on ho- 
In this six-page brochure is an|market, the use of machinery, | tels, motels, hospitals; their num- 
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WHATEVER YOU SELL YOU CAN 


SELL MORE OF ITIN THE Plain Dealer Market 


THE ONLY CLEVELAND 
NEWSPAPER THAT SELLS 


THE CITY AND 


26 ADJACENT COUNTIES 


THAN IN ANY ONE OF 36 ENTIRE STATES 


RETAIL SALES IN CLEVELAND AND ADJACENT COUNTIES* 
CLEVELAND 26 ADJACENT 
COMMODITY CUYAHOGA COUNTY COUNTIES vOrAt 
(000) (000) (000) 
Total Retail Sales $2,336,394 $2,030,071 $4,366,465 
Retail Food Sales 589,775 510,796 ‘1,100,571 
Retail Drug Sales 88,498 55405 143,903 — 
Automotive 435,242 430,796 866,038 
__Gas Stations 146,580 ~ 176,027 “322,607 
Furniture, Household Appliances 125,120 104,022 229,142 
(Source, Sales Management Survey of Buying Power, May 10, 1958) 


*Akron, Canton and Youngstown's Counties are not included in above Sales. 


The Cleveland PLAIN DEALER 


Represented by Cresmer & Woodward, Inc., New York, Chicago, Detroit, Atlanta, San Francisco, Los Angeles. Member of Metro Sunday Comics and Magazine Network. 
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Available Market Data—Canadian 


To secure copies of data listed, use the handy coupons 


ber, sales, expenditures and other 
information pertinent to Canada’s 
public feeding and housing market. 


5035. Census of Canada’s Metal- 
working Production Equipment. 
This is Canadian Machinery’s 
census of metalworking produc- 
tion equipment, showing where 
machine tools, metalforming ma- 
chines and related shop units are 
at work, how many there are and 
how old they are. Price is $2 per 
copy. 
5036. Canada’s Boxmaking and 

Converting Market. 

In this report Canadian Packag- 
ing offers Dominion Bureau of 
Statistics figures on production, 
employment and purchases of Can- 
ada’s boxmaking and converting 
market. 

Motels 


5037. First Survey of 


Intaglio’s Vice President 
in Charge of Manufacturing 


I's a matter 
of time and taste 


| acteristics, 


Across Canada. 

Data supplied by ten Canadian 
provinces are summarized in this 
report on the number, size, char- 
expenditures and re- 
ceipts of Canadian motels. Pub- 
lished by the Canadian Hotel Re- 
view & Restaurant. 


5038. Fingertip Facts (Lethbridge 
and Southern Alberta 1958). 
This booklet contains data on 

Southern Alberta’s diversified in- 

terests including agriculture, man- 

ufacturing, coal, oil, gas, irrigation, 
bank clearings, building permits, 
weather, retail sales and passen- 


ger car registrations. From the 

Lethbridge Herald Co. 

5039. Market Profile of Galt. 
Population, households, retail 

outlets, buying power, sales and 

other market data are presented 

in this folder which is available 


from the Evening Reporter. 


Oscar Smiel, 


5040. Market Map of Canada. 

A wall map of Canada with pop- 
ulation and industrial production 
data by provinces and major cities 
has been prepared by Chatelaine. 


5041. Canadian Market Data. 

This pamphlet gives gross na- 
\tional product figures and retail 
sales 1951-58; retail trade by clas- 
| Sifications; personal expenditures 
and disposable income 1951-57; 
'construction; population growth in 
comparison with U.S.; marriages 
and births projected to 1890. Pub- 
lished by Chatelaine. 


5042. Audience Characteristics of 
the New Chatelaine. 

This study contains an analysis 
of the social and economic char- 
acteristics of the readers of the 
merged Chatelaine and Canadian 
Home Journal, with details on how 
they spend their money. Published 
by Chatelaine. 


5043. An Analysis of Canada’s 
Seventh Newspaper Market. 


Gravure processing calls for many 
skills, types, trainings and temperaments, 
abilities andknowledge 
a matter of time, taste, and judgment! 

At Intaglio, our technical craftsmen 


but basically it’s 


have these three fundamental qualities 
developed by years of experience. Our 
Intaglio cameramen, printers, etchers, 
finishers, and proofers know that only 
the best production is good enough for 
your gravure! 

More than two decades ago, Intaglio 
first established—and still maintains— 
the reproduction standards in gravure 
publications, It has continually devised 
better techniques, and developed much 
of the most modern equipment we use. 
And it is the leader in research studies 
—the servicer holding the first charter 
wembership in Gravure Research, Inc. 


Intaglio is recognized for its quality 
at every step in gravure. And Intaglio is 
easy to use—we take your original art 
and copy, make color separations, deliver 
full value positives and provide final 
proofs for your approval and guidance 
of the printer. 


Besies our fine craft production for 
publishers and gravure advertisers, we 
process top quality packages, labels, 
cartons, and wrappers for printers in the 
packaging field, 

To assure finest results in gravure, 
entrust your production to Intaglio. With 
five hundred skilled craftsmen, four 
plants in New York, Chicago, Detroit, 
and Cincinnati . . . Intaglio delivers the 
best in gravure! Our seven offices are at 
your service, Call us today! 


America’s First Gravure Servicers 


305 East 46th St., New York, New York—731 Plymouth Court, Chicago— 
1828 Lewis Tower Bldg., Philadelphia 
369 Pine St., San Francisco—1932 Hyperion Ave., Los Angeles 


10 Hague Ave., Detroit 


Statistics on population, net 
buying income, retail sales by 
classification, manufacturing es- 


tablishments and farming are pre- 
sented in this brochure on London 
and its seven-county retail trading 
zone. Available from the London 


| Free Press. 


5044. Facts About Halifax. 

A summary of statistical infor- 
mation about Nova Scotia’s pop- 
ulation, earnings, production and 
expenditures, 
for Halifax and Dartmouth. Of- 
fered with a circulation map by 
the Halifax Herald. 
5045. Continuing Market 

mation. 

Market and census information 
with special emphasis on the Ca- 
nadian farm and rural market. 
Deals with farm income, livestock, 
implement and equipment sales, 
population and farms by census 
divisions. Published by The Coun- 
try Guide. 


Infor- 


Intaglio SErVICE corPorATION 


126 West McMicken Ave., Cincinnati 


with detailed data) 


Advertising Age, April 20, 1959 


5046. Five Maps Showing Can- 
ada’s Five Main Market Re- 
gions. 

Maps of the five main market 
regions are subdivided by census 
divisions and counties, showing 
'the number of farms in each divi- 
sion. Can be related to data in 
“Continuing Market Information,” 
also published by The Country 
Guide. 


5047. A Map of Retail Sales in 
Canada. 

A map shows the proportionate 
|retail sales of each county of the 
ten provinces of Canada, and the 
coverage of this market by Week- 
end and its French language edi- 
tion. 


5048. Facts and Figures Pertaining 
to Canada’s Farm Market. 

A presentation containing fig- 
ures on cash income of Canadian 
farmers by provinces and sources, 
together with basic farm _ infor- 
mation from Census data and oth- 
er releases of the Dominion Bureau 
of Statistics. From the Farmer’s 
Advocate. 


5049. The Edmonton Market. 

This monthly review of current 
developments in construction, oil 
and other industries in Alberta is 
offered by the Edmonton Journal. 


5050. The Southam Newspapers 
Market. 
This market analysis includes 


background economic data and in- 
formation on the changes in the 
retailing business in Edmonton. It 
also includes a separate booklet 
for each of six other Southam mar- 
kets in Canada. Published by the 
Edmonton Journal. 


5051. What’s Your Rating? 

Information on population, 
households, wholesale and retail 
sales, livestock marketing, build- 
ing permits, vehicle registrations 
and natural gas expenditures is 
included in this folder available 
from the Edmonton Journal. 


5052. Canadian Markets. 

A monthly magazine which re- 
ports on current economic and 
business developments in the sixty 
principal market areas of Canada. 
The June issue provides an an- 
nual summary for basic market 
data for these areas. Price: $3 a 
year from Canadian Daily News- 
paper Publishers Association. 


5053. A Guide to Selling in Can- 
ada’s Mass Feeding & Housing 
Field. 

A brief survey of Canada iden- 
tifying the main industrial areas 
and buying centers, with informa- 
tion helpful to U.S. manufacturers 
interested in selling to the insti- 
tutional market in Canada. Pub- 
| lished by Restaurants & Institu- 
| tions. 


| 5054. Mass Feeding & Housing in 
Canada. 

Statistics on sales and purchas- 
|es, new construction, and indices 
of future development demonstrate 
the market for food products, serv- 
ice equipment, furnishings, main- 
tenance products and equipment 
in Canada. Published by Restau- 
rants & Institutions. 


5055. The Market Reached by Out- 
door Advertising in the Hamil- 
ton Area. 

A description of the geographi- 
cal area, population, retail sales, 
automobile registrations and sub- 
urban areas is given in this bro- 
chure published by E. L. Ruddy 
Co. 


5056. Presenting Canada’s Newest 
Major Markets. 

| Data on population, retail sales 
| and automobile registrations in 
the St. Catharines-Niagara Falls 
center show the trade pattern of 
|this area. Published by Gould 
Leslie Ltd. 
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idvertising Age, April 20, 1959 


3057. Television Redbook. 

Information on 19 market areas 
in eight Canadian provinces, and 
the coverage of these markets by 
All-Canada Television stations is 
offered in this binder by All-Can- 
ada Radio & Television Ltd. 


5058. Five Maps Showing Cana- 
da’s Five Main Market Regions. | | 
A booklet containing maps'| 
showing Canada’s five main mar-| 


ket regions outlining counties or |Ownership are covered, and com-| production equipment is reported 
in a bro-'|in a booklet issued by Canadian 
the Agricul- | Machinery & Mfg. News. 


census divisions, the number of! 


farms and circulation of the Coun-|chure published by 


try Guide in each county or dis- 
trict. 


5059. A Report on Chain Saws. 

This market study, based on 
pulpwood cutting operations, es- 
timates the number of chain saw 
units that will be required by the 
Canadian pulp and paper industry 
in the near future. Published by 
Pulp & Paper Magazine of Can- 
ada. 


5060. Box Score of Drilling in 
Canada’s Oil and Gas Fields. 
This is the 9th annual cross- 

Canada tabulation of all explora- 

tory and development drilling in 

1958. It includes maps, tables 

summaries and reports on many 

facets of the Canadian oil and 
gas industry. From Canadian Oil 

& Gas Industries. 


5061. Are You Getting Your Share 
of the $65,000,000 Materials 
Handling Market? 

A study of the Canadian ma- 
terials handling market, this bro- 
chure includes domestic and im- 
port breakdowns, dollar values, 
types of equipment and the in- 
dustries concerned, along with 
merchandising information. Pub- 
lished by Canadian Industrial 
Equipment News. 


5062. Location Map of Canada’s 
Pulp and Paper Mills. 

The map pinpoints Canada’s 141 
pulp and paper mills on a 24x13” 
map. It also lists operating com- 
panies by province and town of 
mil] location. From Pulp & Paper 
Magazine of Canada. 


5063. Industry and Media Data 
Kit, Pulp & Paper Magazine of 
Canada. 

This kit contains a description 
of the Canadian pulp and paper 
industry, present and future, with 
figures on production values, em- 
ploye and mill statistics, capital, 
repair and maintenance dollar 
expenditures. Published by Pulp 
& Paper Magazine of Canada. 


5064. $5,000,000 Worth of Truck 
Tires that take the Toughest 
Beating in Canada! 

A study of the tire market in 
the Canadian pulp and paper in- 
dustry, with data on number of 
tires, total annual mileage cov- 
ered, seasonal concentration and 
related problems and estimates of 
future growth, has been compiled 
by Pulp & Paper Magazine of Can- 
ada. 


5065. The Big Truck Market in| 

the Pulp and Paper Industry. | 

This study of the commercial | 
vehicle market in the pulp and pa- | 
per industry gives figures on 
number of trucks in relation to. 
volume of pulpwood cut from 1951 
to 1957 and estimates to 1961; 
with breakdowns by vehicle ca-.| 
pacities, company or contractor. 
ownership; and replacements and 
parts required by the industry. 
Published by Pulp & Paper Mag- 
azine of Canada. 


5066. Canadian Grocer Media and 
Market Data for 1959. 

This analysis of the Canadian | 
food store market shows the rate | 
of growth and breakdown of sales | 
by chains and independents by | 
provinces, as well as circulation | 
information on the Canadian Gro- | 
cer. 


5067. Valley of Progress, Greater 


New Westminster Market Re- 
port. 


group, 


A breakdown of Canadian hard- 


ware sales estimates, 
plus 


by product 
data on hardware 


Data on construction, sales, au-| trends, are included in a booklet 


tomobile registrations and bank- 
ing transactions are given in this 
folder on the New Westminster 
area by the British Columbian. 


published by Hardware & Metal 
and Appliance Dealer. 


5082. Census of Canada’s Metal- 


working Production Equipment. 
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Available Market Data—Canadian 


To secure copies of data listed, use the handy coupons 


of life insurance coverage among 
readers of Maclean’s, and attitudes 
toward life insurance, is presented 
in a booklet published by the mag- 
azine. 


Service Food Stores. 

A national survey of shoppers 
in self service food stores, show- 
ing impulse buying habits, reasons 


5080. Canadian Farm Facts. 
population and income, 
pared with urban data, 


tural Press Assn. of Canada. 


A survey of Canada’s manufac- 
Canadian farm production, farm turing plants 


ada are 


= Life Insurance Survey. | 


| $081. Canada’s Hardware Markets. | 


survey of types and amounts | 5085. Canadian Shoppers in Self-| 


— Best Basie Buy 


ditures and immigration in Can- 
covered in a booklet by 
Maclean-Hunter Publishing Co. 


for brand preferences, and use of 


to determine the|5084. The Canadian People and| 
and farm|number and age of metalworking | their Market. Ad Agency Plus Direct Mail 
Population, retail sales, expen- More than Direct Mail Specialists—also 


a fully accredited ad agency. A combined 
service which correlates both. Phone 


HA 17-9187 or write on your letterhead 


“That Fellow Bott” o 


| Leo P. Bott, Jr, 64 E. Jackson, Chicage 


IIN SAZTEST WIRGINIA IS 


THE CHARLESTON NEWSPAPERS 


HARLESTON’S newspapers, 

published at West Virginia’s 
State and Industrial Capital, are 
ideally situated by geography and 
coverage to sell the heart and 
core of West Virginia. 


That’s why we say they are 
the “Best Basic Buy” for any 
advertiser who seeks to sell his 
goods or services to West Vir- 
ginians. 

Geographically, with Charleston 
located in south central West 
Virginia, virtually every merchan- 
disable copy of The Gazette and 
Daily Mail reaches a West Vir- 
ginia consumer. 

Politically, with Charleston the 
State Capital, these two news- 
papers are looked upon as the 
greatest opinion-forming pair 
within the State. Readership is 
virtually a must for anyone wish- 
ing to help shape the state’s 
affairs. 

Industrially, with Charleston’s 
Kanawha Valley one long succes- 
sion of plants — chemicals, glass, 
power, coal and gas — there is a 
large, steady and constantly grow- 
ing payroll. 

And distribution-wise, Charles- 
ton sells and serves most of the 
everyday needs of the south cen- 
tral half of the state’s popula- 


tion. The city also is the banking 
and executive headquarters for 
an enormous share of West Vir- 
ginia’s business. 

Now, for the Media to cover 
this — West Virginia’s No. 1 
Market. 


Surprising 
Facts About 
Charleston 


MEDIA RECORDS, Feb., 1959, ranked 

The Charleston Gazette 46th in the na- 
tion among morning newspapers in vol- 
ume of general advertising carried. News- 
papers The Gazette led: Chicago Sun 
Times, Seattle Post Intelligencer, Buf- 
falo Courier Express, Toledo Times, Kan- 
sas City Times, Nashville Tennessean, 
Milwaukee Sentinel. 

U. S. News and World Report (Feb. 
59) in its survey of business conditions 
listed average worker’s incomes. Only 20 
cities had workers earning more than 
$5,000 annually. Charleston topped the list 
of Eastern cities with $5,709, leading Pitts- 
burgh, Wheeling, Wilmington. Other cities 
outstripped: Dayton, Cleveland, Tulsa, 
Spokane, San Francisco, Phoenix. The 
same survey last year showed Charleston 
topping the East. 

Charleston is in the American Associa- 
tion Baseball League with Minneapolis, 
St. Paul, Indianapolis, Denver, Louisville, 
Omaha and Wichita. Although much the 
smallest city in the league, Charleston 
has ranked this way in total attendance: 
1952 2d, 1953 3d, 1954 5th, 1955 8th, 1956 
5th, 1957 8th, 1958 2d. 


The Charleston Newspapers of- 
fer near-saturation coverage in 
wealthy, populous Charleston and 
Kanawha County. They have deep 
penetration in 22 other counties 
embracing upwards of 100 smaller 
cities and towns. 


Largest Circulation — Lowest Milline in West Virginia 


HESE areas get their papers 
seven days a week and the 
printed word awaits the reader’s 
convenience to get the message. 


Contrast this with Broadcast 
media. Charleston is a terrific 
battle ground with the logs of 
9 TV stations listed as seen in 
some areas of our coverage. The 
23 county area has 18 radio sta- 
tions. All vie strenuously for 
audiences. Only the topmost show 
or program gets a_ fractional 
viewing or hearing. 


Among the national magazines 
the top one reaches only 12% 
Family Coverage in Kanawha 
County. Even this inadequate 
depth grows more shallow as 
circulation moves toward the 
outlying areas. 


So why gamble on electronic 
media with all its confusion in 
sight and sound? Why depend on 
thin national magazine circulation 
when the area is covered to re- 
markable depth by newspapers 
that have earned the respect and 
confidence of more than half the 
entire population of West Vir- 
ginia. 

Why not take Charleston's 
newspapers for what they are— 
the Best Basic Buy in West 
Virginia. Make them the _ back- 


bone of your sales effort in this 
large and responsive market. 


The Charleston Gazette Charleston Baily Mail 


SuadayGAZETTE-MAM Charleston 30, W.Va. 


- PUBLISHERS: NEWSPAPER AGENCY CORP. = REPRESENTATIVES: JOHNSON, KENT, GAVIN & SINDING, INC. 


West Virginia's 
No, 1 Market 
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Available Market Data—Canadian 


To secure copies of data listed, use the handy coupons 


frozen foods and prepared mixes 
is covered in a booklet of Mac- 
lean’s 
5086. The Plastics Industry in 

Canada. 

A complete description of the 
size and scope of the plastics in- 
dustry in Canada, including annual 


5090. Essential Facts on the Ca- 
nadian Market. 

A digest of the current Canadian 

economic picture, showing popula- 


tion trends, housing construction, | 


|manufacturing volume, etc., is in- 
|cluded in a folder issued by Mac- 
|lean-Hunter Publishing Co. 


projects of $1,000,000 or over by 
project, location, cost, estimated 
|starting and completion dates, 
with the agency sponsoring and 
agency administering the project. 


5520. Reader’s Digest International 
Survey. 

A brochure issued by Het Breste 
(Netherlands), one of the interna- 
tional editions of the Reader's Di- 
gest, breaks down circulation by 
households, number in _ family, 


figures, 1947-57, on number of es- | 5091. Canadian Public Feeding an‘ | 48®S, economic level and occupa- 


tablishments, employes, salaries 
and wages and gross selling value 
df products, is presented in a book- 
let prepared by Progressive Plas- 
tics. 


Housing Field. 
| Number of hotels, motels, hos 
pitals and institutions in Canada, 
sales volume in meals sold, con- 
struction and travel data are cov 


ered in a booklet published by 
5087. Automotive Jobber Study,|Canadian Hotel Review & Res- 
1958. taurant, 


A brochure issued by Jobber| 

News presents a study of automo-/| 5092. Reach, Influence, Sell Can 
tive wholesaler operations in Can- | ada’s Biggest Buyers. 

ada, covering what types of prod- A 24-page booklet issued by the 
ucts are considered easiest to sell,| Financial Post breaks down cir- 
brand names mentioned, number|culation by job titles, business, 
of days per month spent working | professions, government and types 
with manufacturers’ agents and|of business, Data on business trips 
number of manufacturers’ sales | taken, extent of trips and vehicles 
meetings attended per year. | used is included, 


5088. Canadian Automotive Mar- 5093. Tea and Coffee Survey. 
ket Data. Use of tea and coffee among 
A 9x11” card issued by Canadi-| subscribers, instant vs. regula 


an Automotive Trade shows prov-|coffee, tea bags vs. loose-packed, 
ince-by-province comparisons of|and brand standings of tea and 
motor vehicle registrations with|coffee are surveyed in a booklet 
population and a breakdown of | published by Canada’s Chatelaine. 
registrations of cars, trucks and 
busses for 1958, with a forecast | 5094. Retail Facts. 
for 1959. | A bulletin issued monthly by the 
| Windsor Daily Star gives monthly 
5089. Canqdian Wire and Cable | retail sales by product groups and 
Survey. )a summary of trade and business 
Uses of wire and cable among/jof interest to retailers in Canada. 
manufacturing establishments, in- 
stitutions and utilities, with iden- 
tification of companies in the wire | Construction Projects. 
and cable field, are covered in a| A 120-page booklet issued by 
brochure issued by Modern Power | Ingenieria Internacional Con- 
& Engineering. |struccion lists all construction 


5519. Survey of Latin American 


ode? sdising® 
power of 

The. . 
Kiwanis 
Magazine 


ca 55.3% serve on local, county or state 
government or civic boards or 
commissions. Of these, 54% exercise 
buying authority. 


P More than 148,000 make up to 30 
business trips a year. More than 17,000 
make more than 30 business trips a year. 


D> THE KIWANIS MAGAZINE is read 
by more than a quarter million 
business executives and professional men 
throughout the 50 United States 
and all Canadian provinces. 


e More than 75% home 
readership, resulting in a combined 
primary and secondary readership 
in excess of 440,000 


Of the-primary audience— 
~ Average annual income is $12,000. 


> 87.7% are home-owners. 29.7% own 
homes valued from $25,000 to more 
than $75,000. 


o 42.6% own two or more cars. 


Of those engaged in business— 


> 76.5% are owners, officers or 
general managers. 


be 91.8% have authority to buy, specify 
of approve capital equipment and 
administrative services and supplies. 


> 19.9% are executives in companies having 


» 42.7% take two or more vacations annually. over 100 to more than 1000 employees. 


Sell the man who wears the K. 
through his own magazine 


You can reach this quality market 

at a cost per black and white 

page of $3.52 per thousand ABC audited 
circulation. 


The 
KIWANIS Magazine 


* Kiwanis International Building 


101 EAST ERIE STREET 
Chicago 11, Illinois 


tion of head. Travel habits and 
food product usage also are cov- 
ered. 


|5521. Autos in Europe. 

A booklet issued by the inter- 
|national editions of the Reader’s 
Digest gives number of automo- 
biles in each of 12 countries of Eu- 
rope, along with data on Renault 
Dauphine sales activity. 


SOON TO BE PUBLISHED 


5095. Windsor Market Data. 
Population, sales, income, indus- 
trial potential and farm data in 
the Windsor area will be covered 
in a brochure to be published about 
Sept. 1 by the Windsor Daily Star. 


5096. Canada’s 
Market. 
Truck and bus production and 
imports in Canada, and data on 
rental fleets, will be included in a 
brochure to be issued June 15 by 


Bus and Truck 


Use the Coupons 
in Requesting Data 


America. 

Another pamphlet available 
from Vision Inc. reports on Soviet 
bloc trade with individual Latin 
American countries in U.S. dollars 
since 1953, including both exports 
and imports. 


5503. Major Lending Agencies of 
the World. 
A translation of a recent article 
in Vision describes the banks and 
|lending agencies which do busi- 
|ness with Latin American coun- 
|tries and their methods of opera- 
tion. It is offered to advertisers by 
| Vision Inc. 
| 5504. Brazil as a Market for Trac- 
tors and Earth-Moving Equip- 
ment. 
| A survey report of present sup- 
ply, future needs and government 
| regulations covering the manufac- 
|ture of tractors and earth-moving 
equipment in this Latin American 
country is offered by Vision Inc. 


5506. Profile: Latin American 
Farm Market. 
A 16-page booklet published by 
Agricultura de las Americas de- 
scribes Latin American agricultur- 


al trends, growth of cities, popu- 


Bus & Truck Transport. 


5097. The London Study. 

A study of the industrial selling- 
purchasing process to determine | 
(1) who influences the process and 
(2) what influences them in the 
decision will be reported in a bro- 
chure to be published in July by 
the Business Newspapers Assn. of 
Canada. The study, sponsored by 
BNA and the Canadian chapters 
of the National Industrial Adver- 
tisers Assn., involved detailed 
examination in depth, through per- 
sonal interviews, of industrial pur- 
chases in 37 companies. 


5098. Food Business Facts. 


lation characteristics, etc., in rela- 
tion to farming south of the border. 


5507. The Journal of Commerce— 
Key to the U. S. International 
Business Community. 

Out this month is a booklet of- 
fered by the Journal of Commerce 
describing the international mar- 
ket with data on U. S. overseas 
investments, sales and market 
growth potential. Results of a sur- 
vey of foreign trade executives’ 
reading habits and preferences are 
included. 


5508. A Measure of Latin American 
Agricultural Purchasing Pow- 
er. 


A brochure to be published April | 
30 by Food in Canada will include | 
output value and value of material 
| used in such categories as bakery 
| products, beverages, canning and | 
| processing, dairy products, grain 

mill products and meat products 
| and the over-all total for Canada. 


5499. Vancouver-Victoria Market. 

A brochure to be issued in No- 
vember by KVOS, Bellingham, 
Wash., television station, will give 
population and tv set count in the 
coverage area. 


INTERNATIONAL 
|‘ MARKETS 


NOTE: Most items listed here 
are available without charge, but 
not all. Those requesting material 
which bears a price will be billed 
by the publishers. 


5500. The Outlook for Trade with 
Latin America. 

A 33-page booklet offered by 
Vision Inc. reports on imports and 
|exports for Latin America over 
the past 20 years and anticipated 
expansion by major industries. 
Growth of Latin American trade 
and particularly the U.S. share of 
these markets are charted in de- 
tail. 


The results of an Erdos & Mor- 
gan survey of Latin American ag- 
riculturists are contained in a 
folder offered by La Hacienda and 
including data on ownership of 
land, tractors and various types of 
motor vehicles, and number of 
agricultural workers employed. 
5509. Central Trade 

Bulletins. 

American Exporter Publications 
offers a series of five newsletters 
incorporating on-the-spot trade 
reports on Panama, Costa Rica and 
Nicaragua, El Salvador and Hon- 
duras, Chile, and Ecuador, as well 
as two special trade bulletins on 
Chile and Ecuador. 


American 


5511. Pulp and Paper 

Newsletter. 

A monthly newsletter issued by 
Pulp & Paper International gives 
latest production figures for vari- 
ous countries, plus trends and 
other market news, in the pulp 
and paper industry. 


Market 


5512. Pulp and Paper Production 
by Country. 

Number of pulp and paper mills 
by country, and annual produc- 
tion of each, are listed in a four- 
page brochure issued by Pulp & 
Paper International. 


5513. Latin American Farm Mar- 
ket. 


5501. Some Basic Statistics on the 
Brazilian Market. 

Published last December, this 
pamphlet supplies population fig- 
ures, data on buying power, dis- 
tribution of industry and produc- 
tion of major industries in Brazil 
over the past decade. It is avail- 
able from Vision Inc. 


5502. Communist Trade with Latin 


| A data kit prepared by Agricul- 
| tura de las Americas surveys the 
|Latin American farm market, in- 
_cluding farm equipment purchases, 
| fertilizer production, farm invest- 
|ment, farm area with tractors, total 
| tractors, etc. 


5514. Latin American 
Mechanization. 
Installations of machinery and 


Baking 
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equipment to cut labor and im- 
prove quality and production in 
|Latin American baking, cookie- 
cracker and flour milling indus- 
tries are surveyed in a brochure 
issued by Panadero Latin-Ameri- 
cano. 


5515. 1959 Sales Guide to the In- 

ternational Mine Market. 

Number of mines, and imports 
of mining, contracting and ore 
treatment equipment annually, 
1955-57, by country are listed in 
a booklet published by World Min- 
ing. Mining trends by world area 
also are covered. 


5516. Mining World Catalog. 

Tonnages and dollar value of 
various ores produced by states 
and regions of the U.S., and by 
countries and world regions are 
given in a catalog issued by Min- 
ing World. Price is $1 per copy. 


5517. Sales Guide to the Export 

Mine Market. 

A brochure offered by World 
Mining describes the size of the 
overseas mine market, primary 
locations, type and amount of pro- 
duction by country, and dollar 
volume of export of U.S. mining 
machinery to various overseas 
mining areas. 


5522. When Latin 

your Sales Target. 

A booklet published by Revista 
Rotaria of Rotary International 
analyzes 42,000 subscribers, with 
a breakdown by occupations, busi- 
ness titles, company and civic 
purchasing power, ownership of 
property, travel habits and travel 
plans. 


SOON TO BE PUBLISHED 


5510. 1959 World Automotive Mar- 

ket Survey and Vehicle Census. 

Scheduled for publication May 
15 is McGraw-Hill International's 
37th annual world motor census, 
this year to contain 70 or more 
pages reporting the number of 
cars, trucks, buses, motorcycles 
and tractors in 150 countries and 
territories, and other world auto- 
motive market information. 


America Is 


5518. Latin American Dairy In- 
dustry. 

New installations and_ those 
planned in the Latin American 
dairy industry, based on a survey 
of fluid milk, butter, cheese, dry 
milk, and ice cream plant owners 
and herd owners, will be covered 
in a brochure to be published May 
15 by Industrias Lacteas. 


NOTE: Most items here are 
available without charge, but not 
all. Those requesting material 
which bears a price will be billed 
at the stated price by the pub- 
lisher. 


7000. The Restaurant Market & 
Sales Analysis. 

American Restaurant offers a 
16-page booklet analyzing the 
“away-from-home” feeding mar- 
ket in terms of volume of busi- 
ness, number of operations and 
buying characteristics. Also in- 
cluded is a report on what res- 
taurant operators expect from the 
products they buy. 


001. Motel Market & Sales Study. 

Available from American Motel, 
a 16-page booklet describes the 
motel market, stressing current 
trends, purchasing power, product 
demand, buying decisions, sales 
influences and distribution. 


| 7 


7002. Motel Distribution Study. 
This study covers sources of 
‘supply for 42 products used by 
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motel operators, based on current; modelings, and their sources * Available Market Data—Distribution 


purchases. It is available from|supply for various kitchen prod- : 
American Motel. ‘ucts is reported in this booklet To secure copies of data listed, use the handy coupons 
available from Building Supply 
7003. Planning and Purchasing In- | News. 

luences—New Motel Construc- | 
>a . 7013. Building Supply Dealer 

Another offering of American Ready Mix Market. 
Motel details sources of informa-| This Building Supply News 
tion used by motel operators dur- | Study examines the extent of 
ing planning and construction, and | ready ape concrete sales opera- 
identifies the maker of major | “0S among building supply deal- 
planning and purchasing decisions }ers and also estimates the number 


(i.e., owner, builder or architect),|°f dealers planning to get into 
| ready-mix selling. 


7015. A Nationwide Survey and|7017. Key to the Rio Grande Val- 

Analysis of the Operations of ley. 

Painting and Decorating Con- A folder published by The Pack- 

tractors. |er describes the Rio Grande Val- 

A survey of 21,750 readers of jey in Texas and reports on pur- 
American Painter & Decorator) chasing habits and expenditures 
turned up extensive information of 15 major shippers of the area. | 
on their gross dollar volume, job 
breakdowns by categories, major 
supply sources, credit stability, | 
percentage of brush, spray and | 
7004. Research Report on Readers 7914. The Growing Kitchen Mar-| roller jobs, and material costs re- 

of Hatchery & Feed. ket and How To Sell It. lated to gross volume. 

Published just last month, this) A summary of the nature and market for electric, gas fired and 
folder gives dollar sales volumes| growth of the market for residen- 7016. A Market Study of the Mobile 1! space heaters. It includes 
by product class, feed tonnage! tja] kitchen products, with sales Home Industry. a three-year summary showing 
sold, chicks sold by type, and ex- | statistics for cabinets, built-in ap-| Mobile home production, chan-| "its sold in each category during 
tent of influence of hatchery op-| pliances, ventilators, plastic lami-|nels of distribution of mobile | 1958, 1957 and 1956. This single 
erators and feed retailers. It is| nates, sinks, waste disposers, etc.,| homes and other up-to-date in- | data sheet is free to advertisers 
available from Hatchery & Feed. | for the past three years, is con-| formation on the industry are sup- and their agencies, 15¢ to others. 

|tained in this booklet offered by | plied in this booklet published by | 
7005. The Water Systems Market— | Kitchen Business. | Trailer Dealer. 7020. Market Study of Electric 
1958-1963. : 

The Journal of Plumbing, Heat- 
ing & Air Conditioning has pub- 
lished this analysis of the five-year 
outlook for the water systems 
market by non-farm residential, 
farm, replacement, and commer- 
cial-industrial categories. A sepa- 
rate section deals with past, present 
and anticipated future markets for 
submersible pumps. 


7019. Market Study of Space| 
Heaters. 
This is a market study by Elec- 
trical Merchandising of the 1958 


7006. Marketing Newsletter. 
The Journal of Plumbing, Heat- " 
ing & Air Conditioning publishes 
a semi-monthly newsletter on, 
marketing trends affecting the! \ 
plumbing, heating and related in- 
dustries and offers it without 
charge to those marketing through | 
plumbing and heating channels. | 
Others will be charged an annual 
subscription rate of $7. 


NEWS PICTURES OF THE YEAR’ 


OMPE TION AND EXHIBITION 


omer 


7007. A Market Profile: The Heat- 
ing, Air Conditioning, Sheet 


36% of SOUTH DAKOTA'S 
SPENDABLE INCOME 


Exclusively Covered by: 


THE TRIPLE MARKET GROUP 
* HURON DAILY PLAINSMAN 
+ MITCHELL DAILY REPUBLIC 
* WATERTOWN PUBLIC OPINION 


Sold in combination and nationally 
represented by 
Johnson, Kent, Gavin & Sinding Inc. 


Metal Contracting Industry. 

A 16-page summary of the ac- 
tivities, purchasing patterns, anu 
equipment consumption of con- 
tractors serving the warm air 
heating, packaged air conditioning, | 
ventilation, and sheet metal con- SCHOOL OF JOURNALISM 
tracting industry is offered by ; and ENCYCLOPAEDIA 
Heating & Air Conditioning Con- 
tractor. 


mntlty Sponsored by the 


NATIONAL > PHOTOGRAP? 


UNIVERSITY OF MISSOUR! 


BRITANNICA 


7008. Glass. 

A study showing the marketing 
and distribution patterns and 
quantities of glass sold through 
building material dealers is of- 
fered by Building Supply News. 


7009. Electrical Supplies and Fix- 
tures. 

Building Supply News also of- 
fers this report of a study made 
among lumber and building ma- | 
terial dealers to determine how 
many of them sell electrical sup- 
plies and fixtures, how much they 
sell, sources of supply, etc. 


—— 


Now Everyone Knows! 


7010. Ohio Hardware Products | 

Study. 

Results of a study of Ohio’ 
building material dealers made by 
Building Supply News and the 
Ohio Assn. of Retail Lumber Deal- 
ers are reported in this booklet, 
covering hardware products han- 
dled, business volume, dealers’ 
buying habits, display space de- 
voted to hardware, and oye geal 
of sales to different types of cus- | 
tomers. 


7011. Iowa Hardware Products 
Study. 
The same type of information | 

culled from the Ohio building ma- | 

terial dealers was gathered from | 

Iowa dealers to make this report, 

available from Building Supply 

News. 


7012. Selling Kitchens and Allied 
Products. 

A survey of lumber and build- 
ing material dealers to determine 
the type of kitchen cabinets sold 
by lumber dealers, the number of 
dealers selling various types of 
kitchen products and kitchen re- 


| nearly 10 years the folks in WCCO 


‘Television’s 68-county coverage area have 
known first-hand the outstanding news- 
casts presented 57 times each week by the 
Northwest’s most popular television station. 

Now, everybody knows of WCCO ‘Tele- 
vision’s top news coverage. For WCCO 
Television has been named ‘‘Newsfilm Sta- 
tion of the Year”’ in the world’s largest com- 
petition for photo-journalism— sponsored 
jointly by the National Press Photograph- 
ers’ Association, Encyclopedia Britannica, 
and the University of Missouri. 

This beautiful plaque will be placed proud- 
ly next to the award WCCO ‘Television 
received in 1955 as the “Outstanding ‘lele- 
vision News Operation of the United States 
and Canada”’ from the National Association 


WCCO Television 


MINNEAPOLIS «© ST. PAUL 
Represented by Peters, Griffin, Woodward, Inc. 


of Radio and Television News Directors. 

There's another award we treasure, too. 
It’s the one WCCO ‘Television wins from the 
734,800 Minnesota-Wisconsin viewing fami- 
lies every month. ARB, for example, has 
reported WCCO ‘Television with the lion’s 
share of sets-in-use, sign-on to sign-off every 
day, for 41 of the past 45 months 

It is for honors such as these that WCCO 
Television is known throughout the North- 
west as the champion station for viewing, 
and the champion station for selling. And 
now, everybody knows. 


Newsfilm Station of the Year 
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Available Market Data—Distribution 


To secure copies of data listed, use the handy coupons 


Water Heaters. 


This is a market study by Elec-| 


trical Merchandising of the 1958 
market for electric water heaters, 
including sales by states for the 
past 10 years and a three-year 
sales summary that shows units 
sold, average retail price, retail 
value, number of homes with the 
product and number without. This 
folder is free to advertisers and 
their agencies; 15¢ per copy to 
others. 


7021. Appliance-TV-H ousewares 
Statistical Data. 

This reprint from the January 
issue of Electrical Merchandising 
covers the general appliance-tv- 
housewares industry with statisti- 
cal data for the whole year of 
1958. It includes manufacturers’ 
sales, size of industry, etc., for 
most products in the field, plus 
saturation tables and market data 
by regions. Single copies are free 
to advertisers and their agencies, 
$1.50 to all others. 


7022. Electric Housewares Market | 


Study. 

This is Electrical Merchandis- 
ing’s study of the 1958 market for 
electric housewares. It covers bed 
coverings, blenders, electric clocks, 
coffeemakers, fry pan-skillets, 
mixers, shavers, steam irons and 
toasters. There are three-year 
sales statistics for other electric 
housewares. Single copies free to 
advertisers and _ their 
25¢ per copy to others. 


7023. Consumer Electronics Market | 
Study. 

This is a study by Electrical 
Merchandising of the 1958 market 
for radio, television sets, phono- 
graphs, recorders, records and 
tape. Both hi-fi and stereo phono- 
graph sets are covered, It includes 
year statistics and 10-year sales 
statistics by states. Single copy is 
free to advertisers and their agen- 
cies; 35¢ a copy to others. 


7024. Market Study: Room Air 
Conditioners and Dehumidifi- 
ers. 

This is Electrical Merchandis- 
ing’s study of the market for room 
air conditioners and dehumidifiers 
during 1958. It includes a three- 
year sales summary for room air 
conditioners, including units sold, 
average retail price, retail value, 
number of homes owning and 
homes without. Single copies are 
free to advertisers and their agen- 
cies; 15¢ to others. 


7025. Market Study: Refrigerators 
and Freezers. 

This is a study of the markets 
for refrigerators and freezers dur- 
ing 1959 by Electrical Merchan- 
dising. It covers sales by states 
for both products, 1946 through 
1957, and a three-year sales sum- 
mary for refrigerators (units sold, 
average retail price, total retail 
value, number of homes owning 
and number of homes without), 
plus manufacturers’ shipments and 
general market information. Sin- 
gle copies are free to advertisers 
and their agencies; 25¢ a copy to 
others. 


7026. Market Study: Electric 
Ranges. 
This is a study of the market 
for electric ranges during 1959 


made by Electrical Merchandising. | 7034. A Study on Window Mate-| Photo Merchandising to determine 


It covers sales by states, 1946 
through 1957, and also has three- 
year sales summary for standard 
types and built-ins, detailing units 


sold, average retail price, total re- the distribution and relative pop-| counter stocks some 20 photo-| 


tail value, number of homes own- 
ing and homes without, plus gen- 
eral product and market informa- 
tion. Single copies free to adver- 
tisers and their agencies; 25¢ per 
copy to others. 


7027. Market Study: Dishwashers, 
Disposers, Incinerators, Steel 
Kitchen Cabinets. 

This is an Electrical Merchan- 
dising study of the markets during 
1958 for dishwashers, disposers, in- 
cinerators and steel kitchen cabi- 
nets. It includes three-year sales 
summaries for dishwashers, dis- 


posers and steel kitchen cabinets, | 


plus general product and market 
information on each of the four 
products. Single copies are free to 
advertisers and their agencies; 25¢ 
per copy to others. 


7028. Market Study: Vacuum 
Cleaners and Floor Polishers. 


This is a study of the markets | 
floor | 


for vacuum cleaners and 
polishers during 
Electrical 
|cludes a three-year sales sum- 
mary for each, listing units sold, 


average retail price and total re-| 


tail value. It also contains sales 
summaries for vacuum Cleaners, 
number of homes with and with- 
out, plus general 
market information on each prod- 
juct. Single copies are free to ad- 


1958 made by 
Merchandising. It in-| 


product and} 


Advertising Age, April 20, 1959 


TO OBTAIN MARKET DATA USE 


Readers’ Service Dept., ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Ill. 


Please send me the following data (insert code number of each item wanted) : 


THIS COUPON 


| 


a ea ee PAkGuie Ewa eee RE “CRS bay rates CPs Fae kas eek mecine 
| ERTS ren ie erat rae ee ee ee ee ee eas (ee en et eo 
Address 
City & Zone. SaCMNe G b-o:slsis A> dda. srdeee athadnd « Awe 
| This coupon will not be serviced after July 15, 1959 
7035. Building Products Distribu- Market. 7048. The _ Institutional Food 


tion Newsletter. This is a study made of seven 
This newsletter, issued in Jan- marketing areas by Photographic 


| . . . . 
juary, gives a year-end report on| Trade News indicating the success 


| the sales, operations and current 


| that foreign photographic products 


Wholesaler. 
This is a profile describing the 
size and scope of institutional food 
| wholesaler operations. It also con- 


|have had in sales through retail | tains a readership preference study 


agencies; 


vertisers and their agencies; 25¢ | problems of U. S. lumber and 


per copy to others. 


7029. Market Study: Home Laun- 
dry Equipment. 

This is an Electrical Merchan- 
dising study of the markets for 
washers, dryers and ironers dur- 
ing 1958. It includes sales by 
|states for 1946 through 1957 for 
each and three-year sales sum- 
maries for washers and dryers. 
The washer summary is broken 
down by automatic and wringer 
types, plus general product and 
|market information for all three 
| products. Single copies are free to 
|advertisers and their agencies; 25¢ 
| per copy to others. 


7030. A Basic Study of Automobile 

Retailing. 

Ford Motor Co. has issued a 
booklet giving the results of a 
|/broad study on how the new-car 
| buyer shops and relationships with 
|dealers. The survey measures the 
customer’s satisfaction with the 
|dealer-customer relationship and 
makes suggestions for further im- 
provement, 


7031. The Market Picture for Wa- 
ter Systems. 

Water Well Journal is offering 
this one-page reprint from its wa- 
ter systems issue in April. It gives 
| figures on water well systems in- 
stalled by contractors and analyzes 
| market prospects for 1959. 


| 7032. The Key to More Profit: The 
Water Systems Package. 

This is a reprint from the water 
| Systems issue of Water Well Jour- 
nal in April describing the trend 
/in suburban and farm develop- 
;/ment in demand for water under 
pressure. It gives long-range esti- 
mates on home water use and de- 
scribes advantages for well con- 
tractors in selling water system 
| package deals. 


| 7033. Plus Profit in A Natural 

Market—Water Conditioning. 

This is a reprint from Water 
Well Journal of an article in 
| which is outlined the potential 
|market for water conditioners as 
|another item for well contractors 
| who already handle water sys- 
tems equipment. 


rials Handled by Lumber and 
Building Product Dealers. 

This is a report on a research 
|study to develop information on 


| 


| sane of various kinds of window 
|materials among lumber and 
|building product dealers. It 
| Published by American Lumber- 
|}man & Building Products Mer- 
| chandiser. 


building material retail and whole- 
sale distributors. It is issued by 
American Lumberman & Building 
Products Merchandiser. 


7036. Building Products Distribu- 
tion Newsletter (Aluminum 
Special). 

This is American Lumberman & 
Building Products Merchandiser’s 
analysis of the U. S. market for 
aluminum building products among 


|camera stores. The penetration of 
individual brands is shown. 


7042. Brake and Front End Service 

Shops Study. 

This is a study of brake and) 
front end service shops showing | 
|volume of business, type of serv- 
lices offered, planned investment 
in new equipment, materials pur- 
chased each month, type and 
amount of equipment now in use 


of this group. The profile was pre- 
pared by Institutions Magazine. 


7049. Institutions Market for Ice- 

Making Equipment. 

This is a survey of Institutions 
Magazine subscribers’ experience, 
use and preferences with regard 
to different types of ice making 
equipment. 


7050. Survey of Hydrogenated 


is | of more than $200,000,000. 


lumber and building material and other safety service market 
dealers. 
| End Service. 
7037. Building Products Distribu-| 
tion Newsletter (Hardware, | 7943. Elm Farm Food Co. Study. 
Paint, Tools). This is a reprint of articles ap- 
This is American Lumberman & Pearing in the January and Feb- 
Building Products Merchandiser’s TUary issues of Frosted Food Field 
analysis of the market for hard- | Covering all aspects of frozen foods 
ware, paint and tool products |relative to Elm Farm Foods Co., a 
among U. S. lumber and building New England food chain. It covers 
material dealers. It includes data ©V€TY detail of every one of the 
on average sales per dealer and millions of packages of frozen 
average dealer inventory. foods handled by the chain during 
|the past three years. This is the 
7038. Special Report on Distribu- | first of a five-part regional pro- 
tion Changes: Cash-and-Carry; | 8™@™ in which the publication 
Competitive Pricing: Co-op| Will survey complete corporate 
Buying. | chain operations. 


This is an exclusive report by | 7044. A Census of Institutions. 
American Lumberman & Building; This is a report covering the 
Products Merchandiser on _the number of institutions in the coun- 
new competition in the distribu- | try today with examples of the 
tion of building products into light /concentration of purchasing power 
residential construction use and) which exists in this market. It 
how — conventional lumber and | includes all areas of the mass 
building material dealers are op-|feed-mass housing industry such 
erating to meet this competition. | as restaurants, hotels, hospitals, 
Free to advertisers and agencies; | schools, colleges, clubs, YMCAs 
$1 per copy to others. etc. It is put out by Institutions 


| Magazine. 
7039. Today’s Building Material! 


Shopping Centers; A Special, 7045. 1959 Construction Forecast 
Report on Store Merchandising.| for Mass Feeding—Mass Hous- 
American Lumberman & Build-| _ ing Industry. 
ing Products Merchandiser ex-| This is a forecast of 1959 new 
plains how lumber and building|institutions construction with es- 
material dealers are using lumber |timates of major institutional cat- 
inside and outside their new retail |egories by Institutions Magazine. 
showrooms as a permanent exhibit| It also describes the tremendous 
of their principal product and re-| growth in new institutions con- 
building and remodeling their) Struction since the close of World 
yards and buildings for more ef-| War II. 
fective efficient sales and han- 


dling of building products. |7046. The Institutions Market for 


Food Products. 

This study includes data on es- 
mated food consumption by ma- 
|jor product categories, methods of 
|purchasing and distribution and 
other factors related to the insti- 


tutions market gathered by Insti- 
|what photo products are being | tutions > tt By 4 " 


sold at the 50,000 photo counters, 
_comprised primarily of drug stores. | 7047. Purchasing Functions of Na- 
The study shows that the photo | tional Restaurant Assn. Mem- 
bers. 

graphic products in addition to| This survey covers purchasing 
|film and bulbs and annual sales patterns and responsibilities for 
|various major product categories 
|of members of the National Res- 
7041. The Penetration of Imported| taurant Assn. The data was gath- 
| Cameras into the Domestic' ered by Institutions Magazine. 


7040. The Diversity of Photo-| 4 
graphic Merchandise Sold by| 
Photo Counters. 

| This is a nationwide study by 


| 


|data. It is issued by Brake & Front | 


Shortening and Oils Used in 
Quantity Food Operations. 

This is a report covering a se- 
ries of personal interviews on the 
use of different kinds and brand 
of oils and shortenings in the in- 
stitutions field. Institutions Maga- 
zine gathered the data. 


7051. Selling to the U. S. Govern- 
ment. 

This is a report by Institutions 
Magazine describing the methods 
and techniques of selling to U.S. 
government institutions. Specifica- 
tions and bidding requirements are 
also discussed. 


7052. What’s Ahead for 1959 in 
the Institutions Field. 

This is a reprint of the lead ar- 
ticle from the January Institutions 
Magazine containing estimates of 
anticipated changes in 1959 re- 
quirements for the mass feeding- 
mass housing industry. It also in- 
cludes a report and charts on the 
shifting emphasis to institutions 
construction. 


7053. Prescription Sales Survey. 

This is a survey of prescription 
sales broken down by chain drug 
stores, independents with foun- 
tains and independents without 
fountains. The survey tabulates 
total number of prescriptions filled 
and the value of the prescription 
volume for each of 25 major 
types of prescriptions. It is is- 
sued by American Druggist. 


7054. Survey of Self Service in 
the Retail Drug Field. 

This American Druggist survey 
reports on the number of stores 
adopting self service, broken 
down by chains and independents 
and by sections of the country. 


7055. Drug Store Operations in 

Shopping Centers. 

This is a survey showing how 
drug stores in shopping centers 
differ from other drug stores in 
sales, traffic, sales-per-square-foot 
and other factors. The report is 
broken down by major types of 
shopping centers: regional, com- 
munity, neighborhood. It was pre- 


| pared by American Druggist. 


7056. American Druggist Fort- 
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nightly Prescription Survey. 

Published in every issue of 
American Druggist, this survey 
reveals the movements of 25 ma- 
jor types of prescription products. 
The data presents, for each prod- 
uct type, the average price. 


7057. Bi-Monthly Survey of Sales 

Trends in Prescriptions. 

Published bi-monthly by Amer- 
ican Druggist, this is a survey of 
sales trends of 25 major types of 
prescriptions, broken down by 
professional pharmacies, urban 
drug stores, rural drug stores, 
chain drug stores and hospital 
pharmacies. 


7058. Fortnightly Survey of Dis- 

ease Trends. 

This fortnightly survey pub- 
lished in every issue of American 
Druggist presents short-term fore- 
casts of increase or decrease in 
the number of cases anticipated | 
for each of the 10 major types of | 
diseases, broken down by sections 
of the country. 


7059. Trends 
Store Sales. 
This is a fortnightly survey of 

trends in over-all drug store sales 

broken down by chains and in- 
dependents. It is published in 
every issue of American Druggist. 


in Over-All Drug 


7060. The Vitamin Market. 

This is an analysis of retail vi- 
tamin sales according to type of 
outlet with interpretations of cur- 
rent marketing trends affecting | 
vitamin sales, published by Amer- 
ican Druggist. 


7061. Store Hours of Drug Stores. 
This is a study of the hours per 
day and days per week that the 
nation’s drug stores are open. It 
is published by American Drug-' 
gist. 
7062. Eight Billion Dollars 
Hay. 
This study has data 
ownership, location, 
services 


Ain't 


on motel 
investments, 
and facilities, products 
used in construction, equipping 
and furnishing. All subjects are 
covered as to existing motels, 
planned purchases for. existing 
motels and planned purchases for 
new motels. General equipment, 
day to day supplies, linens, etc., are 
also covered in this study by 
Tourist Court Journal. 


7063. Central Warm Air Heating | 

Equipment 1915-1957. 

This four-page bulletin shows 
the total shipments by year of} 
warm air heating units and relat- | 
ed equipment. Published by Amer- 
ican Artisan. | 

| 
7064. Sheet Metal Contracting— | 

A 1957-1958 Study. 

This report covers sheet metal 
contractors and their activities in 
18 U. S. cities and reports the 
types of work they perform, an- 
nual tonnage of metal used and | 
other basic statistical informa- | 
tion. It is put out by American 
Artisan. 


7065. A Market Study of Central 
Residential Summer Air Con-| 
ditioning. 
This report shows that the key 

warm air heating dealer-contrac- 
tors and wholesalers are the most 
important distribution outlets in 
selling the central residential sum- 
mer air conditioning market. Pub- 
lished by American Artisan. 


7066. An 18-City Study of Distri- | 
bution—Winter Air Condition- 
ing and Warm Air Heating. 

This American Artisan report 
covers the results obtained in an 
18-city survey of dealer-contrac- 
tors in the warm air heating—cen- 
tral residential air conditioning 
field; it provides key dealer mor- 
tality information, line change 
data and the position and impor- 
tance of the wholesaler in this 


| market. 


Warm Air Heating, Etc. 
This report provides data cover- 


ing interviews with dealers and | 


;ernization checklists designed to 
help uncover sales leads in each 


| 7069. Air Conditioning’s Future. 
This is a reprint of an article 


contractors in the field of warm air) ;,, Heating, Piping & Air Condi- 


heating—central residential sum- 
mer air conditioning—sheet meta 
contracting in four national mar- 
kets concerning ownership of port- 
able electric tools. Offered by 
American Artisan. 


7068. Modernization Guide. 

This is a 60-page reprint of ar- 
ticles in American Artisan ex- 
plaining every phase of the big 


|tioning giving statistics covering 
lthe future for commercial-indus- 
trial large building air condition- 
ing market served by the publica- 
| tion. 


7070. Consulting Engineers Serv- 
ing the Field. 
This study by Heating, Piping 
& Air Conditioning shows how 
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7067. The Market for Portable of these three phases of business To secure copies of data listed, use the handy coupons 
Electric Tools in the Field of| within this market. 


tioning equipment. 


7071. Heating, Piping and Air 

Conditioning Markets. 

This presentation explains the 
markets served and the products 
used in the commercial-industri- 
al large building heating, piping 
and air conditioning field and ex- 
plains how the equipment is spe- 
cified and purchased within this 
market. It is issued by Heating, 
Piping & Air Conditioning. 


modernization market in warm|/ many consulting engineering | 7072. The Outlook for Trading 
air heating—central residential air | firms there are in the U. S. and Stamps. 

conditioning and sheet metal con-| how many of them actually speci- | This is a reprint of a speech 
tracting. It also includes mod-|fy heating, piping and air condi-| given by Dr. Eugene R. Beem, 


Sperry & Hutchinson economist, 
before the American Marketing 
Assn. Northern California chap- 
ter. He delves into such questions 
as why trading stamps are effec- 
tive and the share of retail trade 
made by merchants giving trading 
stamps between 1900 and 1958. Of- 
fered by Sperry & Hutchinson, 


AD SCHEDULES OF COMPETITORS 

@ '59 Blue Book spans 4 yrs. through 
1958 . . . 10,000 firms. $35 

@ Red Book 20. . . 1958 only. Another 
25,000 firms. $35 

Write: V. H. VanDiver, Sr., BRAD-VERN’S 

REPORTS, Woolford, Md. 

Phones: Cambridge 171 and 2980 


The Dallas News 
has the largest 


daily circulation 


THE DALLAS 
MORNING 


in ‘Texas! 


According to latest ABC Audits 


CRESMER & WOODWARD, INC., Wationa/ Representative 


New York e Chicago e Detroit « Atlanta « Los Angeles « San Francisco 
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Available Market Data—Distribution 


To secure copies of data listed, use the handy coupons 


7073. Trading Stamps and 

American Economy. 

This is a reprint of remarks 
made by Dr. Eugene R. Beem, 
Sperry & Hutchinson economist, 
before the St. Louis chapter of 
the American Marketing Assn. He 
covers such topics as the nature 
of competition, requirements for 
competing effectively, and the im- 
pact of the trading stamp indus- 
try on our economy. Offered by 
Sperry & Hutchinson, 


7074. The Hamilton Corp. Study 
of Trading Stamps. 

This is the result of a research 
made by Hamilton Corp., which 
manufactures products offered 
in trading stamps catalogs, to de- 
termine if the exposure of mer- 
chandise in color illustrations in 
stamp catalogs and the display in 
stamp redemption stores is likely 
to increase sales of that same mer- 
chandise in retail outlets, or if it 
is likely that persons redeeming 
merchandise with stamps would 
have purchased that same mer- 
chandise through a retail outlet 
had they not had stamps. 


7075. Survey of ‘Fringe’ Products. 

This is a special report by Na- 
tional Jeweler on the 
standing of various lines carried 


the | 


relative | 


on 2,000 automotive companies. It 
costs $2.50 per copy. 


7081. Marketing Map of the Chain 
Variety Store Field. 

A map showing the location by 
states of 12,322 stores operated by 
1,620 chains is offered by Chain 
Store Age and Variety Store. Other 
facts included are sales of leading 
variety chains, sales of single va- 
riety stores, total national volume, 
major warehouse locations, cities 
with chain buying and district 
offices, and sales by departments. 


7082. Variety Store Check List. 
This is a four-page monthly 

newsletter summarizing chain va- 

riety store developments’ and 


Age and Variety Store to chain 
store suppliers and their agencies. 


7083. Chain 

ports. 
| Another monthly newsletter, 
|listing stores and warehouses 
planned or under construction by 
chains in all retail fields by states 
and for Canada, is offered by 
Chain Store Age to advertisers of 
construction material and equip- 
| ment and their agencies. 


Store Building Re- 


by credit jewelry stores. The mag- | 


azine made a study to determine 
whether product trends of so- 
called “fringe’’ merchandise— 
items not traditional to the aver- 
age jewelry store—and the extent 
to which the ratio is increasing or 
decreasing. 


7076. Automotive News and Me- 
dia Data. 


Based on the NIAA outline, this | 


booklet identifies the car dealer 
market and automotive manufac- 
turing market and shows Automo- 
tive News’ coverage of each, with 
further information on the his- 
tory, editorial and circulation pol- 
icies of the publication. 


7077. Automotive News Almanac. 

This 300-page volume, pub- 
lished by Automotive News each 
year, contains statistical data on 
all phases of the automotive in- 
dustry including trends, engineer- 
ing data, new and used car prices, 
etc., plus biographical sketches of 
1,200 industry leaders and per- 
sonnel and product information 


Regular Features 
Back Next Week 


The regular lineup of fea- 
tures (Creative Man, On the 
Merchandising Front, Sale- 
sense in Advertising, etc.) 
which normally appears in 
the AA feature section has 
been omitted from this issue 
to provide adequate space 
for the large volume of mar- 
ket data. All of the usual fea- 
tures will be back in their 


regular places next week. 


|7084. To Sell Big... Sell Chain. 

An eight-page study of the 
chain restaurant and _ fountain 
| field, showing the scope of this 
|}market, dollar volume, and spe- 
| cialized features of the market, is 
| available from Chain Store Age. 


7085. Chain Restaurant and Foun- 
tain Building Report. 

This is a bi-monthly report on 
new construction and moderni- 
zation plans of restaurant and 
fountain chains, which includes 
news briefs about chain restau- 
rant trends. It is offered by Chain 
| Store Age. 


7086. Chain Drug News. 

Trends and developments in the 
chain drug store field, self-service 
data, new store openings, person- 
nel news, and other pertinent data 
are given in a monthly newslet- 
ter published by Chain Store Age 
in two editions—one for general 
chain drug news content and the 
other for pharmaceutical news 
content. 


7087. What Do Food Chain Stores 
Sell? 

A 40-page study of food chain 
store sales and margins for ma- 
jor food and non-food categories, 
illustrated with charts and graphs, 
is offered at $1 per copy by Chain 
Store Age. 


7088. Food Chain Newsletter. 

A monthly summary of food 
chain events and trends, showing 
regional sales and changes for the 
current month over the previous 


ARE YOU OVER-LOOKING THE 
VAST POTENTIAL OF THE 


6-BILLION-DOLLAR CERAMIC — 


The ceramic 
_ field is so vast that 
it offers a big market 
for advertisers in just 
about every field! Investi- 
gate the ceramic sales po- 
tential today. Write for your 
free copy of the “Scope 
and Size of Ceramic Pro- 
duction in the United 
States”. 


AMERICAN CERAMIC SOCIETY BULLETIN 


4051 North High St., Columbus 14, Ohio 


trends, with monthly sales of lead- | 
ing chains, offered by Chain Store | 


Chain Store Age. 


7089. Annual Retail Sales of Lead- 
ing Chains. 

A four-page folder giving total 
annual sales of selected supermar- 
ket-grocery chains, with the num- 
ber of stores operated by each, is 
available from Chain Store Age. 


7090. Chain Grocery Product Stud- 
ies. 

Separate reprints of product 
study articles in Chain Store Age 
grocery magazines now available 
are No. 6, outdoor eating products; 
No. 7, baking needs; No. 8, party 
foods; No. 9, pet goods, and No. 
13, household supplies. Single 
copies free, additional copies at 
20¢ apiece. 


7091. A New Look at Electronic 
Wholesaling. 

This study of jobber operations 
| includes analyses of electronic dis- 
| tributor operations by size of city, 
number of employes, sales, and 
number of establishments operat- 
ing as chains. It is offered by Elec- 
| tronic Periodicals Inc. 


7092. Electronic Industry Market 

Guide. 

Jobber News’ annual market 
guide, published last August, pro- 
vides statistical information on in- 
dustry growth, production trends, 
equipment in use, and influences 
affecting markets in various sec- 
tions of the country. 


7093. Distribution of Food Store 
Sales in 133 Cities, 1958. 

The percentage of food store 
sales accounted for by chains, vol- 
untary and cooperative groups, 
| and independents in leading U. S. 
markets, plus the number of stores 
|in each market, are supplied by 
this report from Supermarket 
News. Single copies, free; quan- 
tity orders, 50¢ per copy. 


7094. The Pet Food Industry Is Big. 

A single data sheet offered by 
Petfood Industry summarizes the 
scope of this field, including the 
statement that it outsells breakfast 
cereals and baby foods. 


7095. Market Summaries of Cat 
Food and Dog Food Sales Po- 
tentials. 

Two data sheets offered by Pet- 
food Industry report the cat and 
dog populations of the U. S. by 
areas and family ownership, and 
indicate consumer preferences for 
types of cat and dog foods. 


7096. Distribution Age Census of 
Physical Distribution Functions. 
Distribution Age offers this fold- 
er giving a state-by-state census 
of industrial traffic managers 
(subdivided into industry group- 
ings), public warehouses (subdi- 
vided by types), piggy-back serv- 
ice guide, and essential carrier 
and warehouse operational statis- 
tics (revenue, ton-miles, etc.). 


7097. Facts in Grocery Distribu- 
tion. 

Progressive Grocer’s 26th annu- 
al report on the food industry, out 
this month, gives 1958 food and 
grocery store sales, sales of vol- 
untary and cooperative groups, 
|number of food stores, and a vari- 
}ety of other data about food re- 
tailing in an illustrated booklet 
available at 50¢ a copy. 


7098. Non-Foods 
ness. 

The results of a national survey 
of non-food sales in supermarkets 
are given in this 32-page booklet, 
|reporting number of items, source 
|of supply, total sales, and profit 
margins for health and beauty 
aids, housewares, magazines, soft 
goods, toys, phonograph records 


Are Big Busi- 


and stationery. It is available at 
60¢ per copy from Progressive 
Grocer. 


four months, is available from | 


Use the Coupon 
in Requesting Data 


7099. Super Valu Study. 

Offered by Progressive Grocer 
at $1.50 per copy is this compre- 
hensive study of the operations of 
six Super Valu supermarkets over 
a 12-week period. Information on 
sales, margins, profits, turnover, 
special displays, etc., in all prod- 
uct categories is given, along with 
comparative data on the “profita- 
bility” of all grocery items. 


7100. 1959 Planning Guide. 

This folder of market and media 
fact sheets is offered by Office 
Appliances and includes a list of 
types of information dealers want 
to know about manufacturers of 
office equipment. 


7101. Story of the $4 Billion Of- 
fice Market. 

A study of the growth of the 
office equipment market, the prin- 
cipal channels of distribution, and 
a description of the typical office 
equipment dealer and his role in 
merchandising products are given 
in this booklet available from Of- 
fice Appliances. 


7102. Broiler Production and Mar- 
ket Trend Data. 

Four data sheets offered by 
Broiler Industry provide informa- 
tion on trends in the production 
of and demand for broilers over 
recent years, production and in- 
come statistics for the 23-state 
“broiler belt,” state-by-state pro- 
duction figures and methods of 
production, and other facts about 
this segment of the poultry indus- 


| try. 


| 
| 


7103. Feed Use in the 21 Eastern 
States. 

A census of the livestock pop- 
ulation of the 21 eastern states 
and estimated feed requirements, 
along with notes on market trends, 
production records and prior year 
comparisons, are given in a pam- 
phlet published by Eastern Feed 


| Merchant. 


7120. Your Accessible 1959 Heat- 
ing & Cooling Market. 

This report shows the geograph- 
ical distribution of gas heating 
and residential air conditioning; 
the division of sales between gas 
furnaces, gas boilers and conver- 
sion burners; and central cooling. 
Published by Gas Heat and Com- 
fort Cooling. 


7121. Installations Totalled 505,- 
163. 


Trends in oil heating equipment | # 


sales are outlined in this reprint 


with detailed charts and tables op 
showing prices, sizes and types of |' 


equipment sold during 1958; con- 


centration of oil heating by geo-|% 
dollar | % 


graphical areas; dealers’ 
volume analyzed by type of sell- 
ing activity. From Fueloil & Oil 
Heat. 


7122. Fueloil 
Season. 


A detailed report on fuel oil 
dealers’ activities, showing mar- 
gins, profits, trends, 
trucks operated, percentage of 
dealers owning bulkplants, and 
delivery methods. Published by 
Fueloil & Oil Heat. 


Distributors’ Best 


7123. We’re in Business to Serve. 


This analysis of the market for 
oilheating service shows the num- 
ber of customers per dealer, prices, 
profits, mumber of service con- 
tracts, wages, air conditioning sales 


and service, parts and accessories] } 


consumed, and oilburner installa- 
tions by states. Published by Fuel- 
oil & Oil Heat. 


7124. Gas Heating, Water Heat- 
ing, Air Conditioning, Exclu- 


number of | { 


Advertising Age, April 20, 1959 


sive 1958 Market Data. 

A statistical report on all types 
|of gas-fired heating equipment, 
residential air conditioning and 
water beating. Tables and charts 
| show trends and growth in equip- 
ment and sales, dealer costs, prof- 
its and resale prices. Published by 
Gas Heat and Comfort Cooling. 


7125. Electric Heating Market 
Analysis. 

This report shows the number 
of homes now heated electrically 
and predicts the growth in this 
type of heating. Shows equipment 
types used, location of contractors 
and dealers, costs of electric home 
heating and its effect on seasonal 
power peaks. From Electric Heat 
and Airconditioning. 


7126. Sporting Goods Buying and 
Selling Trends. 

A brochure outlining the buy- 
ing and selling patterns of sport- 
ing goods dealers and jobbers bi- 
annually since 1951 in major lines; 
rating of top 24 sporting goods 
lines; trends in buying major lines 
and circulation information on the 
Sporting Goods Dealer. 


7127. The Soft Drink Industry. 

This illustrated brochure about 
the soft drink industry contains 
production, sales and marketing 
information, including per capita 
consumption, industry purchases, 
flavor and package variations. 
Available from the National Bot- 
tlers’ Gazette, New York. 


7112. Facts About the Buying and 
Reading Habits of Candy Ex- 
ecutives. 

Data on the reading and buying 
habits of candy executives, eval- 
uating their buying power in the 
purchase of candy ingredients and 
equipment are summarized in 
this brochure, which is published 
by Candy Industry and Confec- 
tioners Journal, New York. 


7113. Pharmaceuticals Flourish 

Under Fire. 

This Chemical Week report con- 
tains the history of the field from 
1939 to 1958 with a _ forecast 
through 1968. Includes the com- 
petition of the drug field with 
other process industry segments. 
Information is listed by compa- 
nies and major products and is 
available from Chemical Week, 
New York. 


7114. 1958 Year of Frustration... 


Total Retail Sales 


In CONNECTICUT 


Whatever you're selling, sell 
more—faster—in New London! 
Latest figures show $8041 per 
household spent annually in total 
retail sales . . . highest of all 
Connecticut cities of 25,000-or- 
over population (SM '58 Survey). 


Reach this 66,547 ABC City 
Zone—Connecticut's top retail 
market—through its only daily. 


Che Day 


NEW LONDON, CONNECTICUT 
National Representatives: 
GILMAN, NICOLL & RUTHMAN 
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1959 Deferred Opportunity 
Again. 

A review of the shoe industry 
for 1958 covering manufacturing, 
retailing and consumption, with 
statistics on pairs production, per 
capita production, estimated pairs 
consumption and per capita con- 
sumption by major types. A fore- 
cast of 1959 prospects is also given 
in this brochure by Boot and Shoe 
Recorder. 


7115. Trends and Developments in 
the Laundry Industry. 
Marketing trends in the laundry 
and drycleaning business are out- 
lined in this pamphlet, which 
gives supplies consumption pro- 
jections for the current year. Pub- 
lished by Business Papers Divi- 
sion, the R. H. Donnelley Corp. 


7116. Market Data File—the Laun- 

dry and Drycleaning Industries. 

This file contains analyses of 
the number of plants, sizes, vol- 
umes, services offered, supplies 
used, routes and trucks operated 
by laundries and drycleaners, fe- 
ographical comparisons between 
1948 and 1954 census tabulations. 
Published by the National Cleaner 
& Dyer. 


7117. Case History Studies of In- | 
dividual Wholesale Bakeries 
Annual Purchases. 

Details of the materials con- 
sumed, capital expenditures, the 
use of packaging and trucks are 
given in this report from Baking 
Industry. 


7118. 1958 Annual Baking Indus- 
try Survey Report. 

Operational and poundage sta- 
tistics and trends for the whole- 
sale baking industry are broken 
down geographically and by bak- | 
ery size in this report published 
by Baking Industry. 


7119. Mister Comfort to 1285 Cus- 
tomers. 

This booklet gives information 
on the fuel oil market, and its re- 
lation to the air conditioning mar- 
ket. Geographical distribution and 
a monthly activity curve for deal- 
ers are also included. Published by 
Fueloil and Oil Heat. 


7131. Windows. 

A report by Building Supply 
News covers windows, how they 
are sold, who sells the:a, who buys | 
them, the types, quality and sales 
outlook. 


7132. Product Sales Activity and 
Experience of Sash and Door 
Jobbers. 

A study among 147 jobbers in 
19 states shows the number and 
percentage of jobbers handling va-| 
rious products and their ratings 
of these products. Published by 
Building Supply News. 


7133. Wholesaler Sales, Hardware 

and Building Materials. 

The number and percentage of 
building material wholesalers who 
sell basic hardware and related 
preducts through lumber’ and 
building material dealers is report- 
ed in this study prepared by 
Building Supply News. 


7134. Subscribers’ Commercial & 
Industrial Air Conditioning Ac- 
tivities. 

This study charts the spread of 
activities in which contractor sub- 
scribers are active. It details the 
size range of installations which 
contractors are equipped to han- | 
dle, both in package and central | 
station air conditioning and heat-| 
ing systems. Published by Air 
Conditioning, Heating & Refrig-| 
eration News. | 


7135. Predicting Air Conditioning 
Sales. 

A tabulation plotting residential 
and non-residential air condition- 
ing shipments against residential 
construction volumes for the peri-| 


od from 1947 to 1963 affords a! 


basis for predicting future air 
conditioning markets. Published by 
Air Conditioning, Heating & Re-| 
frigeration News. 


7136. The Office Equipment and) 
Stationery Dealer Market. 

This file folder, holding new) 
data as released, gives the basic) 
structure of the dealer market in| 
office equipment and stationery, | 
including volume of business, vol- | 
ume by types of dealers, general | 
classifications of products and spe- | 
cific products handled, as well as 
data on Geyer’s Dealer Topics. 


| 
7137. The Market Nobody Knows. | 
A booklet containing data on the) 


|size of the garden supply market, | 


where the supplies are sold, what} 
type of outlet sells them, what} 
they sell, prospects for increase in| 
volume, and sales. information. 
Published by Ferncase Publishing | 
Co. 


7138. Do Wholesalers Sell Enough? | 
A brochure describing the mar-| 
ket as it applies to jobbers, dis- | 


*KTVI 


RATE CARD... 


your lowest 
cost per thousand 
TV buy in St. Louis | 


-MR’s continual 
objective is to 
help farmers, 


” tinue farming 
and be long-time 


buyers 


of your product. 


Missouri 
Ruralist 


te 
2 omega 
OT a Sel: 


> ate 


....stands for the 
Missouri Ruralist brand 


of “influence?” 


in farming .. . 
to sales, with its 


top commercial farm families 


unmatched in Missouri! 


IN MISSOURI . . . diversification is the ke 
and MISSOURI RURALIST is the ke 
reatest influence among the 80,006 
This is im 
you because when you buy MISSOURI 


to success 


rtant to 
URALIST, 


you'll know your advertising will be getting the 


depth of impression” and 


‘single purpose reader- 


ship” found only in the editorial and format of State 


Farm Papers like MISSOURI RURALIST. 


State Farm Paper for Missouri 


Capper Publications, Inc., Topeka, Kansas 
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Available Market Data—Distribution 


To secure copies of data listed, use the handy coupons 


tributors, manufacturers’ repre- 
sentatives and their salesmen who} 
handle hardware, housewares, gar- 
den supplies and outdoor living 
products. Available from Ferncase 
Publishing Co. 


7139. Dairy and Ice Cream Plants. 

Maps showing the distribution, 
of the nation’s dairy and ice cream | 
plants are included with informa- 
tion showing the coverage of this 
market by the publications of the 
Olsen Publishing Co. 


7140. Trend Test—Milk Dealers. 

Information concerning supplies 
and equipment sold to the nation’s 
dairy farmers by fluid milk plants | 
is offered in this pamphlet, which 
contains special sections on bulk 
milk handling, cleaning and san- 
itizing markets. From the Milk 
Dealer. 
7141. Milk Products—Maps and 

Charts. 

A set of maps and charts con- 
tains production data by year, 
month and states for branches of | 
the dairy industry, including but-| 
ter, cheese, ice cream, ice milk, | 
sherbet, milk, evaporated milk, | 
creamed cottage cheese, nonfat dry | 
milk solids, and soft serv frozen 
dairy products. Published by the 
Olsen Publishing Co. 


7142. Trend 
Plants. 
Data concerning supplies and 

equipment sold to the nation’s 
dairy farmers by milk product} 
plants. Special sections on bulk 
milk handling, cleaning and san- 
itizing markets are available in 
this report from the Milk Prod- 
ucts Journal. 


Test—Milk Products| 


7143. Annual Survey of 

Store Shopping Habits. 

This is a report covering a con- 
sumer survey of drug store shop- 
pers concerning their buying hab- | 
its and attitudes. It is priced at 
$1 by Burgoyne Grocery & Drug 
Index. 


Drug | 


7144. 5th Annual Survey of Super 
Market Shoppers. 

This is the fifth in a continuing 
series of surveys of supermarket 
shoppers’ buying habits and atti- 
tudes, furnishing data on the cur- 
rent thinking and attitude of the 
supermarket shopper and estab- 
lishing trends. Published at $1 by 
Burgoyne Grocery & Drug Index. 


7145. Lumber and Building Ma- 
terial Dealers. 

A sample of Building Supply 
News readers was surveyed for 
this report which summarizes the 
operations of lumber and building 
material dealers, their locations, 
sales volume, stocks and types of 
customers. 


7146. Selling Products Through the 
Lumber and Building Material 
Dealer. 

Building Supply News conducted 
surveys to discover how and to 
what extent successful dealers sell, 
stock and install a variety of prod-| 
ucts. Reports are available on re- 
silient floor covering; building spe- 
cialty products; paint; kitchens 
and allied products; cordage; lawn, | 
garden and outdoor living prod- 
ucts; glass; glass blocks and ven- 
tilators; bathroom and medicine 
cabinets and accessories. 


7147. Building Supply Dealer 

Ready-Mix Market. ‘ 

This study was conducted by 
Building Supply News to deter- 
mine the percentage and number 
of dealers who operate subsidiary 
ready-mix operations, and the bas- 
ic market and marketing charac- 
teristics of the dealers who have 


these operations. 


7148. Sales Activity of Hardware 


Products. 
Lumber and building material 
dealers were asked about the prod- 
ucts they handle and plan to add. 


Results are tabulated in separate | 


reports for Iowa and Ohio by 
Building Supply News. 


7149. Farm Pumps Data, 58-1. 

Data sheets issued by Domestic 
Engineering Co. give shipments of 
domestic water systems, by types 
of pumps and by horsepower of 
pumping capacity in 1957. 


7150. New Non-Farm 
58-2. 

New permanent non-farm dwell- 
ing units started, by type of struc- 
ture (one-family, two-family or 
multi-family), 1910-57, are listed 
in data sheets issued by Domestic 
Engineering Co. 


Dwellings, 


7151. Fans, Blowers, Air Condi- 
tioning, Refrigeration Data, 58- 
3, 8. 


Data sheets issued by Domestic} 
Engineering Co. give value of ship- | 


ments of fans, blowers, unit heaters 
and accessory equipment (1953-57) 
and shipments of air conditioning 
and refrigeration equipment, 1956- 
57. 


7152. Plumbing, Heating Contrac- 

tors; Shipments, 58-4, 5, 6. 

Shipments of plumbing equip- 
ment by types of fixtures, 1956- 
57; total plumbing, heating and air 
conditioning contractors in the 
U.S., classified by number of em- 
ployes; and a survey of such con- 
tractors in Wisconsin, to deter- 
mine concentration of ownership 
of excavating equipment by con- 
tractors in various size groups are 
included in a series of data sheets 
issued by Domestic Engineering 
Co. 


7153. Housing Inventory. 

A USS. housing inventory, 1950- 
56, is presented in a brochure is- 
sued by Domestic Engineering Co. 


7154. Warm 

Brochure #58-9, issued by Do- 
mestic Engineering Co., covers 
a survey among Massachusetts 
plumbing and heating contractors 
to determine the extent of warm 
air heating business done by them 
in an area long a stronghold of 
hydronic (wet) heating. 


7155. Water Conditioning Equip- 
ment Shipments. 

Shipments, by unit and by value, 
of farm and household water con- 
ditioning equipment, 1956-57, in- 
cluding water softeners, filters and 
chlorinators, are given in a data 
sheet issued by Domestic Engi- 
neering Co. 


7156. Rockford Report. 

A brochure prepared by Domes- 
tic Engineering reports a personal- 
interview study of Rockford, II1., 
heating and plumbing contractors, 
showing size by number of em- 
ployes, number of trucks, annual 
sales of water closets, kitchen 
sinks, water heaters, etc. 


Practices in 
Air Conditioning, 


7157. Specification 
Heating, 
Plumbing. 

A series of data sheets issued by 

Actual Specifying Engineer sur- 
veys specification practices of spe- 
cifying engineers in various catego- 
ries of the heating, air conditioning, 
ventilating, piping and plumbing 
field. 


SOON TO BE PUBLISHED 


7018. Selling Practices in the Boat- 
ing Company Field. 
Slated for publication June 10, 
this booklet will give the results 
of a survey of 500 boat, outboard 


Air Heating Survey. | 
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TO OBTAIN 


Readers’ Service Dept., ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Ill. 


MARKET DATA USE THIS COUPON 


Please send me the following data (insert code number of each item wanted) 


This coupon will not be serviced after July 15, 


Name Title 
Compeny 

Address 

City & Zone. State 


1959 


|motor,.marine hardware and boat 
|supply manufacturers regarding | 
the seasons when ad schedules | 7106. Market Study of the Food 
are prepared, percentage of gross Chain Field. 
|sales spent on advertising, activ- Chain Store Age also plans to 
ity of salesmen, and channels of| publish this report by June 30 on 
distribution used by these manu-| what grocery chains are doing 
facturers. It is offered by Boat &! about shopping centers, what new 
Motor Dealer. items food chains are selling, how 
chains reach buying decisions, rack 
7078. Drug Store Sales by Depart- jobbers, and how to reach and sell 
ments. the chains. 

This is an annual survey of 
drug store sales broken down by | 
15 major departments and by 
chains, independents with foun- 
tains and independents without “ae: : : 
fountains. It will be published by| 17.4} "mot “Setoker by Chan 
Ameren rupee on May 18. | Store Age, giving store, headquar- 


ters and buying office locations, 


cost $1. 


7107. Marketing Map of the Chain 
| Drug Field. 
This pictorial representation of 


= i — Foot in | sales group breakdowns, etc. Sin- 
This ~ om enmesl survey of | 2l¢ copies will be free, while ad- 


sales per square foot in the aver-| ditional copies will cost $1 apiece. 


age drug store for each of the 15) 
major departments. Figures are | 7108. Chain 
given separately for the average Study. , . 
chain drug store, for the average In May, Chain Store Age will 
independent with fountain and| have available this report on the 
for the average independent with- | number of new stores and major 
out fountain. It will be published | remodelings planned by chains in 
by American Druggist on June 29. | all fields, and estimated expendi- 
| tures in each field. 

for} 

7109. Market Study of the Chain 

Variety Store Field. 


Store Construction 


7080. Drug Store Market 
“Health Supports” Products. 
This study provides data on the 
types of “health supports’ prod- 
ucts carried by drug stores and 
the number and types of stores 
carrying the products, formerly 
known by such names as “surgical 


Chain Store Age report will give 
total chain sales for 1958, sales of 
leading chains, merchandise trends, 
ordering techniques, sales by de 


supplies,” “hospital supplies” and| partments, and plans for new 
“sickroom goods.” It will be pub-| stores. 

lished in May by American Drug- 

gist. 7110. Facts and Figures from 


Drive-Ins. 

An eight-page illustrated report 
on a survey of owners and man- 
agers of drive-in restaurants in 
50 US. cities, giving statistics on 
food equipment buying and data 
on what operators need and plan 
to buy for their drive-ins, will be 
published May 15 by Diner Drive- 
In. 


7499. How to Get Your Share of 

the Big Car Dealer Market. 

Automotive News offers this 
booklet showing the results of a 
survey of car dealers and includ- 
ing size and characteristics of 
dealerships, types of mechanical 
and service work, equipment and 
tools and buying influence. It will 
be published in July. 


7111. How To Establish and Op- 
erate a Successful Fancy Foods 
Department. 

This 32-page booklet, reporting 
on fancy foods sales in supermar- 


7104. Market Guide, 1959. 

The August issue of Jobber 
News & Electronic Wholesaling 
will incorporate its annual market 
guide for the electronic industry, 
giving data on industry growth, 
production trends, equipment in 
use, and influences which affect 
markets in varying sections of the 
country. It will be available free 
to advertisers and their agencies. 


copy from Progressive Grocer the 
end of this month. It will include 
case histories of profitable fancy 
foods departments, information on 
sources of supply, pricing and 
merchandising, and display sug- 


7105. Marketing Map of the $23| 8estions. 


Billion Chain Supermarket- 
Grocery Field. 

Planned for publication June 30, 
this map will show the location 
by states of 27,387 stores operated 
by 3,171 food chain companies, 
chain headquarters and branch 
buying office locations, and infor- 
mation on what food chains sell. 
Chain Store Age will send single 
copies free; additional copies will 


7128. Watch Bands and Lighters. 

A study on the watch band and 
lighter market will give informa- 
tion on consumer purchasing hab- 
its, brand preferences, style pref- 
erences, location of these items in 
the store, size of the markets and 
seasonal sales peaks. To be pub- 
lished before December by Jewel- 
ers’ Circular-Keystone. 


| To be published May 30, this| 


kets, will be available at 25¢ a) 


7129. Retail Jewelry Industry. 


An up-to-date picture of the 
retail jewelry industry will in- 
|}clude commodity sales in eight 


different store volume groups; cost 
of business operations; sales per- 
centages; and methods of doing 
business. To be published in July 
by Jewelers’ Circular-Keystone. 


7130. Retail Jewelers’ Buying Hab- 
its. 

The amount and type of jewelry 
merchandise retailers buy from 
wholesalers and directly from 
manufacturers will be reported in 
this brochure, also how much 
merchandise is bought from one 
source. The study will be pub- 
lished before September by Jewel- 
ers’ Circular-Keystone. 


| MARKETS 


NOTE: Most items listed here 
are available without charge, but 
|not all. Those requesting material 
which bears a price will be billed 
j;at the stated price by the pub- 
lishers. 


8000. Market 
Plants 

This folder presents a state-by- 
| State compilation of plants adding 
|offset presses in each year since 
| 1951, based on responses to a sur- 
|vey conducted by Graphic Arts 
| Monthly. It includes data on com- 
| bination offset-letterpress plants 
compared with exclusively offset 
plants. Published by Graphic Arts 
Monthly. 


Analysis—Offset 


| 8001. 1954 Census of Manufactures 
| and a 1959 Analysis of the 
Graphic Arts Industry 

This folder summarizes materi- 
als from the 1954 Census of Manu- 
factures to give a comprehensive 
picture of the total market for 
graphic arts plant equipment and 
materials by size and type of 
plant. Published by Graphic Arts 
| Monthly. 


|g002. Home Appliance Builder 
Market Information File 

In this file is included current 
and comparative information on 
sales of major appliances including 
cooking and heating, refrigerators, 
freezers, washers, dryers, water 
heaters, central heating, air condi- 
tioners, vacuum cleaners, dispos- 
ers and dishwashers. Available 
from Home Appliance Builder. 


8003. Industrial Maintenance and 

Plant Operation 

This market information kit of- 
fers a summary of plant operating 
functions, purchasing patterns and 
readership _ studies, geographical 
and §.1.C. tabulations of subscrib- 
ers. Published by Industrial Main- 
tenance and Plant Operation. 
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Available Market Data—Industrial 


To secure copies of data listed, use the handy coupons 


8004. Design 

ence Studies 

The influence of the mechanical 
engineer in the purchase of over 
100 items of plant equipment and 
product components is analyzed in 
this report, based on a sample of 
Mechanical Engineering readers. 
Published by Mechanical Engi- 
neering. 


8005. Dust Control Study 

Responses to a survey of Me- 
chanical Engineering readers are 
tabulated in this report. It gives 
reasons for buying dust control 
systems, brands now owned, good 
and bad features of present sys- 
tems, and brands they would pre- 
fer to buy. Available from Me- 
chanical Engineering. 


8006. Electric Clutches and Brakes 
Study 
This pamphlet outlines the types 
of clutches and brakes used indus- 
trially; their ranges of capacity, 
the features considered most im- 


and Buying Influ-| 


portant by the mechanical engi- | 


neer; and reasons why electric) 
clutches are not used. Published 
by Mechanical Engineering. 


8007. Mechanical 
Data File 
This circulation analysis in- 
cludes information on industry, 
litle, occupation and buying in- 
fluence of the subscribers. Issued 
by Mechanical Catalog. 


Catalog Media 


8008. NIAA Media Data Form and | 


Supplemental Statement 
Circulation data on Wire and 
Wire Products are presented in 
this report, along with information 
on wire producing plants and pro- 
ducts made from wire. Available 
from Wire and Wire Products. 


8009. Implement and Tractor’s 
Annual Statistical Number 
Information on farm 


| 


| 


income, | 


production and sale of farm equip- | 


ment, number and kind of ma- 
chines and implements used on 
farms is compiled in this report, 
plus a section on the outlook for 
1959. Issued by Implement & 
Tractor. 


8010. Mechanical Engineering 1959 
Media Data File 
Circulation and readership in- 


formation are offered in this file, | 


with a study of subscribers’ buy- 
ing influence on a variety of pro- 
ducts. Published by Mechanical 
Engineering. 


8011. Sixth Annual Market and 
Statistical Review of the Appli- 
ance and Fabricated Metal 


Products Manufacturing Field | 
This complete review of factory | 


shipments and/or sales of appli- 
ances and other fabricated metal 
products such as plumbing ware 


and steel kitchen cabinets covers) 
the years 1954 through 1958. It is) 


available from Metal Products 


Manufacturing. 


8012. How to Advertise Effective- 

ly to the Rubber Industry 

Characteristics of Rubber Age 
readers are summarized in this 
report and presented along with 
data on job functions and buying 
influence. Published by Rubber 
Age. 


8013. Adhesives Age—A New 
Magazine for a Vast New Mar- 
ket 

Information about the industry, 
the major industrial consumers 
and types of end-products have 
been gathered for this booklet. It 
also tells of the type and quanti- 
ties of adhesives used by repre- 
sentative consumers. Available 
from Adhesives Age. 


8014. There’s Profit in Rubber 
This 20-page booklet describes 


the rubber goods manufacturing 
industry, its size, growth, type of 
processes, invested capital, sales, 
profits and assets. It is published 
by Rubber Age. 


8015. Horsepower on the Inland 

Waterways 

This table shows the propulsive 
power used by towboats, tugs and 
other commercial craft on the in- 
land waterways, broken down by 
horsepower categories. Available 
from the Waterways Journal. 


8016. The Fabulous Brewery Mar- 

ket 

Figures on production, sales and 
expenditures for the brewery in- 
dustry for the years 1933 to 1957 
are summarized in this report. It 
is published by Modern Brewery 
Age. 


8017. Welding Market Map 
This 25 x 38” map shows the 13 


Columbus 
has the 
buying power... 
The Dispatch 
has the selling 
power 


Another thriller-diller from WJRT— 


Sharpest buy in mid-Michigan TV: 
WJRT, the only single-station way to blanket 
Flint, Lansing, Saginaw and Bay City. The 
signal: grade ‘‘A”’ or better. That’s WJRT 
efficiency, bringing you right into the center 
of things, giving you penetration from within. 


143 


Optional Combination Rate 
with the morning Ohio State 


Representatives: 
Journal now available 


O'Mara & Ormsbee, inc. 


“The Columbus Bisputch 


OHIO'S GCREATEST HOME NEWSPAPER 


“They're trying to pin 
something on me, Chief.” 


““Nonsense, Ponsonby, 
it’s just a pointed reminder 
that WJ RT is the efficient way 
to reach Flint, Lansing, 
Saginaw and Bay City.” 


If you want to sell in Flint, Lansing, Saginaw, 
Bay City—and throughout mid-Michigan with 
its nearly half-million TV households—there’s 
no better way than WJRT, the only efficient 
way. And the sooner the better! You won’t 
avoid the rush, but the getting’s still good. 


CHANNEL | © ™® FLINT 


ABC Primary Affiliate 


Represented by HARRINGTON, RIGHTER & PARSONS, INC. 


New York + Chicago + Detroit + Boston « San Francisco + Atlanta 
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Available Market Data—Industrial 


To secure copies of data listed, u 


se the handy coupons 


states comprising 80% 
welding market, and delineates 
the specific market areas within 


each of these states. Available|8028. Use of Plastics and Vul-'| 


from Welding Engineer Publica- 
tions. 


8018. Industrial Supplier and Dis- 
tributor News Media Data 
Form 
Information about the indus- | 

trial distributor market is offered | 

in this kit, along with circulation | 
information and characteristics of 
the subscribers to the publication. 

Issued by Industrial Supplier and 

Distributor News. 

8019. Today’s Western Industrial 
Market. 

General factual information on 
the industrial market in the 11} 
western states is summarized in| 
this folder. Number and kind of | 
plants, employment figures and 
projections of industrial and pop- 
ulation growth are presented. 
Published by Western Industry. 


8020. The Big Move Is to the West. 

Information about the western 
states’ highway, power and water 
projects has been assembled for 
this brochure on the heavy con- | 
struction market in the 11 west- 
ern states. It is available from | 
Western Construction. 


8021. A Look at 1959. 

Production, sales and _ profits 
figures from over 40 major indus- 
tries are summarized and tabu- 
lated in this 40-page report. Cur- 
rent business and economic trends 
pointing to a record-breaking 1959 
are also presented. Published by 
McGraw-Hill Publishing Co. 


8022. Business’ Plans for New 

Plants and Equipment, 1959-62. 

The 12th Annual Survey of In- 
dustry’s plans for new plants and 
equipment, research and develop- 
ment for the years 1959-62 includes 
charts showing an industry-by-in- 
dustry breakdown and capital 
spending for the previous ten 
years. Available from McGraw- 
Hill Publishing Co. 


8023. Picture of a Growth Market, 
1959-1975. 

Graphs describing the present 
market for electricity and electri- 
cal equipment in the western 
states, and projections to 1975 
have been compiled for this re- 
port, published by Electrical West. 


8024. Buying Power Survey—How 
Utilities Buy. 

Key utility firms’ executives 
were surveyed to determine where 
buying decisions are made, who 
makes them, and how many peo- 
ple influence them. The results, 
also the effectiveness of various 
methods of selling, are offered in 
this report by Electrical West. 


8025. A Study of Executive Buying 

Influence, 

This independent survey was 
conducted to determine whether 
top management participates in 
buying industrial products; the 
products and services influenced; 
its availability to salesmen; and 
the magazines it reads. It is pub- 
lished by Dun’s Review & Modern 
Industry. 


8026. Oil Filters in Metalworking 
Plants. 

This research report covering 
the extent of use of oil filters in 
metalworking plants for removing 
extraneous particles from various 
types of oils, coolants and other 
liquids is offered by Iron Age. 


8027. Pumps for In-Plant Opera- 
tions. 
The number, types and size of 
pumps used in metalworking | 
plants was surveyed for this re- 


of aed | tage report. It is published by 


Iron Age. 


canized Fibers by the Metal- 
working Industry. 


A study was made of the usage 


of major and sub-major types of 
plastic materials, the forms in 
which it is purchased and the ap- 
plications and reasons for its use 
in metalworking. The results are 
tabulated in this report which is 
obtainable from Iron Age. 


8029. Basic Marketing Map of Met- 
alworking. 

This 23x34” map shows the 86 
industrial areas in 20 states that 
account for over 90% of metal- 
working’s plant employment. 1957 
figures for plants employing 20 
or more are shown. Free to adver- 
tisers and agencies selling to met- 


|alworking, $2 per copy to others, 


from Iron Age. 


8030. Basic Marketing Data on 

Metalworking. 

Metalworking plant and em- 
ployment data for 1957, based on 
new SIC codes, are summarized 
in this 309-page report, listed in 
two, three and four digit SIC. It 
shows plant employment figures 
for plants with 20 or more and 
100 or more employes, nationwide, 
by states and industrial areas. 
Free to advertisers and agencies 
selling to metalworking, $25 per 
copy to others, from Iron Age. 


8031. The Changing Metalworking 

Market. 

This analysis of the changes 
from 1954 to 1957 in the number 
of U. S. metalworking plants and 
employes by 2 digit SIC metal- 
working groups is broken down 
by regions and by types of equip- 
ment made. It is published by 
Iron Age. 


8032. Metal Statistics—1958. 

The 1958 number is an 850-page 
volume containing over 400 sta- 
tistical tables covering production, 
price, distribution, shipments, etc., 
for metal products, ores and fuels. 
Also contains a buyers’ guide and 
lists of manufacturers and dis- 
tributors of metals. Published by 
American Metal Market. 


8033. Market Flow Charts. 

Flow charts (11x10”) for alu- 
minum, steel, copper, identify mar- 
kets and trace the flow of raw 
materials through various stages 
of metal producing and distribut- 
ing industries to manufacturers 
and consumers. Available from 
American Metal Market. 


8034. Your Multi-Billion 

Automotive Market. 

This 43-page booklet provides 
statistical data on metal content, 
trends, sales, production, and reg- 
istration of autos, trucks, buses; 
automotive products; and lists 
leading manufacturers and parts 
makers. Published by American 
Metal Market. 


Dollar 


8035. Soviet Aluminum Industry. 

Based on Russian language doc- 
uments, this 25-page analytical 
report on Soviet aluminum in- 
dustry contains data on processes, 
estimated production, diagramatic 
maps and a gazeteer of mining 
and refining centers. Also included 
is a report on Soviet and Hun- 
garian bauxite production. Price 
is $25, from American Metal Mar- 
ket. 


8036. How to Sell the Big Four 
in Pipelining. 

The four top brackets in pipe 
line management and operation 
were surveyed for this study of 
buying influence on the equip- 
ment market for pump stations, 
pipe coating and maintenance 
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TO OBTAIN MARKET DATA USE THIS COUPON 
Readers’ Service Dept., ADVERTISING AGE 


icago 11, Ill. 


Please send me the following data (insert code number of each item wanted) : 


- 


L 
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This coupon will not be serviced after July 15, 1959 


equipment. It is published by Pipe | 8044. Truck Trailers in the Chem- 8052. What the Doctor Ordered. 


Line News. 


8037. Missile and 
Market. 

This ten-minute color slide film 
analyzes expenditures in the mis- 
sile/space field by type of ve- 
hicle, component parts, and the 
prime subcontractors connected 
with each system. Includes a me- 
dia file on the market. Showings 
arranged by Missiles & Rockets. 


Space Flight 


ical Process Industries. 
This report on the market for 
truck trailers in the chemical 


A brochure designed for the ad- 
vertiser of chemicals and raw ma- 
terials includes statistics on the 


process industries has figures on) present status and future growth 


|the types of trailers used, and the 
purposes served, the size of ve- 
hicles and industry expenditures; | 
owned and hired trailers. From) 
Chemical Week. 


} 
| 


8045. Petrochemicals. 
Information on the petrochemi- 


8038. Textile Industries Market | 
and Media File. 

In this folder are materials de- | 
scribing the textile market; geo- 
graphic distribution of productive 
textile machinery by states; a 
study of buying habits in textile 
mills; and a flow chart for a typi- 
cal mill. Published by Tezxtile In- 
dustries. 

8039. Facts About Nation’s 
Knitting Industry. 

Data relating to the knitting 
market have been compiled in this 
brochure, which includes a tabu- 
lation of knit goods manufactures; 
knitting mill equipment; hosiery 
statistics; production of various 
categories of knitwear and knit 
cloth. Available from The Knitter. 


the 


8040. The Manufacturing Meat In- 
dustry. 

Detailed production charts on 
the meat industry have been gath- 
ered for this brochure, including 
products, livestock, plants and 
equipment, plus the prospects for 
expansion. It is published by The 
National Provisioner. 


8041. The Chemical Week Sub- 
scriber Profile. 

Subscribers to Chemical Week 
were surveyed for this report. The 
kind and size of business; position 
and authority; buying influence by 
product group; limit on purchases 
and personal data are tabulated. 
It is published by Chemical Week. 


8042. Chemical Week Marketing 
Guide to the Chemical Process 
Industries. 

In this handbook is a folder 
describing the chemical process 
industries, the goods and services 
they buy; their past, present and 
future growth; capital and other 
expenditures; as well as sales and 
advertising aids. Available from 
Chemical Week. 


| penditures, output by major prod- 


|and wax products from 1956 to 


cal market is presented in this 16- 
page booklet. It lists capital ex- | 


ucts, plant locations and capacities 
and a directory of producers. Pub- 
lished by Chemical Week. 


8046. Will Waxes Meet the Pro- 
duction Challenge? 
Chemical Week has projected | 

the demand for petroleum waxes 


1957 in this report. Available from 
Chemical Week. 


8047. Man-Made Fibers on Move. | 

Information about the produc- | 
tion and market for man-made 
fibers is presented in this 24-page 
report. The location of the plants, 
the kind and amount of fibers 
produced and prospects for the fu- 
ture are included with a direc- 
tory of manufacturers. Published 
by Chemical Week. 


8048. Plan ’59 Modernization for 
the Chemical Process Indus- 
tries. 

This report on obsolescence of 
chemical process equipment de- 
scribes the modernization needed 
for more profitable production in 
process, instrumentation, main- 
tenance, materials handling, utili- 
ties research, sales and adminis- 
tration. It is published by Chemi- | 
cal Week. 


8049. Forecast ’59. | 

Data from previous years are) 
used as the basis for predictions | 
on capital expenditures, sales, 
profits and research in the major 
segments of the chemical process 
industries in 1959. The report is 
offered by Chemical Week. 


8050. How Metalworking Buys 

Studies. 

Information obtained in inter- | 
views with a probability sample 
of metalworking executives is 
analyzed for this report on pur- 


8043. Prefabricated Buildings and 

Panels. 

This is an analysis of the mar- 
ket for this equipment in the 
chemical process industries. De- 
tails of the extent of use, kinds 
of materials, applications, brands, 


individual studies on different | 
classes of equipment and services| 


of the chemical process industry. 
Detailed circulation information is 
also offered, by Chemical Week. 


8053. Twenty-Nine Company Buy- 
ing Influence and Magazine 
Preference Study. 

This is an industry-wide study 
of buying influences and reading 
preferences of men who buy in 
the chemical process industries. 
Details are given for 41 items of 
equipment, materials and services. 
Published by Chemical Week. 


8054. Census of Chemical Process 

Plants in 1958. 

This study contains a complete 
breakdown of plants and employes 
in the chemical process industries 
by 18 major segments; all plants 
with 20 or more employes cate- 
gorized by size, industry branch, 
state and major industrial centers. 
Published by Chemical Week. 


|8055. Metalworking Market, Men. 


In this brochure on the size, 
future growth, workers, products 
and plants of the metalworking 
industry, and the role of the pro- 
duction executive and engineer is 
detailed, by American Machinist. 


8056. Tool Steel. 

Figures provided by the Ameri- 
can Iron & Steel Institute are 
used in this study to describe the 
consumption of tool steel in metal- 
working production equipment. 
Published by American Machinist. 


8057. Bearings. 

The metalworking market for 
rolling and sliding bearings is de- 
scribed in this study, which gives 
statistics on annual bearings vol- 
ume, consumption by industry, 
and buying influence data for the 
production executive and engineer. 
Published by the American Ma- 
chinist. 


8058. Electrical Products. 

A market study on the present 
and future trends in the electrical 
equipment industry, lists the ma- 
jor industry divisions, and dis- 
cusses the types of machine tools 
they use. Published by American 
Machinist. 


chase-decision patterns. Eighteen | 8059. Metalworking Production 


Machinery. 
In this study metalworking pro- 


'make up the set, which is avail-| duction machinery is described; 


cies, $25 to others from Iron Age. 


8051. 1958/’59 Fact File. 
A description of the chemical 


of its plants; the dollar volume of 
domestic and foreign shipments; 
|what it buys; and the type and 
|number of its products. Published 


able free to advertisers and agen- | also the location, number and size 
| 


user experiences, desirable quali- | process industries market, its size,| by American Machinist. 


ties, purchase procedures, buying 
influences and distribution chan- 
nels are given. Published by 
Chemical Week. 


growth and purchasing power is 
| offered in this eight-page market 
and media fact file. It is published 
| by Chemical Week, 


8060. The Eighth Inventory of Met- 
alworking Equipment—1958. 
This book gives the total number 
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of each of 167 types of equipment 
surveyed; the number of each that 
are between 10 and 20 years old; 
over 20 years old; and analyzes 
obsolescence by equipment within 
16 industries and 24 geographical 
areas. Priced at $2 by American 
Machinist. 


8061. Appliance Study. 

A study of the appliance indus- 
try division of metalworking, this 
brochure gives the current prob- 
lems, developments and _ future 
potential, as well as a ten-year 
comparison of appliance sales, lev- 
els of market saturation, replace- 
ment and manufacturers by prod- | 
uct. Published by Product Engi- 
neering. 


ysis of the SAE Journal and SAE 
Handbook coverage of the market. 


|'Published by the SAE Journal. 


8072. Rural Electric Systems’ Pur- 
chasing. 

A booklet containing data on the 

rural electric systems’ purchases 

of apparatus and equipment for 


| construction and operation as well 


as data concerning promotion of 
electric appliances among the 
customers of REA cooperatives is 


offered by Rural Electrification 


Magazine. 


8073. Plant Engineering Today. 
This study gives current infor- 


|mation on readers’ job responsi- | 


bilities, and a plant engineering 


|department’s responsibilities for 


| 


8062. AMPERD Trends _ Report 
No. 1. 

Future trends in the major met- 
alworking industries by SIC cate- 
gories is the subject of this report. | 
It is published by American Ma- 
chinist. 


8063. A Profile of Dun’s Review & | 
Modern Industry. 

This study gives titles and func- 
tions; types of business; size, sales 
and pension plans of companies; | 
truck and auto operations, pur- 
chasing influence, personal income 
and investments, community influ- | 
ence, auto purchases and insur- | 
ance carried for the readers of 
Dun’s Review & Modern Industry 


8064. U. S. Steel Study. 

This pamphlet outlines the ap-| 
plications of most interest in the 
specification and selection of met- 
als and alloys, as it is the concern 
of the mechanical engineer, and 


maintaining, utilizing and _ pur- 
chasing 22 categories of equipment 


|and materials. Published by Plant 
| Engineering. 


8074. Equipment Responsibility 
Study. 


This is a report on readers’ re- | 


determines whether steel is spec- | 
ified by brand name. Published | 


by Mechanical Engineering. | 


8065. Product Engineering 1959 
Fact File. 

A booklet describing the extent 
of the original equipment market, 
the importance of the design en- 
gineer as a buying influence, and 
circulation information has been 
prepared by Product Engineering 


8066. Aircraft Industry. 

This study of the aircraft indus- 
try provides facts on sales, trends, 
design and developments for pri- 
vate, commercial and military avi- 


ation. Available from Product En- | 


gineering. 


8067. Automotive Industry. 

This roundup of data on the au- 
tomotive industry includes produc- 
tion and sales of domestic and im- 
ported automobiles, trucks, buses 
and other equipment. It discusses 
economic and design trends, and 
expected volume for 1959. Pub- 
lished by Product Engineering. 


8068. Adhesives Study. 

The adhesives study discusses 
the rapid growth of the industry 
through increased product devel- 
opment and application. Major 
companies and their roles in this 
industry are discussed. Published 
by Product Engineering. 


8069. Product Engineering Trend 

Reports No. 1-3. 

These reports discuss current 
trends within the major metal- 
working industries, with empha- 
sis on new research and product 
development being carried on. 
Published by Product Engineering. 


8070. Product Engineering Index 
of the Original Equipment Mar- 
ket. 

This index describes the size 
and scope of the original equip- 
ment market, and gives detailed 
information on the 118 largest 
companies in the industry. Avail- 
able from Product Engineering. 


8071. Cover the Market for Steel. 
A description of the automotive 
market for steel is contained in 


“Figures include only the 5 
metropolitan areas and do not 
include the vast interurbia 


this brochure, along with an anal- 


served by WCIA, 


TREMENDOUS CATHOLIC 
INSTITUTIONAL MARKET 
(There are over 32,000 Catholic 
Institutions in the U.S.A.) E OR WRITES 
— 520 N. Michigan Ave., WE 9-5338 


REACHES THE LARGEST 
RELIGIOUS FAMILY MARKET 


me 
— 54-COUNTY 


COVERAGE 


(There are over 37,000, 
Catholics in the U.S.A.) 


PALI as 


46TH TV MARKET 


(Television Magazine Dec.’58) 


26TH in LUMBER and HARDWARE SALES* 


34TH in GASOLINE and SERVICE 
STATION SALES* 


39TH in DRUG SALES* 
41ST in RETAIL SALES* | 
41ST in EFFECTIVE BUYING INCOME* 
47TH in FOOD SALES* 


REACH THE LARGEST RELIGIOUS MARKET 
IN THE U.S.A. thru the 3 DIMENSIONS of 


een | 


The National Catholic Monthly 


REACHES THE LARGEST NUMBER 
OF FUTURE CONSUMERS 
OF ANY DENOMINATION 

(One in every three 

American births is Catholic) 


NE vou, 489 
LADELPHIA, 
LOS ANGELES, 3 


including nearly 2,000 cities, 
towns and villages, is yours 
when you buy the WCIA 
Television Market—covering 
Central Illinois and 

Western Indiana. 


WCIA, Channel 3, puts more 
than 1,951,900 (NCS +3) 
prospective customers in the 
palm of your hand. It places 
an effective buying income 
of $3,504,010,000 at your 
fingertips. 


You can reach more people 
in this rich area through 
WCIA, Champaign, Illinois, 
located just 128 miles from 
Chicago, 135 miles from 
St. Louis, and 124 miles 
from Indianapolis. 


TOTAL FAMILIES 
594,000 (NCS +3) 


RETAIL SALES 
$2,210,444,000 


TOTAL TV HOMES 
370,100 
TV Mag. March '59 


WCIA 9 


Champaign, Ill. 


George P. Hollingbery, Representative 


th Ave., mu 2-2492 
015 Chestnut $1., WA 5-623) 


57 Wilshire Bivd., OU 2.2301 
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Available Market Data—Industrial 


To secure copies of data listed, use the handy coupons 


sponsibilities for maintaining, uti-| sheets cover the specific catego- 
lizing and purchasing major field| ries of the market. 
equipment such as: steam turbines, 
pumps, instruments and controls,| 8084. Cutting Fluid Selection. 
heat exchangers and lubrication; Metal Progress readers were 
equipment. Also includes boiler | questioned about their use of cut- 
and electric generating capacities|ting fluids, factors influencing 
of plants and fuels used, From/|their purchases, numbers of sup- 
Plant Engineering. pliers used; their products, equip- 
|ment and types of materials. Pub- 
8075. Equipment Cleaning Study.) lished by Metal Progress. 
Power Engineering conducted a} 
survey of chemical vs. mechanical | 8085. Metalworking’s Tremendous 
cleaning for boilers, feedwater | Gains in the South. 
heaters, pumps and motors; the; Based on the Bureau of the Cen- 
types of chemical cleaners used|sus’ figures and Sales Manage- 
and brands preferred; and annual| ment’s “Survey of Industrial Buy- 
costs for chemical cleaning com-|ing Power” this study documents 
pounds. Published by Power En-|the importance of the South as a 
gineering. metalworking market. 12 charts 
compare West, South and North 
8076. Equipment Cleaning Study.|employe figures. Published by 
Plant Engineering conducted this| American Society for Metals. 
study of chemical vs. mechanical | 
cleaning for equipment such as 
heat exchangers, pumps, motors, 
and process equipment; the types 
of chemical cleaners used and 
brands preferred; and annual costs 
for chemical cleaning compounds. 
Available from Plant Engineering. 


8086. Marketing Analysis of Home 
Building. 

Market data and trends from 
government and business sources 
have been compiled for this report 
on the location, size, type and cost 
of home built and remodeled. Also 
has information on prefabricators, 
architects, realtors, lenders and 
dealers, and the model home. Pub- 
lished by House & Home. 


8077. Materials Handling Study. 

This study covers the specifying 
and maintenance responsibilities 
of plant engineering departments 
for conveyors, overhead traveling 
cranes, packaging equipment and 
industrial trucks. Also includes 
kinds and quantities of material 
handling equipment used, and 
sources of information on such 
equipment. From Plant Engineer- 
ing. 


8087. Maintenance 20-Plant Study. 

This study reveals the names of 
plants, personne] interviewed, an- 
nual maintenance budgets, total 
number of employes, total main- 
tenance employes and their job 
titles, and major maintenance 
problems for the group surveyed. 
> ishe l , wad as 
8078. Anti-friction and Plain Bear- ey by Maintenance Maga 

ings Marketing Study. : 

A report covering the specifying 
and purchasing practices and re- 
sponsibilities, favorable and un- 
favorable features of bearings and 
bearings packaging, brand prefer- 
ences for sleeve, roller and ball 
bearings and split and solid pillow 
blocks is offered by Plant Engi- 
neering. 


8088. Petroleum Engineer 
Annual Presentation. 
Job classifications, titles, ex- 
penditures, potential construction, 
present facilities, lists of products 
and services used in the oil and 
gas industries purchasing areas, 
are printed on separate inserts for 
drilling, producing, pipelining, re- 
fining and gas processing. These 
four reports are offered in one 
folder by Petroleum Engineer. 


Basic 


8079. Facts about the Oil Drilling- 
Producing Industry. 

A 32-page, graphically illus- 
trated brochure on oil industry 
trends, equipment used, identifi- 
cation of buying power, proposed 
expenditures, and on exploration, 
drilling and production activities, 
techniques and practices, with re- 
view and forecast information, is 
published by World Oil. 


8089. American Gas Journal Basic 
Annual Presentation. 

This report gives an analysis of 
the three phases of natural gas 
production, transmission and dis- 
tribution; the market’s purchasing 
potential; and a chart of natural 
gas flow from well to consumer. 
8080. Facts about the Oil and Gas| From American Gas Journal. 

Pipe Line Industry. 

Data on this market include cap- 
ital expenditures, equipment used 
and technical trends in the indus- 
try, as well as a review and fore- 
cast for the business, identification 


8090. Defense Budget—Expendi- 
tures 1955-60. 
Department of Defense total ex- 
penditures have been tabulated 
for this report into major budget 


of buying power and information| categories for fiscal years 1955 
on specialized selling techniques|through 1960. Available from 
needed. Published by Pipe Line | Armed Forces Management. 
Industry. 


8091. Armed Forces Management. 
In this brochure is found a 
breakdown of current armed serv- 


8081. Picture Story of Equipment 
and Services Used in Oil Re- 


fining Processes. ices expenditures totalling 45 bil- 
Market facts about the oil, gas|lion dollars annually, with pre- 
and petrochemical processing in-|dicted increases through 1963. 


Published by Armed Forces Man- 
agement. 


dustry, their refining processes 
and finished products are present- 
ed in this eight-page broadside by 
Petroleum Refiner. 8093. Air Cargo Industry. 

A brochure which gives a de- 
scription of the air cargo industry 
and information about its market 
is published by Air Cargo. 


8082. Refinery Catalog Data. 

Data on the scope and geo- 
graphical distribution of the oil, 
gas and petrochemical processing 
market are included in this guide 
to increased sales through better 
cataloging methods. It is pub- 
lished by Refinery Catalog. 


8094. Plant Fire Brigades (210H- 

758). 

This study tells the percentage 
and type of industrial plant that 
has an employe fire brigade; how 
many men are in the brigades; 
how much training they get; 
amounts of motorized equipment, 
fire hose and extinguishers that 
|they use. Published by Occupa- 


8083. Buying Power Sheets for 
Industrial Advertisers. 
This pamphlet is a check-list re- 
port of metalworking markets and 
Metal Progress readers who buy 


or specify in them. Individual | tional Hazards, 


| 8095. Distribution of Safety Equip- | 


1 A review of 


ment (178H). 

This study tabulates by per- 
centages the types of safety equip- 
ment most heavily stocked and 


Use the Coupons 
in Requesting Data 


|sold by distributors across the 
country, and the items bringing) from Iron Age. In addition, Iron 
highest dollar volume. Also gives Age offers brochures of data on 
|market changes for the last three types of executives and extent of 
years. Published by Occupational jnfiyence on purchasing in the 


| Hazards. following industries: 


|8096. Markets are Men on 
Move (139H). 

This brochure contains informa- 
|tion about the man in charge of) 8114. 
|plant safety; how often his job is) 
| full time or part time; what other 
jobs he performs; and an estimate 8115. Materials. 
of the total yearly market. Pub- 
|lished by Occupational Hazards. 8116. Engineering Products 
| Services. 
| 8097. Office Equipment. 

A study to determine the pur- 8117. Capital Equipment. 
|chasing power of Forbes subscrib- 
ers for office equipment, contain- 8118. Power Transmission Equip- 
ing data on the value of top level ment. 


the 8113. Materials Handling Equip- 
ment. 


Steel Mill 
Equipment. 


and Foundry 


and 


jreadership in the authorization 
|and recommendation of this equip- | 8119. Hydraulic and Pneumatic 
|ment, and on industry and com- Parts. 


pany size. Available from Forbes 
Magazine. 8120. Plant Service Equipment. 
'8121. Ferrous Metals and Mill 


| 8098. Rock Products Production 
Products. 


} Estimates, 1959. 
| A review of 1958 and forecasts : 
8122. Electric Motors and Compo- 


for 1959 for Portland cement, 

crushed stone, sand and gravel, nents. 

lime, gypsum, processed slag and ; : 
lightweight aggregates. It relates 8123. Non-Metallic Materials. 


nonmetallic minerals industry da- 
ta to the construction field. Pub- 
lished by Maclean-Hunter, Chica- 
Z0. 


8124. Component Parts. 
8125. Non-Ferrous Metals. 


|}8099. Concrete Products Produc- 
tion Estimates, 1959. 

past production | 
and forecasts of expected produc-| 
tion for 1959 in concrete masonry 
(block), precast concrete, pre- 
stressed concrete, and concrete 
pipe. It relates concrete products 
industry to both the Portland ce- 


8126. Manufactured Parts, Compo- 
nents. 


8127. Heat Treating Equipment. 


8128. Machine Tools and Other 
Metalworking Equipment. 


ment and aggregates industries. | 8129. Welding Equipment. 
Published by Maclean-Hunter, 
Chicago. 8130. Metal Cleaning and Other 


Finishing Equipment. 
8100. Chemical Engineering Data 
Sheets. |8131. The _ Electronic Original 
A series of brochures and data Equipment Market and Elec- 
sheets covering various aspects of tronic Design. 
the chemical engineering field has This market and media file de- 
been published by Chemical En- scribes the $7.6 billion electronics 
gineering. The current brochures|industry and gives a breakdown 
follow: on the sales of products for the 
past years. It is available from the 


8101. Market for Water Treatment | Hayden Publishing Co. 
Chemicals: Chemicals Used, 
Quantity. 8132. Fifth Annual Audit of Brand 


Recognition. 

Electronic Design 
were asked which manufacturers 
they would consider in purchasing 
48 categories of electronic equip- 
ment, also which companies they 


8102. Breakdown of Water Con- 
sumption by Chemical Process 
Industries. 


8103. Consulting Engineers, Con- 


struction Firms Serving CPI. : ; 
. see ad : sults are published in this report 


by the Hayden Publishing Co. 


8104. Data on Air Pollution Con- 
trol, Contaminants, Equipment. 
8133. Plant and Personnel Direc- 


8105. Chemicals Consumption in| _tOTy. 
Petroleum Industry. | The plant-by-plant capacity of 
crude-oil refineries, field process- 
8106. Types of Valves Used in|img plants and __ petrochemical 


plants in the petroleum industry, 
along with geographical and com- 
8107. Types of Plastic Valves in|Pany breakdowns for the U. S. 

CPI. and Canada, are presented in this 
| book, along with data on indivi- 
8108. Trailer Trucks, Shipments, dual’ plants and personnel. The 

Types Used in CPI. cost is $20 from Oil & Gas Jour- 
nal, 


Chemical Process Industries. 


8109. Types, Amounts of Railroad 
Equipment Used in CPI. 8134. Electronic Industries Mar- 
keting Guide. 

An independent survey of over 
96% of all known manufacturers 
in the electronic market yielded 
the data including the state-by- 
state, product-by-product compi- 
lation of information for 4,500 
companies. It can be leased for a 
three-year period for $250 from 
Electronic Industries. 


8110. Use of Multiwall Bags in 
CPI. 


8111. CPI Growth by Value of 
Shipments, 1947-54. 


8112. Metalworking Market Data. 

The 1958 edition of “Basic Mar- 
|keting Data on Metalworking” 
gives number of plant workers 
and number of plants in industrial 
areas and by states, and classified 
by SIC code. Available, for $25, 


8135. Industrial 
ences. 
The data sheets in this report 


Buying Prefer- 


subscribers | 


would consider working for. Re-| 


- | 8143. 


show the results of a 1958 study 
of manufacturer recognition in 
connection with 78 categories (186 
\different components, materials 
and services used by industrial 
firms). Individual sheets are ob- 
tainable from the Rogers Publish- 
ing Co. 


8136. Engineers’ Specification Pre- 
ference Study. 

The preference design engineers 
show for various manufacturers 
when they specify components and 
materials was obtained by a sur- 
vey of Design News subscribers. 
Data sheets on 65 product groups 
are included in the report. Indi- 
'vidual sheets are available from 
the Rogers Publishing Co. 


8137. Engineers’ Electrical Speci- 
fication Preference Study. 

Data sheets in this study indi- 
cate the preference of electrical 
design engineers for various man- 
ufacturers when they specify elec- 
| trical components and materials in 
|66 product categories. Individual 
| sheets are available from the Rog- 
ers Publishing Co. 


8138. Buying Power of Metal Show 

Visitors. 

Results of questionnaires re- 
turned by registered visitors to 
the Cleveland Metal Show are 
presented in a brochure which 
documents the buying power rep- 
resented by these respondents. 
Published by the American Soci- 
ety for Metals, Cleveland. 


8139. Petroleum Panorama. 

A 662-page volume published 
to commemorate the centennial of 
the petroleum industry, it pro- 
vides a complete record of events 
and techniques that have marked 
| the industry’s progress, as well as 
|other basic data on the petroleum 
|industry. Published at $2.50 (hard 
| cover $7.50) by Oil & Gas Journal. 


|8140. Industrial Quality Control 
People Classified by Function. 
The circulation analysis in this 
presentation includes kinds of 
business by SIC and occupational 
functions of Industrial Quality 
Control’s subscribers in all types 
of manufacturing and processing 
industries. Published by American 
Society for Quality Control. 


8141. Future Trends in Conveyor 
and Accessory Usage. 

Men who influence the purchase 
of materials handling equipment 
in large manufacturing and dis- 
tributing firms were surveyed on 
their use of conveyors and acces- 
sories, by industry, and on esti- 
mated expenditures for 1959 and 
1960. Separate reports on types of 
|conveyors used, conveyor footage, 
and accessories used are available 
from Modern Materials Handling. 


8142. An Inventory of Industrial 
| Trucks Used in Yard Handling. 


Men who influence the purchase 
|of yard handling equipment in 
|large firms were surveyed for in- 
formation on their use of indus- 
|trial trucks. Separate reports on 
straddle carriers type, crane type, 
side loader type and rider type 
are published by Modern Materi- 
als Handling. 


An Inventory of Cranes 

Used in Yard Handling. 
| The use in industrial plants of 
|cranes in yard handling activities 
| was surveyed for this study. Sep- 
| arate reports on bridge type, whir- 
ley type, gantry type and ore 
bridge type cranes may be ob- 
tained from Modern Materials 
Handling. 


8144. An Inventory of Communi- 
cation Systems Used in Yard 
Handling. 

The use in industrial plants of 
communication systems in yard 
handling activities was surveyed 
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Advertising Age, April 20, 1959 


Available Market Data—Industrial 


To secure copies of data listed, use the handy coupons 


for this report, which is published 
by Modern Materials Handling. 


8145. An Inventory of Work-Area 
Lighting Facilities. 

Work-area_ lighting facilities 
used by industrial plants in yard 
handling activities, in terms of 
units in use and number of plants 
using these facilities is given in 
this survey published by Modern 
Materials Handling. 


8146. The Market for Fencing in 
Plants with Yard Handling Ac- 
tivities. 

Large industrial plants which 
have yard handling operations 
were surveyed about their use of 
fencing and their need for addi- 
tional fencing. The study is ob- 
tainable from Modern Materials 
Handling. 


cilities and customers, and esti- 
mated growth prospects through 
1970. Published by Gas. 


8155. Use of Plastic Pipe and Fit- 
tings in the Gas Industry. 

This report contains 64 pages 
of reprints from Gas dealing with 
the use of plastic pipe and fittings 
in the gas industry, in a survey 
section, a technical section and a 
practical applications section. Pub- 
lished by Gas. 


8156. Market Report on the LPG 
Industry—1959. 

A survey made among a cross- 
section of L.P. gas dealers in the 
five regions set up by the U. S. 
Bureau of Mines gives data on 
various phases of the operations 
of reporting dealers, with sales 
volumes in 1958 and expected in 


/1959. Published by Butane-Pro- 


8147. The Market for Wheels on} 
Industrial Trucks. 
A description of the market for 
wheels used on industrial trucks 
in plants employing 100 or more. 
It includes inventory data on 
powered and non-powered trucks 
by industry and age, and replace- 
ment market for ‘wheels. From 
Modern Materials Handling. 


8148. Paper Industry Leads Way 
out of Recession. 
A review of the paper industry 
with data on capacity and pro- 


duction is contained in this re-| 


print, along with a forecast of 
prospects for 1959. Published by 
Paper Trade Journal. 


8149. The Market for Equipment 


in the Pulp and Paper Indus- 

tries. 

Questionnaires returned by a 
panel of pulp and paper mill ex-| 
ecutives furnished the data for) 
this study of the paper industry 
market. Separate reports are 
available on the markets for 
valves, powered industrial trucks, 
motors, air compressors, from Pa- 
per Trade Journal. 


8150. Heavy Construction Equip- | 
ment Marketing Map. 

This 2x3’ map shows the por- 
tion of the equipment market oc- 
cupied by each region and state, 
plus 307 key U. S. counties. Price | 
is $2 from Construction Equipment 
Magazine. 


8151. Influence of Contractor Size 
on the Ownership of Construc- 
tion Equipment. 

This survey of contractors gives 
information on 13 major types 
of construction machinery, and 
shows the density of equipment 
ownership by contractors in eight 
different size categories. Pub- 
lished by Construction Equipment 
Magazine. 


8152. How to Put a Yardstick on 
the Heavy Construction Equip- | 
ment Market. 

This booklet offers a simple. 
method of estimating the con- | 
struction equipment market po-| 
tential of U. S. counties, giving | 
census data on 307 counties that | 
make up 65.5% of the total mar- | 
ket. Available from Construction | 

Equipment Magazine. 


8153. 12th Annual Report of Cas| 

Industry Construction Projects. | 

This report gives the budgets of. 
gas companies for new construc- 
tion in 1959. Total expenditures of 
$2,241,194,000 budgeted by 220 
companies are broken down by 
companies and by categories. From | 
Gas magazine. 


3154. The Great Natural Gas In-| 
dustry. 

An analysis of the gas industry 
»f the U. S. and Canada, showing) 
types of companies and how they | 
function, the extent of present fa- | 


pane News. 


“PLANT YOUR ADVERTISING, i 
UN THIS FERTILE FIELD! 


Siouxland — Sioux City, lowa’s 48-county trade territory 
“green thumb”, Everything grows 
abundantly here, RETAIL SALES INCLUDED! And why 
shovldn’t they? A $1,208,310,000 effective buying in- 
come plus the dominant coverage provided by Sioux City's 
daily newspapers make a mighty fertile selling field. 


— is the land of the 


SIOUX CITY, IOWA 
AGAIN A HIGH SPOT 
CITY IN APRIL — 
Sales 19.69 over the 
nat’l. avg. 
(Sales Management) 


“he Sioux City Sournal 
-_ JOURNAL-TRIBUNE | 
National Representatives — JANN & KELLEY, INC. 


hn ee 


“Tm on the 


Approved List... 
how come 

I don’t get more 
business?” 


Even if you are on the Approved List, how 
much business are you going to get? As you 
know, it’s the purchasing agent who decides 
this. 


In industry today the purchasing agent re- 
ceives requisitions or specifications from the 
using departments, and fills them from ap- 
proved sources previously agreed upon by 
engineering, production and maintenance. 
That’s why the share of business you get is 
determined by purchasing. 


Next to a personal call on the purchasing 
agent, the best way to sell him is to advertise 
in PURCHASING Magazine. This is the one mag- 
azine edited to meet all his informational needs 
—including advertisements that tell him about 
your company and its products. 


) . THIMAW aA TIEN 7 
PURCHASING macazine 
A CONOVER-MAST PUBLICATION oa [oral 


205 East 42nd Street, New York 17 
the methods and news magazine for industrial buyers 


PURCHASING Magazine conducts a continuing company- 
by-company study of industrial buying power. This 
assures you as an advertiser of complete coverage of 
all worthwhile purchasing departments. 
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Available Market Data—Industrial 


To secure copies of data listed, use the handy coupons 


8157. Scope and Size of Ceramic| breakdown, by the F. W. Dodge 

Production in the United| Corp. 

States. | 

This report on the ceramic mar~ 8168. Your Key to Buying Power | 
ket describes the production of| in the Ceramics and Heavy | 
various types of ceramic products,| Clay Products Industry. 
the expenditures of manufactur-| Ceramic Data Book conducted 
ers, and a statistical summary of | this study of the purchasing pow- 
ceramic manufacturing. Published | er of the fine ceramic and heavy 


| 


by the American Ceramic Society 
Bulletin. 


| clay products industry, which in- 
|cludes data on buying intentions 
|in dollar volume during the next 


8158. Sewage and Industrial Wastes | 12 months. 


Market. 


Information about the sewage) 


and wastes field, with details of 
the products used and anticipated 
needs are included in this booklet 


published by the Federation of 

Sewage & Industrial Wastes 

Assns. 

8159. Aviation Industry Market 
Study. 


In this annual review and pre-| 


view of aviation and space tech- 
nology markets 1s found an analy- 
sis of military, commercial and 
general aviation markets, with a 
discussion of the weapon system 
concept for companies interested 
in sales to the military. Published 
by Aviation Week. 


8160. Size of Computer Market. 
This special market study of the 

estimated sales of analog and digi- 

tal computers is based on a survey 


of computer manufacturers. Avail- | 


able from Aviation Week. 


8161. A Blueprint of the Appli-| 


ance Manufacturing Market. 
This survey establishes the 
buying influences for particular 
products within an appliance 
manufacturing plant. It is pub- 
lished by Appliance Manufacturer 
Magazine. 


8162. Five-Year Picture of Appli- 
ance Manufacturers’ Sales. 

The number of units of the dif- 
ferent categories of appliances sold 
during each of the past five years 
is presented in this table by Ap- 
pliance Manufacturer Magazine. 


8163. Equipment 
among Highway, Heavy Build- 
ing and other Heavy Construc- 
tion Companies. 

A series of studies of 97 indi- 
vidual products based on analysis 
of the actual equipment lists of 
1,160 construction companies. Da- 
ta are presented by annual busi- 
ness volume of the contractor and 
by type of construction. Published 
by Contractors & Engineers. 


s164. Foundry Industry “Plans to 

Buy” Study. 

Based on a questionnaire sent 
to 2,800 foundries, this report 
analyzes the outlook for 1959 
foundry industry production, and 
reviews equipment buying plans 
for the coming year. Published by 
Foundry. 


8165. Industrial Distribution and 
Marketing Map. 

This 25x40” map of the U. S. 
shows (1) value added by manu- 
facturer in counties and (2) loca- 
tion and number of industrial dis- 


tributors in each locality. It is 
published at $2 per copy by In- 
dustrial Distribution. 


8166. Corrosion Engineers. 

A sheet 
neering activities of corrosion en- 
gineers in 16 leading U. S. chem- 
ical companies is available from 
Corrosion. 


8167. Dodge Construction Con- 
tract Statistics. 

Detailed construction contract 

statistics covering 87 


project types are available for any 


or all market areas or by counties|on equipment is related to log 


throughout the United States. The 
price is subject to area and project 


Ownership) 


8169. Clay Industry’s Future. 

A survey of present and future 
expected business conditions in 
the heavy clay products industry, 
including expected capital ex- 
penditures; new products in proc- 
ess; and research plans; with in- 
formation on expected advertising 
budgets. Published by Brick & 
Clay Record. 
| 
/8170. Ten-Year Club Scans Ce- 
| ramics Future. 
| A brochure containing predic- 
tions for the next ten years in the 
ceramics industry, analyzing the 
economic factors in these predic- 
|tions. Data are presented for 
| whiteware, glass products, porce- 
lain enameled products and elec- 
tronic ceramics by Ceramic In- 
dustry. 


8171. 1959 Construction Forecast. 

This forecast of construction in 
|Kansas and Western Missouri in 
| 1959 includes a complete project- 
by-pcroject breakdown of the Kan- 
sas highway program for 1959. 
Published by Kansas Construction. 


8172. Diesel Power Market. 

This report outlines diesel en- 
gine production for 1958 broken 
down by major vertical indus- 
| tries, showing total number of en- 
gines in use; approximate horse- 
power of engines in use and 
average overhaul periods for each 


industry. Published by Diesel 
Power. 
8173. Modern Railroads Diesel 


Maintenance Survey. 

A summary of diesel locomo- 
tives by builders, types, horsepow- 
er and number of units. It also 
lists class 1 railroads and the lo- 
cation of their diesel repair shops 
and whether they handle electri- 
|cal, engine repair or major over- 
haul. Published by Modern Rail- 
| roads. 


18174. All Buying is Local. 
| This folder gives category-by- 
|category breakdown of anticipated 
|1959 construction expenditures in 
|Illinois, Indiana, Ohio, Kentucky 
jand eastern Missouri. Available 
from Construction Digest. 


8175. Timberman Market Study. 

A study of the growing and har- 
vesting of trees in the U. S., Brit- 
ish Columbia and Alaska gives 
|size of the market, volume of 
|production, equipment and sup- 
| plies consumed or provided. Pub- 
lished by the Timberman. 


_8176. Lumberman Market Study. 

A review of manufacturing in 
the forest products industry gives 
data on lumber, plywood, board 
jand wood manufacturing. Esti- 
|}mated annual 
}and supplies are also given 


| from the Lumberman. 


8177. Continuing Survey of Log- 
ging Equipment Used and Sup- 
plies Consumed, 1958. 

| A selected group of logging op- 

|erators was questioned about the 

|type of heaving equipment used 


different|and amount of money spent for 


|supplies in 1958. The information 


/production. Published by the Tim- 
| berman. 


Advertising Age, April 20, 1959 


TO OBTAIN MARKET DATA USE THIS COUPON 


Readers’ Service Dept., ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Il. 


Please send me the following data (insert code number of each item wanted) : 


. Title 


State 


coupon will not be serviced after July 15, 


1959 


Name 
Company 
Address 
City & Zone 
This 
8178. Continuing Survey Among 
Lumber Mills of Equipment 


Used and Supplies Consumed, 
1958. 

This survey shows the type of 
equipment used and the dollars 
spent for supplies in 1958 by a 
selected group of lumber manu- 
facturers. The data are related to 
size of mill and production ca- 
pacity. Published by the Lumber- 
man, 


8179. Lubrication Market Data— 
Sawmills and Logging Opera- 


tions. 

This survey of sawmills and 
logging operators reports’ the 
amount of grease and oil con- 


sumed related to production of 
logs and lumber. Published by the 
Lumberman and the Timberman. 


8180. Outlook for the Electronics 

Industry. 

An estimate of electronic indus- 
try sales in 1958 and a forecast 
for 1959 are presented in this re- 
port, with separate estimates and 
forecasts for major segments of 
the industry. Published by Elec- 
tronics. 


8181. Geographic Distribution of 
Electronics Companies. 
Electronics has prepared this 
pamphlet showing the number of 
U.S. electronics companies by 
states and by regions. 


8182. West Coast Electronics. 

Sales of electronic products in 
the 11 western states from 1956- 
1958 are given in this report, also 
sales by firms located in the main 
metropolitan centers, along with 
figures on number of plants and 
employment. Published by Elec- 
tronics. 


8183. Special Purpose Tubes. 

Estimates of sales of various 
special purpose tubes in 1958 and 
1959 are offered in this report by 
Electronics. 


8184. Sales of Military Electronic 
Equipment and Replacement 


use of machines | 
in| 
giving materials engi-|this brochure which is available | 


Parts. 

Figures on the sale of military 
electronic equipment and replace- 
ment parts for the years 1956-59 
are given in this report, with 
breakdowns by major procurement 
categories. Published by Electron- 
ics. 


8185. Building Exteriors. 

This survey conducted among 
owners and managers of commer- 
cial buildings contains informa- 
|tion on curtain wall systems, en- 
trance doors and windows being 
purchased for new construction 
and modernization. It shows types 
of materials preferred, ranking 
importance of principals in de- 
sign, material and brand selec- 
‘tion. Published by Buildings. 


} 


8186. Wall Coverings in the Com- 
mercial Building Market. 
This industry-wide survey of 


owners and managers reports on) 


the types of wall coverings pre- 
ferred, where they are being used, 
and the reasons given for choos- 
ing wall coverings. Published by 
Buildings. 


8187. Commercial Lighting. 

A study of lighting fixture de- 
mand, purchasing habits, purchas- 
ing sources, types preferred, brand 
preferences, buying influences and 
location of installations in com- 
mercial buildings. Based on a sur- 
vey of operators buying new light- 
ing for their buildings. Published 
by Buildings. 


8188. Floor Coverings in the Com- 
mercial Building Market. 

A survey of commercial build- 
ing operators reveals the number 
installing floor coverings, where 
it is being installed, types used 
and kinds of buildings involved, 
along with brand preferences and 
buying influences. Published by 
Buildings. 


8189. Market & Media File of Nu- 
cleonics. 

A description of the nucleonics 
market in terms of size, reactor 
markets, instruments, reactor ma- 
terials, fuels, radiation, and export 
business, is offered with informa- 
tion on Nucleonics. 


8190. Nuclear Reactors—Purchas- 
ing Authority in Universities. 
This survey of buying influ- 

ences in the university reactor 

market is published by Nucleonics. 


8191. Selected Reprints of Space 

Technology. 

Articles on space technology 
covering a wide range of hardware 
and other items associated with 
this new aviation industry mar- 
ket are offered by Space/Aero- 
nautics. 


8192. Aviation Week Market Let- 
ter. 


available dealing with valves, 
motors, pumps and instruments. 


8195. Church Building Design in 

a Modern Spirit. 

A reprint from Building Types 
News summarizes current data on 
church income and new building 
requirements and forecasts the 
building market for 1959. Avail- 
able from the Christian Herald. 


8196. Coal Conveyor Belting 
the Coal-Use Industry. 

A market research study based 
on information from 1,191 coal 
consuming industries covers the 
use of conveyor belting in electric 
utilities, general industry and re- 
tail coal, with figures on the pres- 
ent and future market. From 
Mechanization Inc. 


in 


|8197. Wire Rope Consumption in 
the Coal Use Industry. 

This market survey covers the 
new and replacement market for 
wire rope primarily used in un- 
loading coal from barges and boats, 
with a complete tabulation on 
sizes and weights. Based on sur- 
veys of coal consuming electrical 
utility plants, it is available from 
Mechanization Inc. 


8198. The Blue Book of Southern 
Progress. 

This book contains original ma- 
terial from many sources on more 
than 30 industries and other eco- 
nomic indices in the 15-state 
South. Also contains the names of 
manufacturing plants employing 
100 or more, arranged geograph- 
ically. $3 per copy from Conway 
Publications Inc. 


8199. Survey of the Office Mar- 
ket. 

A study of the office market and 
the executives who buy for it in- 
cludes titles of executives; their 
degree of purchasing responsibil- 
ity; industry groups; number of 
general and office employes; sizes 
of offices; their equipment and 
expenditures contemplated. Pub- 
lished by Office Management. 


This monthly newsletter covers | 


recent developments in all branch- 
es of the aviation industry at home 
and abroad. It contains defense 
news, listings of military contracts 
and digests of latest technical, 
management and financial devel- 
opments. Published by Aviation 
Week. 


8193. Appliance Newsletter. 

Latest information on current 
trends within the appliance man- 
ufacturing market is published in 
a monthly newsletter by Appliance 
Manufacturer. 


8194. Engineering Test Reactor 

Costs. 

The actual cost of equipment 
for an engineering test reactor are 
published in this report by Nu- 
cleonics. Separate sections are 


| 8200. Survey Report and Automa- 
tion Forecast. 

A 16-page report showing how 
industry will spend $5 billion for 
automation in 1959. This survey of 
17,000 plants reveals market trends 
|}and sheds new light on US. in- 
|dustrial markets. Published by 
| Automation. 


| 
| 


| 8201. Data Sheets on the Auto- 
| mation Market. 

Two-page data sheets provid- 
ing marketing information on data 
processing equipment; electric and 
electronic controls; electric mo- 
tors; lubricants; lubricating sys- 
tems; packaging equipment; proc- 
ess instruments and_ controls: 
| numerical tape and card controls: 
pneumatic power and control are 
available from Automation. 


—_ 
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Advertising Age, April 20, 1959 


8202. Who Buys Materials Han- 


dling Products in the Metal- 

working Industry? 

This buying influence 
shows who buys; how they buy; 
from whom buying information 
is received; and when materials 
handling equipment is _ bought. 
Published by Steel. | 


study 


8203. Basic Metals Study. 

A study delineating the mar- 
kets, applications and buying prac- 
tices for more than 15 major fer- 
rous and nonferrous metals is 
available from Steel. 


8204. The Motor Carrier—Rail- 
road—Private Carrier Execu- | 
tive Group Served by Traffic| 
World as a Market for Trucks, | 
Trailers and Accessories. 

Traffic World subscribers were | 
surveyed for a report which in- 
dicates the numbers of vehicles) 
owned and the titles of persons) 
responsible for their purchase. 


8205. Market and Media Folder. 

A description of the freight 
transportation and_ distribution 
market, and related services and 
equipment; with information on | 
the coverage of the market by 
Traffic World. 


8206. Total Freight Bill of Ship- 
pers who Subscribe to Traffic 
World. 

The average yearly expendi- 
tures for freight transportation by | 
shipper companies subscribing to 
Traffic World are broken down 
by operation of carrier equipment; | 


public warehousing; own ware- 
housing and_rehandling; other | 
shipping costs; passenger trans- | 

' 


portation; transferring household 
goods of employes. 


8207. The Use of Public Ware- 
houses by Shipper Companies. | 
A study indicating the extent 
of use of public warehouses, and 
the responsibility for specifying 
the use of warehousing is avail- 
able from Traffic World. 


8208. Traffic Department Respon- 
sibility in Industrial Plant Lo- 
cation. 

A survey conducted by Traffic 
World reports on the percentage 
of industrial traffic managers con- 
sulted on location of new plants by 


their companies. Gives data on 
other functions of traffic manag- 
ers. 


8209. What is the Role of Indus- 
trial Traffic Managers and Car- 
rier Traffic Executives in the 
Purchase of Materials ing Con 
Equipment and Shipping Con- 
tainers? 

Trends in the participation of | 
industrial traffic managers and 
carrier traffic executives in the 
selection of materials handling 
equipment and shipping contain- 
ers are published in this report by 
Traffic World. 


8210. How to Sell Effectively to 
Architectural Organizations. 
This booklet studies architec- 
tural firm practices and structure, 
relative buying influences in the 
field, and recommended approach- | 
es for marketing building prod- | 
ucts. Published by Progressive 
Architecture, at 50¢ per copy. 


8211. Progressive Architecture Pi- 
lot Client Study. 

A survey of owners of 100 re- 
cent building projects of different 
types (all P/A Design Award 
winners) reveals the source of | 
buying decisions in 10 categories S| 
of building products. From Pro- 
gressive Architecture. 


8212. Sales and Marketing Map. 

This marketing map shows the | 
location of over 21,000 employing | 
electrical contractors and more | 
than 2,314 verified electric whole- | 
scalers. From Contractors’ Electri- | 
cal Equipment. 


8213. Market Balanced Coverage 
This circulation study by Elec- 


| trical Equipment shows plant-by- 


plant and reader-by-reader pen- 
etration based upon research anc 
development activities, capital ex- 
penditures, consumption of elec. 
trical energy and value added by 
manufacture in the original equip- 
|jment and electrical-electronic 
field. 


8214. Market & Media Facts Cov- 
ering the Entire Electronic 
Original Equipment Market. 

An analysis of the electronic 
original equipment market and 
the type of manufacturing plants 
included in it is presented in this 
folder by Electronic Equipment 

Engineering, plus its services to 

this market. 


8215. Railway 
Media Facts. 
A booklet containing a descrip- 


Age Market and 


| tion of the market served by Rail- 


way Age, giving current size of 
the market, and an 


analysis of 


of Arizona's 1.5 billion dollar sales and 
of Arizona's 1.2 million population 

are accounted for in the 

Star & Citizen Retail Trading Zone 


Coverage 63.2% RITZ, 84.8% Metropolitan 
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EVENING 


2 Independent Newspapers Produced in the Same 
Represented Nationally by Cresmer & Woodward, Inc. 
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IF YOU WANT TO COVER ARIZONA, THE STAR & CITIZEN ARE A MUST! 
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FEED MANUFACTURERS 
KNOW HOW TO 
REACH FARMERS...AND 


WALLACES FARMER 
IS 


WITH THEM 


Feed manufacturing is known as agriculture’s 
most competitive advertising category. 

Feed men make advertising dollars 

get in and fight. 


How are they doing it in lowa? 

To sell Iowa livestock men, feed manufacturers 
are putting more of their advertising dollars 
to work in Wallaces Farmer than in 

any other farm publication. 


The reason? 

Wallaces Farmer is 1ST choice of 
Iowa farmers by 5 tol. . 

1ST choice of Iowa dealers by 6 to 1. 


And in rural Iowa, 
Wallaces Farmer is your 1ST choice, too. 


be 


1oWA'S LEADING FARM NEWSPAPER ones 


Member of 


MIOWEST FARM PAPER UNIT 
35 E. Wacker Drive, Chicago 3 
CEntral 6-3407 
250 Park Avenue, New York 17 
YUkon 6-6264 


WEST COAST REPRESENTATIVE 
Townsend, Milisap 4 Co 
110 Sutter St., San Francisco 4 
159 S. Vermont, Los Angeles 4 
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Available Market Data—Industrial 


To secure copies of data listed, use the handy coupons 


railroad personnel reached, as well 
as their buying power. 


8216. Marine/Engineering Log 
Market and Media Facts. 

This booklet contains a descrip- 
tion of the market served by 
Marine Engineering/Log, giving 
current shipbuilding and ship op- 
erating data, an analysis of the 
personnel in the industry, and a 
forecast of activity in the 1959-60 
market. 


8217. Railway Locomotives and 

Cars Market and Media Facts. 

A study containing an analysis 
of the market for railway locomo- 
tives and cars, showing the size, 
makeup and functions of its per- 
sonnel. Published by Railway Lo- 
comotives and Cars 


8218. Railway Signaling and Com- 
munications Market and Me- 
dia Facts. 

A description of the market fo 
railway signaling and communica- 
tions equipment, showing the vol- 
ume, makeup, positions of its per- 
sonnel, is offered in this 12-page 
booklet by Railway Age. 
8219. American Builder Market 

and Media Facts. 

This booklet on the light con- 
struction industry gives the dollar 
volume for the different activities 
included, and an estimate of ex- 
penditures during 1959, as well as 
a circulation analysis. Published 
by American Builder. 


8220. How to Build for Bigger 
Sales in 1959’s $5.9 Billion 
Marine Market. 

Data on the marine market, with 
statistics on merchant and naval 
shipbuilding under way and pro- 
jected are published in this bro- 
chure by Marine Engineering/Log. 


8221. Markets on the Move: the 
Dynamics of Housing Demand 
in Major Areas of Change. 

A survey of 50 leading standard 
metropolitan areas, showing the 
rate of current housing activity 


and the projected rate of increase | 


or decline is the basis for Ameri- 
can Builder’s forecast of where 
the primary housing markets will 
be during the next five years. 


8222. How Marine Engineering/- 
Log Reaches Shore Personnel 
in 99.5% of Vessel Operating 
Companies. 

A survey showing the size and 
make-up of the active commercial 
U.S. flag fleet and Marine Engi- 
neering/Log’s coverage of shore- 
side executive and operating of- 
ficials is presented in this booklet. 


8223. Your Railway Market. 

The outlook for 1959 railroad 
purchases and capital expendi- 
tures, including an analysis of de- 
velopments in railroad traffic, 
earnings and market outlook de- 
partment by department. Shows 
purchases of fuel, material and 
supplies, insulation and protective 
coatings used, piggyback carload- 
ings, etc. From Railway Age. 


8224. A Look at the Men Who 
Specify and Buy Railroad 
Products. 


A chart analysis showing the 
pattern of purchasing power on 
railroads, department by depart- 
ment. Illustrates 
executive and managerial person- 
nel in mechanical, engineering and 
maintenance, signaling and com- 
munications, purchases and stores 
departments. Published by Rail- 
way Age. 


$225. How American Builder 
Readers Operate. 

A survey of American Builder’s 

builder-subscribers shows what 


organization of | 


kind of building is taking place 
and where. Operations include 
custom building; speculative build- 
ing and remodeling. Also gives 
figures on purchases by builders. 


8226. Characteristics of American 
Builder Readers and of Their 
Operations. 

A survey of American Builder’s 
subscribers analyzes the length of 
time the average builder has been 
in the industry, activities of build- | 
ers by types of operations; mem- 
bership in the NAHB, extent of 
building activity and other data. 


8235. Appliance Industry Statistics 
1954-1958. 

This booklet sets forth factory 
shipments of all major household 
appliances and equipment 1954- 
1958, in terms of units and dollars 
of factory sales, Manufacturers’ in- 
ventory figures are included for 
1957 and 1958. In addition, special 
marketing studies are available 
upon request on ten major classi- 


Home Appliance Builder. 


8236. Home Appliance Builder, 
Market Information File. 
Data on sales trends in the ma- 
jor appliance market and circula- 
tion information on the Home Ap- 
pliance Builder are included in 
this market information file. 


8227. Forecast for 1959 Building: 

Back in the Big Time? 

A detailed forecast for the build- | 
ing market for 1959 estimates the 
number of housing starts, value 
of construction, labor costs, build- 
er profits, types of construction. | 
Published by American Builder. | 


8228. 1959 Data Digest, 

Engineering/Log. 

This 30-page market, editorial 
and circulation fact file has data| 
showing current and _ projected | 
shipbuilding and ship operating 
activities, including a description 
of both commercial and naval con- 
struction, plus an analysis of buy-| 
ing power. From Marine Engineer- 
ing/Log. 


Marine 


This reprint from Chemical En- 


fuels, organometallics, refractory 
metals, premium plastics, polymer | 
molecule materials, synthetic fi-| 
bers, petrochemicals, oral pharma- 
ceuticals and liquid fertilizers. 


8230. The Growing 
Electronic Maintenance 
ket. 

Information about the market 
served by electronic technicians, 
volume in service and sales, their 
widely expanding activities, and 
the coverage of Electronic Tech- 
nician in this field is presented in 
an illustrated folder. 


$2.6 Billion 
Mar- 


8231. Just Ask Your Salesmen. 

This study determines the im- 
portance of architectural firms in 
the sale of building products, ma- 
terials and equipment, and the in- 
dividuals in the architectural firms 
who are seen by the salesmen. 
Published by Progressive Archi- 
tecture. 


| 8232. Machine Tool Data Sheets. 
| Data sheets on the purchase and 
/use of machine tools are offered 
|by the Hitchcock Publishing Co. 
No. 304 deals with electric and air 
operated portable tools in wood 
|working plants; 305 covers wet 
barrel finishing; 308 covers port- 
able electric tools; and 310 deals 
with taps. 


| 


8233. Machine Tool Census. 

Executives in metalworking 
plants with 50 or more employes 
were interviewed for this census, 
{tabulated by the number of ma- 
|chine tools per plant. Individual 
reports are available for Onondaga 
County, Connecticut, Wisconsin, 
Massachusetts and Illinois from 
| Sweet’s Catalog Service. 


8234. Home Buying Power is Con- 


centrated in the Light Con- 
struction Market. 
A six-state study of home- 


building activity taken from the 
Cumulative Activity Records of F. 
|W. Dodge Corp. contains informa- 
tion on construction projects con- 
templated, planned or about to be 
started by more than 120,000 U. S 
architects, engineers, builders and 


8237. Electrical World Industry 
Statistics. 

This annual industry wide re- 
port on electric utilities contains 
data on construction expenditures, 
transmission and distribution ex- 
penditures, maintenance, sales, in- 
stalled capacity and additions, and 
other information on customers, 


revenue, electrical manufacturing, | 
| 


appliances and station economics. 
From Electrical World. 


8238. Annual Electrical 
Forecast. 
A brochure containing informa- 
tion on the outlook for peak loads 
and capability, construction budg- 


Industry 


|ets, residential kwhr sales, indus- 


trial kwhr sales, and commercial 
kwhr sales. Illustrated with graphs 


port. 
This is a roundup of information 
on the operating power reactors in 
the United States, with tables giv- 


ing the vital statistics of major| 
power reactors. Published by Elec- | 


trical World. 


8240. Modernization Series—Elec- 
trical Power Systems. 

Five reports on modernizing 
electric power systems deal with 
(1) modernizing generation to cut 
costs, (2) modernizing transmis- 
sion to boost capacity, (3) mod- 


service, (4) modernizing service 
functions to meet future growth, 
(5) modernizing industries and 
street lighting. All are available 
from Electrical World. 


8241. Aircraft and Missiles Annual 
Handbook. 

This digest contains market da- 
ta on missiles, past, present and 
under development; missile prime 
and major sub-contractors with 
associated projects, products, dol- 
lar values and personnel; specifi- 
cations and statistics on foreign 
and domestic aircraft and power- 
plants. Price is $1 from Aircraft & 
Missiles Manufacturing. 


8242. High Strength Steel and the 
Aircraft Industry. 

A study of the major classes of 
steel which indicate market po- 
tential in the aircraft industry, 
and_ significant applications of 
stainless steel to high performance 
vehicles. Published by Aircraft & 
Missiles Manufacturing. 


8243. Consumption of Steel 
Market Classification. 

This four-page folder reports on 

shipments of steel, alloy steel and 


by 


cation. It is available from Auto- 
motive Industries. 


8244. Marketing Facts from Auto- 
motive Industries. 

This is a report on production 
totals, by units and value of ship- 
ments; for cars, trucks, buses, 
tractors, construction equipment 
and internal combustion engines. 
Published by Automotive Indus- 
tries. 


| general contractors. From Sweet’s 
Catalog Service. 


| 8245. 


Mechanical Catalog Data 


fications of appliances from the} 


ernizing distribution to improve | 


stainless steel by market classifi- | 


Regular Features 
Back Next Week 


The regular lineup of fea- 
tures (Creative Man, On the 
Merchandising Front, Sale- 
sense in Advertising, etc.) 
which normally appears in 
the AA feature section has 
been omitted from this issue 
to provide adequate space 
for the large volume of mar- 
ket data. All of the usual fea- 
tures will be back in their 
regular places next week. 


File. 

This circulation piece from Me- 
chanical Catalog includes a direc- 
tory and a design and buying in- 
|fluence study covering over 100 
jitems of plant equipment and 
product components. 


|8246. Onward and Upward: | 
Growth Trends Resumed. 
A preview of future construc- 


tion potentials with estimates of| 


Advertising Age, April 20, 1959 
Published by The Plant. 


8254. Growth Rates. 

Charts showing growth rates and 
the relative importance of manu- 
facturing; growth rates and the 
relative importance of U.S. geo- 
graphic divisions, are offered by 
The Plant. 


8255. Electrical Insulating Mate- 
rials. 

This study provides quantitative 
data on the use of 39 basic kinds 
of electrical insulating materials 
in the design engineering or elec- 
trically operated machinery, ap- 
pliances and equipment; with dol- 
lar volume consumption for 1957 
and projected consumption for 
1960. Published by Electrical Man- 
ufacturing. 


8256. Control Components and Ac- 
cessories. 

This study covers the use of 
components and accessories by in- 
strumentation and control systems 
engineers, including type, size, ap- 
plication and temperature charac- 
teristics of products used for origi- 
nal design and replacement; and 
expected usage for 1959. Published 
by Control Engineering. 


| dollar volume of construction con- | 8257. Wire and Cable Survey. 


|tracts, numbers of buildings and 
economic conditions affecting the 
construction industry in 1959. Pub- 
_— by Architectural Record. 


8247. Analysis of Architect-Engi- 
neer Planned Work for 1958. | 
This is a list of non-residential | 


|struction done in 1958 by type of | 


gineering outlines developments in 8239. Annual Nuclear Power Re-| building, by whom planned, and | 8258. Hydraulic 


|reported by dollar volume. From | 
Architectural Record. | 


This study explores the control 
engineers’ uses and applications of 
wire and cable. It includes the 
voltage requirements, sizes, insu- 
lations, number and types of con- 
ductors required, types of jacket- 
ing, methods of installation, and 
kinds of operating environments. 


8229. Today's Top Chemical Trade. and tables, from Electrical World.!| ang large residential building con-| Published by Control Engineering. 


Control Equip- 
ment Survey. 


A survey covering pumps, con- 


| trol valves, actuators, transmission 


8248. Architects’ 

Studies. 

An extensive study of architects’ 
specification practices were made 
by Architectural Record. Results of 
this study are reported separately 
|for background music systems, 
| sliding and folding door hardware, | 
commercial cooking equipment, 
vinyl wall covering, translucent 
building panels, office furnishings, 
light and sun control products, in- 
tercommunication equipment, cur- 
| tain wall construction and curtain 
| wall panels, and folding doors and 
| walls. 
8249. School Bus Market. 
| Market data in this folder in- 
'cludes: number of school buses 
registered; number in operation; 
number of pupils transported; type 
of ownership; size of fleets; con- 
sumption figures on gasoline, tires, 
replacement parts; delivery fig- 
ures on buses and chassis. Pub- 
lished by School Bus Trends. 


Specification 


8250. Carbide Engineering Data. 

A study of the cutting tool mar- 
ket, indicating usage of carbides; 
expenditures for carbides; usage 
of diamond wheels and powders; 
expenditures for diamond wheels 
and powders and who specifies 
carbide wear parts covered in a 
data sheet published by Carbide 
Engineering. 


8251. Mass Transportation Data. 

A numerical and geographical 
count of the number of buses in 
|the United States; by ownership 
| (public or private); type, (com- 
‘mercial or school); and type of 
| power. The totals are broken down 
by the numbers of commercial 
and school buses. Published by 
Mass Transportation. 


8252. Who Buys Plant Equipment. 

A report showing the responsi- 
bilities of typical plant engineers 
and the buying procedures of typ- 
ical companies. Published by The 
Plant. 


8253. New Dimensions of U.S.A. 


These tables estimate popula- 
tion growth and power and water 
needs between 1957 and _ 1975. 


equipment, transmission fluids and 
accessories used in control systems 
engineering; it includes design 
characteristics, applications, infor- 
mation and service requirements. 
Published by Control Engineering. 


8259. Manufacturing Meat Indus- 
try. 

The characteristics of the man- 
ufacturing meat industry, its prod- 
ucts, the location of its plants, and 
its use of equipment and materi- 
als, are outlined in this brochure. 
along with suggestions on how to 
develop the market and circula- 
tion information about the Na- 
tional Provisioner. 


8260. Tool Survey. 

Results of a survey on the pur- 
chasing, place of purchase and use 
by electrical contractors of power 
actuated tools, hammer drive tools, 
power tools, including drills, ham- 
mers, metal shears, conduit bend- 
ers, power threaders and cable 
pullers. Published by the Qualified 
Contractor. 


8261. Use of Long-Distance Mov- 
ers by Shipper Companies. 

This survey of traffic manager 
subscribers to Traffic World re- 
ports on the number of times they 
have arranged for transferring 
household goods of company em- 
ployes. 


8262. Survey of Purchasing Week’s 
Subscribers. 

This profile survey of Purchas- 
ing Week subscribers gives their 
age, education, income, home and 
car ownership, management, au- 
thority and buying influence. 


8263. Buying Pattern Studies. 

Through personal interviews 
Purchasing Week gathered infor- 
mation on how industry buys vari- 
ous products. Individual reports 
are available for packaging mate- 
rials, pumping units, basic raw 
materials, capital equipment, com- 
ponent parts, fabricated sheet met- 
al parts, machine tools and abra- 
sives. 


8264. Diesel Maintenance Survey. 
This industrywide survey of the 
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Advertising Age, April 20, 1959 


repair and overhaul practices of|resins and cellulosics in pounds, ,ing names, addresses and products 


railroads with respect to their lo- 
comotives is published by Modern 
Railroads. 


8265. Your Contractor Market. 

Market data in this booklet in- 
clude the estimated percentages of 
distribution of industry’s annual 
production by end use; total units 
of equipment in use in all fields; 
employment by industry group; 
and construction equipment ex- 
penditures. Published by Gillette 
Publishing Co. 


8266. Roads and Streets Data. 

Facts on highway construction 
and maintenance expenditures, ex- 
penditures in heavy construction 
fields, and the market for con- 
struction equipment are presented 
in this folder with media informa- 
tion on Roads & Streets. 


8267. Rural Roads Market File. 

Expenditures for rural roads, 
the number and type of road juris- 
dictions in the rural roads market, 
and an estimated inventory of pub- 
licly owned highway equipment 
are offered in this folder with 
media facts on Rural Roads. 


8268. Roads and Streets Data. 

This folder contains a circula- 
tion analysis for Roads & Streets, 
giving a geographical breakdown 
by states and regions, and major 
business classifications. 


8269. Rural Roads Data. 

This folder contains a circuia-| 
tion analysis for Rural Roads, giv- | 
ing a geographical breakdown by | 
states and regions, and major busi- 
ness classifications. 


8270. Street Engineering Data. 

Subscribers to Street Engineer- 
ing are classified by states and 
regions and by major business 
classifications in this media data | 
folder. 

8271. Survey Report and Automa- | 
tion Forecast. 

A round-up of information sis 
the expected use of automatic 
manufacturing and data process- 
ing facilities in 1959 is presented 
in this report. Plans for facilities 
to be automated in the next five | 
years are reported by SIC groups. | 
Published by Automation. 


8272. The Automation Market. 
Individual reports on the mar- 
ket for automation equipment 
have been prepared by Automa- | 
tion. They cover pneumatic power 
and control; numerical tape and 


car controls; special production | 
machinery; process instruments) 
and controls; packaging equipment 
lubricating systems; lubricants; 
electric motors; electric and elec- 
tronic controls; data processing 
equipment. 


8273. Who Buys Materials Han- 
dling Products in the Metal- 
working Industry. 

Metalworking plants in the U.S. 
were surveyed to determine the) 
market for various types of mate- | 
rials handling equipment, and the 
buying influences in this field. Re- 
sults of the survey are —_ 


in this report by Steel. 


8274. Mechanical Engineering Data 
Design and buying influence 
studies covering over 120 products 
and product components are in- 
cluded in this advertising, reader- 
ship and circulation analysis of 
Mechanical Engineering. 


8285. 1959 Sales Guide to the U.S. | 
Mine Market. 
A booklet issued by Mining | 
World gives dollar and tonnage) 
output of U.S. ore producers by 
state, a breakdown of under- 
ground mines and open pit mines 
by state and a listing of ore con- 
centrating plants by states. 


8286. The Plastics Field. 
Annual production of synthetic| 


1934-56, sales of various types and 
a listing of materials bought by 
the plastics field are included in a 
booklet published by Modern Plas- 
tics. 


8500. Mining World and World| 
Mining Newsletter. 

A newsletter published every 
other month by Mining World and 
World Mining for manufacturers 
interested in current news of this 
industry is available. 


manufactured by leading suppli- 


jers of the international mining 


industry. Also given is a resumé 
of 1958 developments in mining, 
metal markets, new equipment 


‘and methods. It is free to adver-| 


tisers and their agencies, but $1 


| a copy to others. 


8503. Sales Guide to the U.S. 
Mine Market. 

Mining World offers this bro- 

chure giving statistics on the num- 


|ber of mines, mills, concentrating 


8501. Directory of U.S. Mining 
Operations. 

Mining World offers this direc- 
tory of all active U.S. and Alas- 
kan mining operations, including | 
names and addresses, affiliated 
personnel, and size, type and scope | 
of the operation. It is available at] 
$2 a copy. 


|industrial market in the 


8502. World Mining Annual Cat- 
alog Survey and Directory. 
Published this month is World 

Mining’s annual buying guide, giv- 


|plants, smelters and refining plants 
jin the USS., 


their size, type and 
location, and data on mine pro- 


| duction by states. 


-: Today’s Western Industrial | 


Market. 

A four-page booklet offered by 
Western Industry describes the 
West in 
terms of its growth pattern and 
differences from other areas. 


8505. The Big Move Is to the West. | 


grow with OKLAHOMA! 


Headlines tell the story! 


MILLIONS 


being spent for expansion in 


GROWING OKLAHOMA 


The figures at the right were headlined during 1958 in 
Oklahoman and Times trade -paper advertising. They illus- 
trate the growth and expansion-in progress throughout Okla- 
Here are more reasons why you should plan for sales 
growth in Oklahoma with a strong ‘advertising schedule in the 


homa. 


Oklahoman and Times: 


Wk TOTAL RETAIL 


An increase of 3.6% for 1958 over 1957 was recorded by 
the Oklahoma Tax Commission as sales tax figures showed 
$2,556,349,122 total retail sales for the year. Food sales were 
up 4.8% and drug sales accounted for a 5.6% increase. 


SALES UP 


CONSTRUCTION SETS NEW RECORD 


Dollar volume for construction in Oklahoma City in 1958 
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Available Market Data—Industrial 


To secure copies of data listed, use the handy coupons 


struction market in the West, de- 
scribing its rate of growth, current 
activity and special characteristics. 


8506. Who Builds What and 
Where? 

A detailed survey conducted by 
Practical Builder of building per- 
mit holders in the Chicago metro- 
politan area provides the data in 
this report on dwelling unit 


| 


|erations, Chicago was chosen as 
|most representative of the nation- 
al home building picture. 


that Map the Boom Ahead. 
This study, prepared by Prac- 


tical Builder in cooperation with 
|the Univ. of Denver Bureau of 
Business & Social Research, pre- 
sents a variety of figures on con- 


Western Construction offers this | 
eight-page brochure on the con-| 


builders and the size of their op-| 


8507. Economic and Social Factors | 


struction expenditures, popula- 
tion, savings, income, etc., to sup- 
port its contention that a major 
boom period lies ahead for the 
American economy. The roles of 
the consumer and the builder in 
such an expanding economy are 
discussed. 


8508. Exploding the Myth of Mass 

Housing. 

A reprint from Western Build- 
ing, showing the dollar volume 
of building permits for custom 
|homes and tract housing in the 
|West, is offered by Practical 
Builder. 


8509. How to Help the Dealer Sell 
His Builder Customers. 

| Lumber and building material 

| dealers supplied data for this sur- 

vey report offered by Practical 

Builder on the dealers’ attitude 

toward builders as customers. 


*292,000,000 


for telephone company expansion 


*100,000,000 


for city expressways 


*170,000,000 


for electric utility expansion 


‘24,000,000 


for civil aviation growth 


was set at $47,700,000 by the F. W., Dodge Corporation, a 
healthy increase of 26.39% over the total for 1957 and rank- 
ing Oklahoma City 36th among major cities of the nation 
in volume of construction. A total of 4,011 dwelling units 
were authorized in residential construction, an increase of 
85% over 1957. 


* INDUSTRIAL EXPANSION HITS NEW PEAK 

Oklahoma City reached the highest economic level in its 
history during 1958, with $195,015,976 either spent or com- 
mitted for industrial expansion and community improvement. 
STATE INCOME UP 

General business activity in Oklahoma showed a gain of 
4.6% over 1957 while nationally a decline of 9% was re- 
corded. Income was up to $3,700,000,000—the largest 
volume on record for the state. 


METROPOLITAN AREA ENLARGED 

Growth of population in central Oklahoma caused the 
Bureau of the Budget to amend the definition of the Okla- 
homa City Metropolitan Area to include all of Oklahoma 
and Cleveland Counties. This new definition moves Okla- 
homa up in metropolitan area rankings to 32nd in drug sales, 
43rd in total retail sales, 44th in automotive sales, and 46th 


*35,000,000 


for new industrial plant 


*27,000,000 


for military air expansion 


*23,000,000 


for hospital building 


in population. 


STATE POPULATION UP 


Population in Oklahoma increased to 2,399,603 in 1958, 
a gain of 365,000 persons, a 17.9% increase since 1945. Al- 
most 10,000 more automobiles were registered in Oklahoma 
during 1958 over 1957, as the state tax commission reported 
812,270 autos in the state. 
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Available Market Data—Industrial 


To secure copies of data listed, use the handy coupons 


8510. How Do You Reach Build- published by Modern Materials 
ers? Handling next fall. 
A readership and _ preference 


survey of builders regarding the | g2g0. 1959 Overhead Hoist Crane 

trade publications they regularly | and Monorail Survey. 

read and find most useful is re-| ‘Trends in equipment usage; in- 

ported in this booklet offered by | ventory of equipment in use by 

Practical Builder. | capacity and age; accessories used 
, with overhead equipment; and fu- 

8511. Who Buys? Who Influences? ture expenditures in terms of 


Advertising Age, April 20, 1959 


Readers’ Service Dept., ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Ill. 


TO OBTAIN MARKET DATA USE THIS COUPON 


Please send me the following data (insert code number of each item wanted) : 


The importance of the builder 
as a purchaser of or purchasing 
influence on types and brands of 
building products and materials in 
the home building industry is out- 
lined in this booklet offered by 
Practical Builder. 


8512. Sub-Contractors—Who Are 
They? What Do They Do? 
Sub-contractor subscribers to| 
Practical Builder gave details on} 
the kind of business they do, how 
often they work as general con- 
tractors, how much _ residential, 
industrial and institutional work 
they do, and other data for this 


booklet. 


8513. A Comprehensive Survey of 
Builder Operations in New 
Residential Construction. 

This is a 40-page report offered 
by Practical Builder covering a 
survey of builders’ practices and 
use of building materials in dwell- 
ings, with detailed information on 
the types of houses they build. 


8514. Forest Products Outline. 

A presentation outline of Forest 
Products Journal breaks down cir- 
culation by state and county, by 
industrial classification and by oc- 
cupational function, 


SOON TO BE PUBLISHED 


8275. Metal Statistics—1959. 

This 850-page annual volume 
contains over 400 statistical tables 
covering production, price, dis- 
tribution and shipments for metal 
products, ores and fuels. It has a 
buyers’ guide and a list of manu- 
facturers and distributors. Will be 
published in June, 1959 at $3.50, 
by American Metal Market. 
8276. Southern Spinning and 

Weaving Industry—1959. 

This report describes the admin- 
istrative and operating executive 
structure in the spin-weave mills, 
and gives a tabulation of the mills 
and their equipment; man-made 
fiber production; rayon and ace- 
tate filament yarn shipments by 
territory; bleaching; dyeing and 
finishing. Available in September 
1959 from the Textile Bulletin. 


8277. Men and Markets. 

A study of the markets for 
equipment and services required 
in the exploration, drilling, pro 
ducing, field processing, pipeline, 
refining and petrochemical seg- 
ments of the petroleum industry, 
with projections of coming activ- 
ity. Published by the Oil & Gas 
Journal, it will be available in 
June, 1959. 


8278. Plant and Personnel Direc- 
tory, 1959-1960. 

A directory of all refineries, 
natural gas plants and petrochem- 
ical plants in the U.S. and Canada, 
including personnel, location, prod- 
ucts manufactured and capacities. 
Also lists plants by states and by 
companies, and gives data on 
production, and sales on the proc- 
ess industry. To be published in 
July, 1959, at $20 by the Oil & Gas 
Journal. 


8279. 1959 Study of Storage Equip- 
ment Used in Materials Han- 
dling. 

Separate reports covering trends 
in storage equipment; amounts of 
equipment in use by type of ma- 
terials; and future dollar expen- 


units, capacities and dollar values 
will be covered in separate reports 
to be issued next fall by Modern 
Materials Handling. 


8281. 1959-60 Penton’s 
List. 

This folder describing the 1959- 
60 edition of Penton’s Foundry List | 
will give statistics by states on} 
the number of plants, metals cast, 
methods of casting used in found-_ 
ries. To be published in August by | 
Foundry magazine. | 


Foundry | 


8282. Market & Media File. 


Company 
Address 


City & Zone 


Title 


State 


This coupon will not be serviced after July 15, 1959 


’ ; : Also offered by School Execu- | 
This file provides a detailed |tive-Educational Business is this| 


7511. The Public School Market. 
The Nation’s Schools has pub- 


analysis of the electrical contractor | report on how school districts buy, | lished this statistical report on the 


market and the electrical whole- 
saler. To be published by Contrac- 
tors’ Electrical Equipment in June. 


8283. Automotive Vehicles in 
Railroad Industry. 

This study reports on the num- 
ber of trucks and automobiles of 
various types in use in the rail- 
road industry. To be published in 
July by Modern Railroads. 


the 


8284. Furniture Data. 

This study analyzes the furni- 
ture manufacturing, upholstering 
and bedding industries; showing 
the location of plants employing 
twenty or more employes; and giv- 
ing circulation information on 
Furniture Design & Manufactur- 
ing. Will be published in July. 


8287. Fabricated Materials, Forms 

and Shapes Market Survey. 

Data on 28 different types of fer- 
rous and nonferrous fabricated 
materials are included in a bro- 
chure which will outline the mar- 
ket for fabricated materials, forms 
and shapes, broken down by 
Standard Industrial Classification 
system, and will be published July 
15 by Materials in Design Engi- 
neering. 


NOTE: Most items listed here 
are available without charge, but 
not all. Those requesting material 
which bears a price will be billed 
by the publishers. 


7500. Educational Building in 1958. 

This survey report, just pub- 
lished by American School & Uni- 
versity, covers the number of new 
school buildings and major addi- 
tions to existing plants constructed 
in 1958 and the cost involved. 


7501. How To Get the Most Value 
from Your Catalog in the 
School and College Market. 

Offered by American School & 

University, this folder describes a 

pre-filed catalog distribution plan 

to reach buyers in the school and 
college market. 


7502. How Big Is the School Mar- 
ket? 

A four-page folder published by 
School Executive-Educational Bus- 
iness shows total education ex- 
penditures for 1948 and 1958, dol- 
lar volume of new construction, 
expenditures per pupil, and related 
data. 


7503. What Are the Buying Pat- 
terns in the School Market? 


ditures make up this study to be 


| extent of buying influence, and in- 


dividual buying influence patterns. 


7504. How Well Do You Cover the 
School Market? 
Another folder available from 
School Executive-Educational Bus- 
iness reports expenditures in the 


with relation to enrollment. 


| 7505. Facts About the School Mar- | 


| ket. 


| A 16-page booklet published by | 
|School Executive-Educational | 


| Business gives current data on 
| public and private schools and col- 
|leges, enrollments, annual volume 
of new building, 
organization and who buys and 
specifies. 

7506. The American Artist as a 

Travel Prospect. 

Readers of American Artist pro- 
vided the data for this booklet 
covering income, travel expendi- 
tures, places visited, vacation in- 
terests, automobile ownership and 
mileage, other forms of transpor- 
tation used, states and countries 
visited, and the extent to which 
respondents combined their art 
and travel interests. 


7507. The School Art Market. 
Just published this month is a 
report on a survey of 3,000 col- 
leges, universities, public and pa- 
rochial high schools, and private 
and professional art schools re- 
garding types of art taught, num- 
bers of teachers and students, and 
information on purchases of art 
supplies among other things. It is 
available from American Artist. 


7508. American Artist Today. 

Another survey report available 
from American Artist covers char- 
acteristics of that magazine’s sub- 
scribers as to age, income, reading 
and buying habits, as well as 
their multiple art interests. 


7509a. The Score Card. 

Current school market statistics, 
including enrollment, teachers, 
and school buildings of public ele- 
mentary and secondary schools 
listed by states, are given in this 
data sheet offered by The Instruc- 
tor. 


7510a. Survey of the School Shop 
Market. 

A 16-page booklet offered by 
School Shop reports on tools and 
equipment now in use in various 
areas of school shop programs, and 
purchasing plans for the current 
school year. Also included is infor- 
mation on the shop teacher’s pur- 
chasing influence and the number 
of students he deals with and in- 
fluences, 


administrative 


| public school market covering 
educational construction, opera- 
tion and maintenance, pupil feed- 
|ing and transportation, organiza- 
tion and buying influences, as well 
/as public school systems by en- 
'rollment, number of schools, and 
| type of service. 


educational market’s buying units | 


| 7512. U. S. Public School Systems 

by Enrollment, Capital Outlay 
and Current Expenditures, and 
U. S. Public School Enrollment, 
1952-1965. 


market facts, including break- 
downs of systems by enrollment 
size and percentage of enrollment 
| in each size group, the trend in 
| public school capital outlay and 


7518. The Market and the Maga- 


zine. 
A study of hospital purchases 
of clin.cal and scientific equip- 


ment and supplies, describing how 
they are purchased and by whom, 
is offered by Modern Hospital. 


7519. U. S. Hospital Bed Needs. 
This is a chart offered by Mod- 
ern Hospital showing the number 
of existing acceptable and unac- 
ceptable beds in U. S. hospitals, 
excluding federal institutions. 


| 7520. Study of Hospital Fund-Rais- 


| 


Three charts available from The | 
| Nation’s Schools depict school) 


|current expenditures from 1954- | 


59, and the trend of school en- 
rollment figures through 1965. 


7513. The College Market. 

A survey report discussing the 
present size and activity of 
college market as a consumer of 
goods and services, growth trends 
and major buying influences is of- 
fered in this booklet from College 
& University Business. 


1959 Marketing Strategy. 


lege & University Business de- 
scribes the size and growth rate 
of the college market, including a 


lege buildings completed or under 
construction as reported by sur- 
vey respondents. 


7515. Estimated Enrollment in Col- 
lege, 1959-1970, College Physi- 
cal Plant Area Needed by 1970, 
and Two Estimates of Funds 
Needed to Expand College Fa- 
cilities by 1970. 

The data described in the above 
titles are presented in _ three 
graphs published by College & 
University Business. 


7516. The Importance of the Hos- 
pital Market to the Pharmaceu- 
tical Industry. 

This booklet available from 
Modern Hospital describes the 
scope of hospital pharmaceutical 
buying and the importance of the 
administrator in the selection of 
pharmaceuticals for hospital use. 


7517. Survey on Hospital Air Con- 
ditioning. 

Responses from 530 hospitals 
provided the information for this 
booklet describing types of hospi- 
tal air conditioning installations, 
plans for purchasing such equip- 
ment, where it is installed, and 
methods of financing. It is avail- 
| able from Modern Hospital. 


the | 


ing Procedures. 

Administrators of church or non- 
profit association hospitals sup- 
plied data for this survey 
report on the extent to which fund- 
raising counsels are employed, the 
basis on which they are employed 
and the hospital personnel respon- 
sible for selecting the fund-rais- 
ing organization. It is offered by 


| Modern Hospital. 


7521. Catholic Hospital Buying 
Power. 

A brochure showing the size 
and purchasing power of the Cath- 
olic hospital market, including 
statistics on the number of hospi- 


| tals, patients, beds, and bassinets, 


| 1958 


| 7514. Answers to Three Questions | i¢als, and all other hospital sup- 
You Ought To Ask as You Plan | plies, is offered by Hospital Prog- 


purchases for pharmaceu- 


| Tess, journal of the Catholic Hos- 


17509. Canadian 


table indicating the number of col- | 


Another booklet offered by Col- | Pital Assn. 


Medical Market 
by Counties. 

A booklet offered by Modern 
Medicine of Canada gives a full 
analysis of the Canadian medicinal 
market by province and by county, 
showing general practitioners, spe- 
cialists, population, drug stores, 
birth and mortality rates, and 
physicians’ calls. 


7510. Survey of Canadian Dentists. 


A study of patient-load, type 
of treatment, number of dental 
chairs, type of handpiece used, 


and number of prescriptions writ- 
ten by Canadian dentists is re- 
ported in this pamphlet available 
from Oral Health. 


7522. Portrait of the Building Cli- 
ent. 

A study of 5,000 building clients 
—individuals carrying building 
decisions for their companies, gov- 
ernment agencies, scholastic or 
medical institutions, schools or 
church committees—is reported in 
a 46-page booklet published by 
Architectural Forum, which ana- 
lyzes_ their responsibilities, pur- 
chases of 16 building products, 
and future plans for new build- 
ings or remodeling projects. 


7523. Building Product Studies: 
Acoustical Materials, Non-Res- 
idential Building Hardware, 
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Advertising Age, April 20, 1959 sss 
Electric Lighting Equipment. | s 
Architectural Forum conducted | Top 20 Retailers: 1958 VS. 1957 
these three studies to yond 
customer requirements and opin- 
ions on planning and selection, de- | Source: Business Week 
sign, application and installation, | % 1958 % 
and manufacturer relations and | 1958 1957-11958 Sales Change Earnings Change 
services for these groups of prod- | Rank Company Name Rank (thousands) from ‘57 (thousands) from ‘57 
ucts. Detailed booklets on each 1. Atlantic & Pacific Tea Co... 1 $4,900,000** 2.1% $ 51,600 2.0% 
study are available. 2. Sears, Roebuck... 2 3,721,272 33 165,788 29 
7527. Here’s How: U. 8. Colleges 3. Safeway Stores oevescevosescocoss 3 2,225,352 5.1 33,406 8.1 
and Universities Are Organ- | 4. Kroger Cnecceoeosonsccocessseesoccsosse 4 1,776,174 3.6 21,629 48 
ized. Be Be ee  satecesnestosennsecesens 5 1,325,604 WW 46,876 —5.1 
A single data sheet offered by | 6. Montgomery Ward ............ 6 1,092,267 17 28,030 —5.6 
College & University Business 7. American Stores ............. a 874,500 44 10,843** 3.3 
gives a pictorial representation of 8. F. W. Woolworth .............. 8 864,571 49 32,376 —2.9 
the organizational hierarchy of Dy FE TD ccexcccrevisscsvv0csee 9 794,162 16.6'T 8,841 9.81 
college institutions from the board 10. Food Fair Stores ................ 12 740,000 23.2 9,350 —2.9 
of trustees to the superintendent 11. Winn-Dixie Stores .............. 13 675,000 14,.7* 13,500 10.0 
of maintenance. 12. Federated Dept. Stores ...... 10 650,000* 2.4 27,000* 8.1 
RE) | 644,000** 19 11,700** —5.3 
7528. Survey of School Business 14. May Dept. Stores .............. 14 540,000** 1.5 19,000** —6.0 
Officials. 15. First National Stores ........ 15 531,500* 19 8,982** 2.1 
A survey of 1,019 school dis- . 16. Grand Union oo... 18 503,740 177 5,385** 9.8 
tricts is reported in this pamphlet ne ; i. 16 457,714% - 2,3284 ~~ 
offered by Nation’s Schools and | AiRY—This modern building, which appears to be floating above the oe = a 443,813 7.1 7,808 12.2 
defining the responsibilities of the| ground, is the new headquarters of Burke Dowling Adams Inc. in | 19, Colonial Stores cccccesccosecse-o 17 437,132 a=f,? 4,849 —22.0 
business manager, his background, | Atlanta (AA, March 30). Although the agency has merged with St. | 20, W. T. Grant coccccccccccocosescoooes 20 432,241 6.4 9,850 1.4 
reading habits, and sources of Georges & Keyes to form Adams & Keyes (AA, March 30), the At- * Company estimate. ** Business Week estimate. | Based on 13 months. Tt! 53 weeks 
product information. lanta office retains the old name. against 52 weeks. * 52 weeks ended Nov. 1, 1958. 


7529. Lighting in New Public 
Schools. e 
Here is a report on a survey of 

rca mice — DP Ke the Guess Out of Space Buyin 

ing the type of lighting equipment 

being used in new school con- e e ' e e 

struction, reasons for selecting 

paeuar opera tare sd J America’s Eighth Market with 

who participates in the final selec- 

tion of lighting fixtures. It is of- 

fered by Nation’s Schools. 


7530. Hospital Market Facts. 


A newly published (this month) | 4 é 
market data file offered by Mod-| 
ern Hospital describes the size | . 


and structure of this institutional | 
market, including information on | 
facilities and equipment, feeding, 


construction, finance, who makes | 2 | 4 
buying decisions, etc. | 
7531. Fort of a Study Showing 

Fa Ag Where, Why, and 8 & e 


by Whom Hospital Purchasing 

File Is Used in Product Selec- 

tion. 

Publishing Files Inc. has this 
report available on a survey of 
860 hospitals whose officials indi- 
cated how they use Hospital Pur- 
chasing File of suppliers’ catalogs 
in selecting needed products. 


7560. Facts about the Southern 
Hospital Market. 

Information tabulated in this) 

report includes total facilities and 

‘ professional personnel; expendi- 


tures of general hospitals; addi- R 
tional hospital facilities needed; SINDLINGE 
facilities in the 15 southern states | & 

C inc. 


and Washington, ").C.; amounts | 
Analysts 


, being invested in new facilities by | 
, states. Published by Southern Hos- 
| pitals. 


SOON TO BE PUBLISHED 


7524. The Instructor Story. 
A 24-page booklet planned for 
June publication by The Instruc- 


tor will provide student enroll- ee ‘ ° 
ie canaitionsh eutl vanities, 50 wel P ...a@ new, authenticated and impartial 
1 as case studies of how advertisers 
7? wre sciiingthietci4. == analysis for advertisers based on data from 


7525. Survey of Science & Me-), 
chanics Readers. 


Results of a Science & Mechanics e SINDLINGER & CO. RESEARCH ANALYSTS 


survey of readers to be made via ‘ . ‘ F 
} the April and June issues will be All interviews covered in this study 


published in June, reporting read- were completed and in Sindlinger files e AUDIT BUREAU OF CIRCULATIONS 


ers’ income, ownership of power before the Post-Gazette subscribed to 
tools, autos and boats, and buying the service. They reveal that the Post- ® MEDIA RECORDS 
preferences. Gazette is your best "bridge" to Pitts- 


\ burgh Adults, Women, and non-working e PUBLICATION RESEARCH SERVICE 


ee ee Housewives—alone or in combination. 


Plumbing Fixtures. And at less cost per thqusand! 

Architectural Forum is readying Available for personal presentation or 
these two studies designed to de- 
termine customer requirements 
and opinions on planning and se- 


lection, design, application and in- IT COSTS LESS P e tt D h P t . G tt 
| Heinen sed mamuaetre="| 79 seu more INTHE = LLESDULY OSU’ UaZeLLe 


chases (to be published early next 
fall) and plumbing fixtures (to 
be published in June). 


in printed form. Write, Wire or Phone: 


REPRESENTED NATIONALLY BY MOLONEY, REGAN AND SCHMITT 
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Available Market Data—Industrial | 


To secure copies of data listed, use the handy coupons 


8510. How Do You Reach Build- 
ers? 

A readership and _ preference 
survey of builders regarding the 
trade publications they regularly | 
read and find most useful is re- 
ported in this booklet offered by 
Practical Builder. 


8511. Who Buys? Who Influences? 
The importance of the builder 
as a purchaser of or purchasing 
influence on types and brands of 
building products and materials in) 
the home building industry is out- 
lined in this booklet offered by 
Practical Builder. 
8512. Sub-Contractors—Who Are 
They? What Do They Do? 
Sub-contractor subscribers to 
Practical Builder gave details on 
the kind of business they do, how 
often they work as general con- 
tractors, how much _ residential, 
industrial and institutional work 
they do, and other data for this 
booklet. 


8513. A Comprehensive Survey of 
Builder Operations in New 
Residential Construction. 

This is a 40-page report offered 
by Practical Builder covering a 
survey of builders’ practices and 
use of building materials in dwell- 
ings, with detailed information on 
the types of houses they build. 


8514. Forest Products Outline. 

A presentation outline of Forest 
Products Journal breaks down cir- 
culation by state and county, by 
industrial classification and by oc- 
cupational function, 


SOON TO BE PUBLISHED 


8275. Metal Statistics—1959. 

This 850-page annual volume 
contains over 400 statistical tables 
covering production, price, dis- 
tribution and shipments for metal 
products, ores and fuels. It has a 
buyers’ guide and a list of manu- 
facturers and distributors. Will be 
published in June, 1959 at $3.50, 
by American Metal Market. 
8276. Southern Spinning and 

Weaving Industry—1959. 

This report describes the admin- | 
istrative and operating executive 
structure in the spin-weave mills, 
and gives a tabulation of the mills 
and their equipment; man-made 
fiber production; rayon and ace- 
tate filament yarn shipments by 
territory; bleaching; dyeing and 
finishing. Available in September 
1959 from the Textile Bulletin. 


8277. Men and Markets. 

A study of the markets for 
equipment and services required 
in the exploration, drilling, pro 
ducing, field processing, pipeline, 
refining and petrochemical seg- 
ments of the petroleum industry, 
with projections of coming activ- 
ity. Published by the Oil & Gas 
Journal, it will be available in 
June, 1959. 


8278. Plant and Personnel Direc- 
tory, 1959-1960. 

A directory of all refineries, 
natural gas plants and petrochem- 
ical plants in the U.S. and Canada, 
including personnel, location, prod- 
ucts manufactured and capacities. 
Also lists plants by states and by 
companies, and gives data on 
production, and sales on the proc- 
ess industry. To be published in 
July, 1959, at $20 by the Oil & Gas 
Journal. 


8279. 1959 Study of Storage Equip- 
ment Used in Materials Han- 
dling. 

Separate reports covering trends 
in storage equipment; amounts of 
equipment in use by type of ma- 
terials; and future dollar expen- 


ditures make up this study to be 


published by Modern Materials 
Handling next fall. 


8280. 1959 Overhead Hoist Crane 
and Monorail Survey. 

Trends in equipment usage; in- 
ventory of equipment in use by 
capacity and age; accessories used 
with overhead equipment; and fu- 
ture expenditures in terms of 
units, capacities and dollar values 
will be covered in separate reports 
to be issued next fall by Modern 
Materials Handling. 


8281. 1959-60 
List. 

This folder describing the 1959- 
60 edition of Penton’s Foundry List | 
will give statistics by states on) 
the number of plants, metals cast, | 
methods of casting used in found-| 
ries. To be published in August by | 
Foundry magazine. | 


Penton’s Foundry | 
| 


8282. Market & Media File. 

This file provides a detailed, 
analysis of the electrical contractor | 
market and the electrical whole- | 
saler. To be published by Contrac-| 
tors’ Electrical Equipment in June. 


8283. Automotive Vehicles in 
Railroad Industry. 
This study reports on the num- 
ber of trucks and automobiles of 
various types in use in the rail- 


the 


Advertising Age, April 20, 1959 


TO OBTAIN MARKET DATA USE THIS COUPON 


Readers’ Service Dept., ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Il. 


Please send me the following data (insert code number of each item wanted) : 


Name 
Company 
Address 


City & Zone. 


Title 


State 


This coupon will not be serviced after July 15, 1959 


Also offered by School Execu- | 
tive-Educational Business is this | 
report on how school districts buy, | 
extent of buying influence, and in- | 
dividual buying influence patterns. | 


7504. How Well Do You Cover the 
School Market? 

Another folder available from 

School Executive-Educational Bus- 


iness reports expenditures in the | 


road industry. To be published in 
July by Modern Railroads. 


8284. Furniture Data. 


This study analyzes the furni-| 


ture manufacturing, upholstering 
and bedding industries; showing 
the location of plants employing 
twenty or more employes; and giv- 
ing circulation information on 
Furniture Design & Manufactur- 
ing. Will be published in July. 


8287. Fabricated Materials, Forms 
and Shapes Market Survey. 
Data on 28 different types of fer- 
rous and nonferrous fabricated 
materials are included in a bro- 
chure which will outline the mar- 
ket for fabricated materials, forms 
and shapes, broken down by 
Standard Industrial Classification 
system, and will be published July 


educational market’s buying units| 
with relation to enrollment. | 
| 7505. Facts About the School Mar- 
} ket. 

A 16-page booklet published iil 
| School Executive-Educational 
Business gives current data on 
public and private schools and col- 
leges, enrollments, annual volume 
of new building, administrative | 
organization and who buys and) 
specifies. 
7506. The American Artist as a 

Travel Prospect. 

Readers of American Artist pro- 
vided the data for this booklet 
covering income, travel expendi- 
tures, places visited, vacation in- 
terests, automobile ownership and 
mileage, other forms of transpor- 
tation used, states and countries 
visited, and the extent to which 


15 by Materials in Design Engi- 
neering. 


NOTE: Most items listed here 
are available without charge, but 
not all. Those requesting material 
which bears a price will be billed 
by the publishers. 


7500. Educational Building in 1958. 

This survey report, just pub- 
lished by American School & Uni- 
versity, covers the number of new 
school buildings and major addi- 
tions to existing plants constructed 
in 1958 and the cost involved. 


7501. How To Get the Most Value 
from Your Catalog in the 
School and College Market. 

Offered by American School & 

University, this folder describes a 

pre-filed catalog distribution plan 

to reach buyers in the school and 
college market. 


7502. How Big Is the School Mar- 
ket? 

A four-page folder published by 
School Executive-Educational Bus- 
iness shows total education ex- 
penditures for 1948 and 1958, dol- 
lar volume of new construction, 
expenditures per pupil, and related 
data. 


7503. What Are the Buying Pat- 
terns in the School Market? 


respondents combined their art} 
and travel interests. 


7507. The School Art Market. 
Just published this month is a 
report on a survey of 3,000 col- 
leges, universities, public and pa- 
rochial high schools, and private 
and professional art schools re- 
garding types of art taught, num- 
bers of teachers and students, and 
information on purchases of art 
supplies among other things. It is 
available from American Artist. 


7508. American Artist Today. 

Another survey report available 
from American Artist covers char- 
acteristics of that magazine’s sub- 
scribers as to age, income, reading 
and buying habits, as well as 
their multiple art interests. 


7509a. The Score Card. 

Current school market statistics, 
including enrollment, teachers, 
and school buildings of public ele- 
mentary and secondary schools 
listed by states, are given in this 
data sheet offered by The Instruc- 
tor. 


7510a. Survey of the School Shop 
Market. 

A 16-page booklet offered by 
School Shop reports on tools and 
equipment now in use in various 
areas of school shop programs, and 
purchasing plans for the current 
school year. Also included is infor- 
mation on the shop teacher’s pur- 
chasing influence and the number 
of students he deals with and in- 


fluences, 


7511. The Public School Market. 
The Nation’s Schools has pub- 
lished this statistical report on the 
public school market covering 
educational construction, opera- 
tion and maintenance, pupil feed- 
ing and transportation, organiza- 


| tion and buying influences, as well 


as public school systems by en- 
rollment, number of schools, and 
type of service. 


7512. U. S. Public School Systems 
by Enrollment, Capital Outlay 
and Current Expenditures, and 
U. S. Public School Enrollment, 
1952-1965. 


| 


Three charts available from The | 


Nation’s Schools depict school 
market facts, including’ break- 
downs of systems by enrollment 
size and percentage of enrollment 
in each size group, the trend in 
public school capital outlay and 
current expenditures from 1954- 
59, and the trend of school en- 
rollment figures through 1965. 


7513. The College Market. 

A survey report discussing the 
present size and activity of the! 
college market as a consumer of 


| goods and services, growth trends 


and major buying influences is of- 
fered in this booklet from College 
& University Business. 


| 7514. Answers to Three Questions 


You Ought To Ask as You Plan | 
1959 Marketing Strategy. 
Another booklet offered by Col- | 
lege & University Business de-| 


scribes the size and growth rate 7509. Canadian 


of the college market, including a! 
table indicating the number of col- | 


| 


7518. The Market and the Maga- 
zine. 

A study of hospital purchases 
of clin.cal and scientific equip- 
ment and supplies, describing how 
they are purchased and by whom, 
is offered by Modern Hospital. 


7519. U. S. Hospital Bed Needs. 
This is a chart offered by Mod- 
ern Hospital showing the number 
of existing acceptable and unac- 
ceptable beds in U. S. hospitals, 
excluding federal institutions. 


7520. Study of Hospital Fund-Rais- 
ing Procedures. 

Administrators of church or non- 
profit association hospitals sup- 
plied data for this survey 
report on the extent to which fund- 
raising counsels are employed, the 
basis on which they are employed 
and the hospital personnel respon- 
sible for selecting the fund-rais- 
ing organization. It is offered by 


Modern Hospital. 


7521. Catholic Hospital Buying 
Power. 

A brochure showing the size 
and purchasing power of the Cath- 
olic hospital market, including 
statistics on the number of hospi- 
tals, patients, beds, and bassinets, 
1958 purchases for pharmaceu- 
ticals, and all other hospital sup- 
plies, is offered by Hospital Prog- 
ress, journal of the Catholic Hos- 
pital Assn. 

Medical Market 
by Counties. 
A booklet offered by Modern 


lege buildings completed or under , Medicine of Canada gives a full 
construction as reported by sur-| analysis of the Canadian medicinal 


vey respondents. 


|market by province and by county, 


| showing general practitioners, spe- 


7515. Estimated Enrollment in Col- 
lege, 1959-1970, College Physi- 
cal Plant Area Needed by 1970, 
and Two Estimates of Funds 
Needed to Expand College Fa- 
cilities by 1970. 

The data described in the above 
titles are presented in three| 
graphs published by College & 
University Business. 


7516. The Importance of the Hos- 
pital Market to the Pharmaceu- | 
tical Industry. 

This booklet available from 
Modern Hospital describes the 
scope of hospital pharmaceutical 
buying and the importance of the 
administrator in the selection of 
pharmaceuticals for hospital use. 


7517. Survey on Hospital Air Con- 
ditioning. 

Responses from 530 hospitals 
provided the information for this 
booklet describing types of hospi- 
tal air conditioning installations, 
plans for purchasing such equip- 
ment, where it is installed, and 
methods of financing. It is avail- 


| Cialists, 


able from Modern Hospital. 


population, 
birth and mortality 
physicians’ calls. 


drug stores, 
rates, and 


7510. Survey of Canadian Dentists. 

A study of patient-load, type 
of treatment, number of dental 
chairs, type of handpiece used, 
and number of prescriptions writ- 
ten by Canadian dentists is re- 
ported in this pamphlet available 
from Oral Health. 


| 7522. Portrait of the Building Cli- 


ent. 

A study of 5,000 building clients 
—individuals carrying building 
decisions for their companies, gov- 
ernment agencies, scholastic or 
medical institutions, schools or 
church committees—is reported in 
a 46-page booklet published by 
Architectural Forum, which ana- 
lyzes_ their responsibilities, pur- 
chases of 16 building products, 
and future plans for new build- 
ings or remodeling projects. 


7523. Building Product Studies: 
Acoustical Materials, Non-Res- 
idential Building Hardware, 
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Electric Lighting Equipment. | 

Architectural Forum conducted 
these three studies to determine | 
customer requirements and opin- 
ions on planning and selection, de- 
sign, application and installation, | 
and manufacturer relations and | 
services for these groups of prod- 
ucts. Detailed booklets on each 
study are available. 


7527. Here’s How’ U. S. Colleges 
and Universities Are Organ- 
ized. 

A single data sheet offered by 
College & University Business 
gives a pictorial representation of 
the organizational hierarchy of 
college institutions from the board 
of trustees to the superintendent 
of maintenance. 


7528. Survey of School Business 

Officials. 

A survey of 1,019 school dis- 
tricts is reported in this pamphlet 
offered by Nation’s Schools and 
defining the responsibilities of the 
business manager, his background, 
reading habits, and sources of 
product information. 


7529. Lighting in 
Schools. 

Here is a report on a survey of 
125 school administrators indicat- 
ing the type of lighting equipment 
being used in new school con- 
struction, reasons for selecting 
particular types and fixtures, and 
who participates in the final selec- 
tion of lighting fixtures. It is of- 
fered by Nation’s Schools. 


7530. Hospital Market Facts. 

A newly published (this month) | 
market data file offered by Mod- 
ern Hospital describes the size | 
and structure of this institutional | 
market, including information on} 
facilities and equipment, feeding, 
construction, finance, who makes 
buying decisions, etc. 


New Public 


| 


7531. Report of a Study Showing 
How, When, Where, Why, and | 
by Whom Hospital Purchasing 
File Is Used in Product Selec- 
tion. 

Publishing Files Inc. has this 
report available on a survey of 
860 hospitals whose officials indi- 
cated how they use Hospital Pur- 
chasing File of suppliers’ catalogs 
in selecting needed products. 


7560. Facts about the Southern 
Hospital Market. 
Information tabulated in this) 


report includes total facilities and | 
professional personnel; expendi- 
tures of general hospitals; addi- 
tional hospital facilities needed; 
facilities in the 15 southern states 
and Washington, ".C.; amounts 
being invested in new facilities by | 
states. Published by Southern Hos- | 
pitals. | 

SOON TO BE PUBLISHED | 
7524. The Instructor Story. 

A 24-page booklet planned for 
June publication by The Instruc- 
tor will provide student enroll- 
ment, teaching personnel, and) 
educational cost statistics, as well 
as case studies of how advertisers 
are selling this field. 


7525. Survey of Science & Me-| 


chanics Readers. 


Results of a Science & en 


survey of readers to be made via 
the April and June issues will be 
published in June, reporting read- 
ers’ income, ownership of power 
tools, autos and boats, and buying 
preferences. 


7526. Building Product Studies: 
Non-Residential Paint and 
Plumbing Fixtures. 
Architectural Forum is readying 
these two studies designed to de- 
termine customer requirements 
and opinions on planning and se- 
lection, design, application and in- 
stallation, and manufacturer serv- 
ices for non-residential paint pur- 
chases (to be published early next 
fall) and plumbing fixtures (to 


AiRY—This modern building, which appears to be floating above the 18 
ground, is the new headquarters of Burke Dowling Adams Ine. in | 9 
Atlanta (AA, March 30). Although the agency has merged with St. | 20 
Georges & Keyes to form Adams & Keyes (AA, March 30), the At- 
lanta office retains the old name. 


153 
7 
Top 20 Retailers: 1958 vs. 1957 
Source: Business Week 
% 1958 % 
1958 1957 =—- 11958 Sales Change Earnings Change 
Rank Company Name Rank (thousands) from ‘57 (thousands) from ‘57 
1. Atlantic & Pacific Tea Co... 1 $4,900,000** 2.1% $ 51,600 2.0% 
2. Sears, Roebuck 2 3,721,272 3.3 165,788 29 
3. Safeway Stores 3 2,225,352 5.1 33,406 8.1 
Oe TRE eapertsietnd erteveiss ca 1,776,174 3.6 21,629 48 
Bi BN nchctnssnstecinssecasein 5 1,325,604 WW 46,876 —5.1 
6. Montgomery Ward ............. 6 1,092,267 17 28,030 —5.6 
7. American Stores 7 874,500 44 10,843** 3.3 
8. F. W. Woolworth ...........5 8 864,571 49 32,376 —2.9 
9. National Tea .............6065 9 794,162 16.61 8,841 9.87 
10. Food Fair Stores ............... 12 740,000 23.2 9,350 —2.9 
11. Winn-Dixie Stores .............. 13 675,000 14,7" 13,500 10.0 
12. Federated Dept. Stores ...... 10 650,000* 2.4 27,000* 8.1 
TE; BI RIE cacisecrceseseseccesss VW 644,000** 19 11,700** —5.3 
14. May Dept. Stores .............. 14 540,000* * 15 19,000** 6.0 
15. First National Stores ........ 15 531,500* 19 8,982** 2.1 
Rely IE CIID Scsssctsscavasnanees 18 503,740 17.7 5,385** 9.8 
Re GR 16 457,71 44 — 2,3284 — 
NIE, UNI achasencnoisscsacntssssese. OOP 443,813 7.1 7,808 12.2 
- Colonial Stores ............... 7 437,132 —.1 4,849 -—22.0 
& & & Serer 20 432,24) 6.4 9,850 1.4 
* Company estimate. ** B Week estimate. | Based on 13 months. fi 53 weeks 
against 52 weeks. * 52 weeks ended Nov. 1, 1958. 


be published in June). 


Take the Guess Out of Space Buying 
in America’s Eighth Market with 


“Three Bridges 


to Pittsburgh...”’ 


SINDLINGER 
& 


Analysts 


All interviews covered in this study 
were completed and in Sindlinger files 


COMPANY {fg 


ss ae 
sid 
a pees | | 


...@ new, authenticated and impartial 


analysis for advertisers based on data from 


e SINDLINGER & CO. RESEARCH ANALYSTS 
e AUDIT BUREAU OF CIRCULATIONS 


before the Post-Gazette subscribed to 


the service. They reveal that the Post- 
Gazette is your best ‘bridge’ to Pitts- 
burgh Adults, Women, and non-working 


e MEDIA RECORDS 
e PUBLICATION RESEARCH SERVICE 


Housewives—alone or in combination. 


And at less cost per thousand! 


7 


IT COSTS LESS 
TO SELL MORE IN THE 


Available for personal presentation or 


in printed form. Write, Wire or Phone: 


Pittsburgh Post-Gazette 


REPRESENTED NATIONALLY BY MOLONEY, 


REGAN AND SCHMITT 
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— W c c K Hirt Marshall Geary Plunkett Sharp 
Harvey Goude King Gross NEW CHAPTER—Taking part in the presentations at the organization 


meeting of the Erie chapter of the National Industrial Advertising 

Assn. were Ned Hirt, Eriez Mfg. Co., and Neil Geary, General Elec- 

tric Co., both of Erie; Stan Marshall, Lando Advertising Agency; 

Jim Plunkett, Pittsburgh chapter president and advertising man- 

ager, Pittsburgh Plate Glass Co., and Jay Sharp, Aluminum Co. of 
America, all of Pittsburgh. 


NEW TYPE FACE—Looking at a new type face, Max Factor roman, de- 

veloped by Max Factor & Co. to mark its 50th anniversary (AA, 

April 13) are Joel Harvey, production manager, and William King 

Jr., vp in charge of West Coast operations, both of Kenyon & Eck- 

hardt, and Nelson Gross, director of advertising for Factor. The pret- 

ty type girl face belongs to Ingrid Goude, the Max Factor anniver- 
sary girl. 


Kallman Weiner Johnson Durocher 

Lippy—Leo Durocher, onetime gadfly in that great American athletic DeKnight Johnson FitzSimmons 

sport known as—uh—baseball or—uh—batball, who earned himself BENEFIT—John H. Johnson, president of Johnson Publishing Co., Chi- 

the title of The Lip, and now an NBC sports talent chief, here gives cago, and Freda DeKnight, home service and fashion director of 

some lip and gets some lip from three school-girl prize winners in Johnson Publishing and a member of the Women’s Advertising Club : 

the Minneapolis men’s and women’s advertising clubs’ essay contest of Chicago, and Katharine FitzSimmons, president of the adclub, GUNGA DIN—This Canadian Club 

on advertising. The girls are Maurine Kallman, Minnehaha Acad- look over the menu for “Cuisine Supreme,” benefit dinner party floor display features worldwide 

emy; Linda Weiner, St. Louis Park high school, and Susan Johnson, hosted by Johnson for the adclub’s scholarship and community serv- use of the brand. The life-size hu- 
Central High School. ice projects. man figure is in full color. The 


base is oriental burlap. 


Putman Bussmann Watson Fahrendorf Smith Jaenke Hartford Harper Eiserer Hartman Oppenheim Herz 
HAVE GUN, WITH GAVEL—Twelve “marshals” (all officers and directors) kept order at the Robert L. Hartford, both of Penton Publishing Co.; Robert E. Harper, president, NBP; 
National Business Publications meeting at Paradise Inn in Phoenix. They are Russell Leonard A. Eiserer, American Aviation Publications, NBP treasurer; John W. Hartman, 
L. Putman, Putman Publishing Co.; Charles H. Bussmann, Pit & Quarry Publications; Bill Bros. Publications, NBP vice-chairman, operations; Allan J. Oppenheim, Western 
David R. Watson, Watson Publications; P. M. Fahrendorf, Chilton Co.; Richard R. Advertising; M. E. Herz, Modern Medicine Publications. All 12 gentlemen, it is said 
Smith, W. R. C. Smith Publishing Co., retiring NBP chairman; Russell C. Jaenke and  out-Dilloned Dillon, out-Paladined Paladin, etc. ; 


. é pe A 

Harper Smith Fahrendorf Mast Jenkins Davidson Herb O’Brien Blackburn Safford Bachelder Sawyer 
PUBLISHING INFORMALITY—Standing about in informal attire at the NBP meeting in Phoe- Davidson, Progressive Grocer; Charles O. Herb, Machinery; Richard H. O’Brien and 
nix were Robert E. Harper, NBP president; Richard P. Smith, W.R.C. Smith Publishing Edward S. Safford, Rogers Publishing Co.; J. E. Blackburn, circulation consultant: 
Co., retiring NBP chairman; P. M. Fahrendorf, Chilton Co., new NBP chairman; B. P. Dr. Joseph E. Bachelder, Industrial Advertising Research Bureau, and Howard G Saw- 
Mast Jr., Conover-Mast Publications; Jay Jenkins, Western Metalworking; Richard yer, James Thomas Chirurg Co., both speakers on the NBP program. 
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1956 $4566,529 (28th among all magazines) 
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95 $2,946,955 (39th among all magazines) 


*& And first quarter of 1959 is up again, by 25%. Source, P.1.B. 


SPORTS ILLUSTRATED is the growth magazine in advertising 
today. Last year it posted the largest gain in advertising pages 
of any magazine. The reason? The five-figure income families 
of America are spending more 
and more of their time on sports 
and the good life every year. 
Strengthen your media list 

by adding the one to grow on. 


SPORTS 
ILLUSTRATED 


Me: og se .; e's cs \_ -  e Ao eeeee Ns oe a We cymth 9 wate a? es sae oo eile Pete gk EO Oe ee a. t ite SERS Becht, ee Ae ree i? ~ E~ 4a 
s : : oye Pee atoms ee? eee oe pris, ea. ae bs Bie oie es Re ae ee on” ei es See : 
| : : Wee ay oe Geet So eee he mates ee es eae . Zoe a ane te ts AF ee eee te ie age Ae a = ay ae : 
i , rate 2 Ps eaeg Te Pa <a ae a Cricaere RS Ws ARR ee a TIS Ee a he va ee oe gi aay oe ae = ee a vi WRG Sots 5 Sale as 
o Rye ; : Ree a at pen Vere, es eae ts eee ee ’ we ic DS sca St Ba | ea eae cca ae eR a ee oa ae 4 : 
gs pene t cieaslia = i alias are ey OC BEC ro: Me salwar. was: - Ssauas CS ee oS ee oe On ee ee ae gee ee ee SON ia Rea, cae Sele Pei~ ae gl Rea ita aE st a 
ae ane ee ke hid *s ee ei Sh ae arts xh ee DOTS Rant ea nn? a ; ae Merits d eerie eT eee “a erate ns ey Me ae Ba 6 ib ee iat arte oe a ae es Stet ee ew gee eee akan E ae ne 
Baa RO Oa Jeg i CIEE. ACE Rape 2% ee oe ee EN ee a ee Le cy ‘akc ee ea : ¢ Ba es eae i 
ac aa a lag ee ee 
. — aR n-natcnmemeneeinimern * : - Ae ae ; 2 Snes oa = Sa aot i the es beet PL ee ae a eC Ae «Pata: ER iF re as pe = sae 
: ; : aie Bea cs Ts lat ei, i i ent ae re Hah 
i 
By ec a 
4 Seances hid 2 a £3 
si eles £ ea 
: é res 
. . Si ner 
a Pe i; Poo 
oy af “iT ae fy ia 
Bee ase, Ate ) as , rn iid ; 
7 as + » “Gy § 
- : r ti capes 
em Tate fe 
J sag ; a er Wry 
ee Pe ee Ry res 
‘4 ee ree ; ets Ff os ae 
Koi Dey I ara ll ‘ g 
; ets I Nene ages ; } 5, 
’ ? eae EO ae si ee Pea $9 a Ae ee eS ee a ; pik, 
“4 . os ae a . be 7 F ‘ ee a rhe Wen Raotic fe t + ‘ ° > lh Re 
aM Ni: fn 3 Sais oe 2 eo ee et es | ae as: 
| +2 " eon ea ie re ee nt ee 
‘ , a he fe iD 
ee ae t m oe: ches bees y ~ ar 
RS. a : ‘ ; ' 
2 Hf t <a ae fe “i “ fee 
Bye te i‘ ey i ee ae 
*% ere Se E * / 4 
at So Fe ae pts Se, ae 4 - 
ses cise et 3. ee hie ts oe ’ “T » = r. dil 
re ~~ Ul ‘es 
ae ee a.  lti(‘(i‘<SS*S*S , — 
4 {ERs Slee a A ea _— of Ae 
ra 5 j 4 | ek Sah eae 4 % A iS 3 ss 
‘3 9 te : ~ aS ised 
* 3 . ipa Be H : : ’ Ee * : * 
e a‘ ; : A ae in : 7 , : ‘*. : 
et = —_—s . ag Bo : pe OE ; i i exe . a ia 
; ee ee 19 / $6,681,228 (21st aamongall magazines) ee 
. Bar Pest ae tee f: ¢ a 
Fe Dey ‘ a ey: 
4 e Rey ies t mea. . a n | oe . ss 
. or eR S: * Pees 
Las ee Bee ee % hae Be 
; yo oe e i 
- ws i ae Ef Pa ele ag Rn 
2 . Eocene es of "§ ae tak 
mit ae. Sap . 4 
i ct eles ks 3) Sa > q 
3 ak aye ay sf nn a - 4 Li es wie 
"a a . ~ ees seh "y a ~ - 
a ie = : OR 
“ ais g ae F 3 , 
i : ' , Pr ee RS ' : 
‘ ie. a, ‘ ; es , : é iS 
, _— gid 4 Pegler bis, ; oa eae 
* me Bee Ne ote yc * 5 RA : ahs 
ale sc ema at Sed MES o 
ok ee a pe oe Sane at 
See ep /ld St, © Be ies a : — a a 
Tk ool oe te a ee ae SI ck + - ag 
Say We Taga a stoma es is ee? tae 
a. So | ies x ae 
+ ay rape ere, si Pi te ie 
Chant Pep come nites Fg 5 . a Bp 
tpt j of a eee eens ee PR si ~ =o 
Pe, ee ee | aa x Pe ane 
cee ik we? ie a> = artis 
- 7 thee 
, nad j : . : om 
f bo : et ye y es } ; v4 
| ht tae gear igi ees bik) § toe eS aa q Ree 
ir a ‘ % a 
<a i pa pita : s oe, : tend! ida 
S Na eas ae ‘ — as 
= ‘ A a." 4 oh 
A. ee! i NS >, ae. ss 
4 i eh ls oe : ’ Mis 3 uy my 4 7 Fak 
i ib — 3 , aa 
Reet on - ‘ ee a 
f ete is he, . a 
plain ay | / a 
‘ en S oe St : oy ; 4 ; ey 
a ! é Be boo gia ae P en ey a 
: Tike 4 “y : } ' ee ven 
een, ena ais 
ain ie ~s ae 2 i oo. 2 Kya 
ie ss i a By a 
mth of hes n° a8 wae 
- ie a “ ; 7 P 
: ye: ¥ ee i io <a: ¥ 
, ‘" me, § » s [a 
: oS : 
' - a. « ky ee ial 
} 7 . r ie . 8 ; . as 
ok Cu a , ajo 
, . art cee ee if : a : : ‘ 3 a ; ; . fe 
a WE oe, HY ag a a : ts 
' eRe Sic csc sy or : ie 
' pele St a : ; <a. ce” 
ees =. + me Y , PS ot at 
a 7) ae i wr nif ian 
is = : bit meee 
2 i 2 Nig ; - 
abet : 
’ Gan 
1 - 
i } 
ee ol va f ai 
¢ a a 
d Py 
he 
. 
t we 
ee | 


156 


Ensemble Idea Carried from Fashions 


to Harmonizing Fashion Advertisers 


Clothing Is Tied in 
With Travel, Movies, 
Pools, Other Merchandise 


New York, April 14—The say- | 
ing that there’s strength in num- 
bers appears to be the maxim of 
fashion advertisers this spring, as| 
a growing number of manufactur- | 
ers band together for multi-spon- | 
sor, multi-page ads. 

For fashion manufacturers the 
appeal of such advertising togeth- 
erness is twofold. First, the multi- 
sponsor ad affords the small to 
medium-size advertiser a tempting 
way to make a big splash in print. 
It also forms the raison d'etre 
for elaborate merchandising pro- 
grams which carry great appeal 
for stores. 

Among the many such ads set 
for spring, one of the most natural 
tie-ins is the Poolside, U.S.A. pro- 


AT HOME—This is one of six pages. 
promoting “Poolside, U.S.A.” in the 
May issue of Harper’s Bazaar. The 
advertisers are Esther Williams’ | 
swimming pools, Roxanne swim- 
suits, Seamless swim caps and 
beach bags, and Cari-Michelle 
Polaroid sunglasses by Cool-Ray 


motion in the May Harper's Bazaar, 
promoting “at home fashions in| 
swimming.” Four manufacturers | 
are involved in the six-page color | 
insertion: Esther Williams swim- 
ming pools, Roxanne swimsuits, 
Seamless swim caps and beach 
bags, and Cari-Michelle polaroid 
sun glasses by Cool-Ray. 


® So far 80 stores have signed up 
for the promotion, and 50 addition- 
al ones “probably” will be lined up, 
the sponsors report. Several stores 


Shipin Shore . . . : 
avisco £4 


IN NASSAU—Nassau scenes provide 


the background for a nine-page 
collaborative ad in the May issue | 


of Charm, set up by American Vis- 
cose Corp., promoting fashions of 
fabrics made from Avisco fibers. 


are even setting up special depart- 
ments to be called “Poolside, 
U.S.A.” 

A flyer outlining the promotion 
has been sent to the stores, to be 
followed shortly by a complete 
promotion kit, including ideas for 
fashion shows, newspaper ads and 
displays. Among the display ma- 
terial offered is a “golden gift 
box”’ pool which can be set up 
easily for fashion shows or win- 
dows. A 3’x4’ pool with circulat- 
ing water system will be available 
from Esther Williams distributors. 


| mond-Barnett Agency (for Rox- 
anne swimsuits) in cooperation 
| with Fuller & Smith & Ross (han- 
| dling Cool-Ray Inc.), Charles W. 
|Hoyt Co. (agency for Seamless 
Rubber Co.), and Geyer, Morey, 
Madden & Ballard (handling In- 
ternational Swimming Pools). 


For participating stores, there 
will be Hawaiian display material 
as well as material to simulate a 
ship. The Bishop museum in Hon- 
olulu is providing museum pieces 
for display in key stores. 

A kit for display managers gives 
sources for everything from Ha- 


| waiian music to Hawaiian orchids. 


# One of the first campaigns to|For fashion shows, there’s a Ha- 
capitalize on Hawaii’s admission to| waiian holiday script featuring 


the Union is a “Vagabond holiday | 


wardrobe and packing suggestions, 


to Hawaii” promotion scheduled | plus a “Cinerama South Seas” film. 
for the June issue of Holiday. The|Gordon Best Co., Chicago, the ; 
|gatefold spread was organized by|agency for Lentheric, division of| Montague beach club in Nassau, 


Lentheric and 
swimsuits of Tycora and the Mat- 
son Steamship Lines, 

The illustration is a sketch of a 


dling the promotion. 


s Nassau provides. the 


Advertising Age, April 20, 1959 


co fibers. Participating manufac- 
turers are Handmacher Vogel, Sue 
Brett, Ship ’n Shore, Barmon 
Bros., Serbin of Miami, Jack Win- 
ter, Leyton Sportswear and Junior 
Theme. 

The Frederick Atkins chain of 
retail stores has tied in with the 
promotion, and the ad section will 
open with a b&w page listing the 
stores. This will be followed by 
eight color pages of fashions pho- 
tographed against Nassau back- 
grounds—particularly the Fort 


includes Jantzen|Helene Curtis Industries, is han-|and the S. S. Nassau, which are 


“actively collaborating” with the 


|promotion. The section will be 


back-|done on heavier stock than the 


Jantzen bathing beauty, stretched | ground for another travel-fashion | magazine uses for editorial con- 
out across the three pages. She’s| tie-in, called “Gals on the go.’’| tent. 
on a Hawaii-bound Matson liner | Organized by the American Viscose 


Radio, tv and fashion show 


All merchandise will be identified) and she’s shown admiring her!|Corp., it is a nine-page section in | scripts have been prepared as well 
with hang tags. Lentheric “Vagabond,” a_ spill-| the May issue of Charm and fea-|as ideas for window and interior 
The ad was prepared by Dia- proof travel flacon for toilet water.| tures fashions in fabrics of Avis-| displays. At the request of the re- 


‘ 
\ 
ADVERTISING MANAGEMENT \. 
(Manufacturers and Agencies) % 
% 
a ~ 
MARKET RESEARCH MANAGEMENT io a, 
(Manufacturers and Agencies) oe 
wns 
ae fr 
a a 7 
4 
SALES MANAGEMENT rs 
(Manufacturers) ” 
4 
v4 
4 
4 


TOP MANAGEMENT 


(Manufacturers and Agencies) 


THERE'S ONLY ONE SINGLE SOURCE FOR ALL 
THIS KEY MARKET AND MEDIA INFORMATION 
thorough summaries of the basic factors which 


with U. S. government’s standard industrial classifi- 
cations, improved and expanded, to show (for each 
market) Basic Statistics—Current Trends—What and 


characterize the 73 major industrial and trade markets 
which blanket U. S. industry make up the editorial 
meat of Industrial Marketing’s Market Data Book. 
Here is the starting point’ for big-league budget 
makers who are contemplating entrance into new 
markets—or revising the approach to old ones. And 
there is no other single and authoritative source for 
all this needed data. 


That’s why men with key responsibilities for market- 
ing plans and decisions throughout the advertising- 
marketing world have come to depend on The Market 
Data Book—to turn to it first and most often for the 
information they need—to keep it close at hand for 
frequent reference and rechecking. Such men don’t 
have time to chase down the facts through a dozen 
different channels; they want those facts now, and 
they’ve learned from experience that The Market 
Data Book is both comprehensive and authoritative. 


COMPLETELY REORGANIZED LAST YEAR... 


with up-to-date data organized to coincide largely 


How the Industry Buys—Sources of Additional Data 
—Trade Association Listings—Capsulized Basic Facts 
About More Than 2500 Business Papers. More than 
15,000 copies of this edition of The Market Data Book 
will be placed in the “buying hands” among the busiest 
and most important industrial advertisers and agencies 
in the country. They’ll be in constant use in developing 
plans — and choosing media — for 1959-60 schedules. 


The MARKET DATA BOOK has become a “must” 
for more than 200 trade and industrial media, which 
have found that it offers the maximum exposure to 
top advertisers under the most favorable conditions 
for fruitful consideration. “Tell-All” space will put 
your values in marketing power and services in the 
right place at the right time — will help provide the 
right answer to that 7th important question which 
every budget maker must ask. These men want and 
need 'the facts about your medium’s market coverage 
—reader acceptance — market information — supple- 
mentary services which you can supply here. 


to be issued JUNE 25... ad closing date MAY 10 
Industrial Marketing's MARKET DATA & DIRECTORY NUMBER 
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VAGABUND 


| tail store, a Charm editor will, stores of the Atkins chain. 


holiday 


commentate the fashion shows. 
Sales aids include straw displays 
and a miniature of a Nassau po- 
liceman with “Gals on the go” 
printed on his white traffic disc. 
All fashions in the promotion will 
have “Gals on the go” hang tags. 


. A 28-minute 16mm color film 


picturing the fashions on the is- 
land will be shown at the stores 
in conjunction with the fashion 
shows. The film shows activities 
aboard the S. S. Nassau as well as 
on the island, against the back- 
ground of native music. It will 


|@ A six-page color ad in the April 
issue of Seventeen combines four 
fashion manufacturers and a per- 
fume house with the MGM movie, 
“Green Mansions,” and all the 
fashions are pictured against the 
lush rain forest background of the 
movie. 

Besides MGM, the advertisers 
are Jane Irwill sportswear, Jona- 
than Logan dresses, American En- 


ka Corp. (promoting Blendura 
cottons “enriched with rayon’), 
Slimtite lingerie, and Antilope 


fragrance by Parfums Weil, Paris. 


be given further screenings by About 50 stores and_ several 
the Nassau Development Board hundred movie theaters are tying 
before club groups. 

The agency is Arndt, Preston 


Chapin, Lamb & Keen, and mer- 
chandising representatives from 
the agency will work with buyers 
and promotion people at all the 


motes Lentheric fragrances, Jantzen swimsuits saad | 
Matson steamship lines. 


HAWAII-BOUND—The 50th state gets a bow in this 
gatefold spread in the June Holiday. The ad pro- 


What current trends and de- 
velopments in the industry 
are noteworthy? 


What are the basic statistics 
—plants, location, sales, em- 
ployment, etc.? 

What does the industry buy 


— what products and serv- 
ices and how much? 


FOR THE ANSWERS 
TO THESE SEVEN 
DECISIVE QUESTIONS 


THE “BUYING HANDS” 
WHICH PLAN CAMPAIGNS — 
AND SET SCHEDULES — 
TURN THESE PAGES 


Parfums 


JUNGLE IDYLL Weil pro- 
motes its Antilope fragrance in this 
color page, part of a six-page ad 
lin the April issue of Seventeen, 
built around the MGM film, 
“Green Mansions.” Other advertis- 
ers are American Enka, Jane Ir- 
will, Jonathan Logan and Slimtite 
lingerie. 


How does the industry buy 
—buying standards, and ex- 
ecutives who specify? 


What sourges are available 
for further detailed market 
information on specific 
products? 


lin. Theater lobby posters feature 
|the local participating stores, and 
the stores in turn promote the lo- 
cal theaters in their “Green Man- 
What publications serve the sions” window displays. 


: | Retail aids include copies of the 
market — basic facts about |novel, “Green Mansions,” by Wil- 


a them? jliam Henry Hudson, photos from 
ett lalaad itn . . | the movie as well as photos of the 
~ ae What publications are best merchandise, a fashion show com- 
“Ng qualified for schedule — ‘and radio pe sam = 
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ther backing in the April Seven- 
teen via an editorial feature, “Re- 
| mance in a wild rain forest.” 

The five fashion pages were 
|handled by Margaret Hodge Ad- 
| vertising; Donahue & Coe placed 
|the MGM page. # 


Grant Opens 42nd Office; 
Sets Hamburg Operation 
Grant Advertising has opened an 
office in Hamburg, Germany, at 
Lohmuhlen- 
strasse 1. The of- 
fice is the 42nd 
Grant office and 
33rd outside the 
U.S. Rudolph Jon 
Wille, a native of 
Germany and 
formerly an ac- 
count executive 
of J. M. Mathes 
Inc., is manager 
of the new office. 
Others on the 
Hamburg staff are Rolf Henning, 
‘art director, and Karl-Heinz 
| Schulze, media dircetor. First ma- 
|jor client is Veedol GmbH, a sub- 
beeen of Tidewater Oil Co. 


‘ presenting media values. More than 200 busi- 
ness paper publishers used such space in the 
1959 edition, to strike hard for new or bigger 
schedules. 


iy Our editorial pages give the up-to-date infor- 
mation which answers the first 6 basic market 
questions about each of 73 major industrial 
and trade markets which blanket U. S. industry. 
Charts and tables highlight the key data. This 
edition of the MARKET DATA BOOK will 
contain over 600 pages. 
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| Two Join Sheaffer Pen 

| Michael Keith, formerly brand 
manager of Philip Morris Inc., and 
Stephen Seadler, former director of 
the Medimetric Institute, have 
joined W. A. Sheaffer Pen Co., Fort 
|Madison, Ia. Mr. Keith has been 
appointed a staff assistant to the 
| marketing vp, and Mr. Seadler has 
| bas named to the new position of 
market research manager. 


200 EAST ILLINOIS STREET - CHICAGO 11, ILLINOIS 
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The Voice of the Advertiser 


This department is a reader's forum. Letters are welcome. 


Woolf's Criticism of Chimney Sweep Is 
Answered in Record of Ad‘s Success 


To the Editor: Under our form 
of government, lack of taste is not 
a crime. 

But one should hardly want to 
publicize his failing, in this re- 
gard, as your James D. Woolf has 
done in his diatribe against the 
“chimney sweep” ad of our client, 
Knoll Associates (ADVERTISING 
AGE, March 30). 

If anyone who bills himself as 


a “Creative Consultant” does not)! 


recognize instinctively, in his 


bones, that this is a great adver- | 


tisement, there is no way I can 
explain it to him. For the record, 
however, let me cite the remark- 
able results which flowed from it: 

Item: the ad first appeared five 
years ago. It whipped up such a 
wave of favorable attention that 
the client has repeated it annually 
ever since then in the anniversary 
issue of The New Yorker. 

Item: a distinguished jury em- 
paneled by the American Institute 
of Graphic Arts selected it as one 
of the 50 best ads of the year. The 
Art Directors Club of New York 
awarded it a medal. 

Item: The New York Times de- 


voted its entire Sunday advertis- | 
ing column to this campaign and 


reproduced the chimney sweep ad 


as an outstanding example of 
Knoll advertising. 
Item: it has been widely re- 


printed in advertising and design 
publications in the U.S., in Eng- 
land and on the Continent. The 
value of the publicity alone to date 
far exceeds the cost of the adver- 
tising space. 

Item: The New Yorker was so 
proud of it that the magazine re- 
produced the advertisement in a 
full color, double spread house ad 
in ADVERTISING AGE last year. 

Some record for a “ridiculous” 
ad! 

The basic error in Mr. Woolf's 
position is that he “cannot believe 
that this ad defines the image and 
personality which Knoll Associ- 
ates Inc. wish their brand to ac- 
quire.” But this is precisely what 
Knoll does want to do—and has 
brilliantly achieved. After all, the 


advertisement was not directed to 
readers of the Arizona Farmer but 
to a knowing, urban audience. 
Like al] the other insertions in this 
series, it was carefully calculated 
to influence the very people whom 
Knoll counts on for its major 
source of volume. If anyone has 
any doubt about whether this aim 
was realized, he should view the 
pleasing contours of Knoll’s sales 
curve since this campaign began. 

As an agency, 
there is a rightful place for the 
“conventional and sensible’ type 
of advertising championed by Mr. 
Woolf. But there is also a glorious 
| place for “chimney sweeps” in this 
business. And when you set out 
to create this kind of image, you 
|must forget the Mr. Woolfs of this 
| world. 

Those two beloved words in 
his vocabulary, “conventional and 
sensible,” would be a death knell 
to many a fine play, novel or pho- 
| tograph—as well as to most of the 
great advertisements running to- 
day. 

Milton Sutton, 

| Creative Director, The Zlowe 
Co., New York. 
7 o 


Kimberly-Clark Ad Was 
Featured by Chicago Group 
To the Editor: We are embar- 
rassed as can be for the Kimberly- 
Clark Corp. and its agency, Foote, 
|Cone & Belding. 
| For in a photograph run in Ap- 
|VERTISING AGE (March 30, Page 
102), the case history of an ad 
| presented by the Advertising Pro- 
| duction Men’s Club of Chicago be- 
| fore the Gravure Technical Assn. 
‘convention was attributed to the 
Personal Products Co. rather than 
Kimberly-Clark. 
| For the record, this ad was def- 
initely and absolutely a Kimberly- 
Clark advertisement, and we must 
sadly confess an overzealous mem- 
|ber of our organization succeeded 
'in crisscrossing his notes of the 
| proceedings of that afternoon with 
this unfortunate result. 
We can only apologize to ADVER- 


{ 


Gravure positives for na- 
tional advertising must be 
made and proved, the right 
way, to fit the stock and 
running requirements of the 
publication. For America’s 
finest—whether gravure or 
letterpress — it's 


Couns, Wier se Elutcuines, inc. 
333 WEST LAKE STREET AT WACKER DRIVE 


CHICAGO 6, ILLINOIS 


we know that! 


and 
this 


| TISING AGE, Kimberly-Clark 
Foote, Cone & Belding for 
inadvertent mistake. 

| Our faces are red. 

Ralph Gardner, 
Gardner-Morris Associates, 
New York. 

e 
_Caption Is Appropriate 
for Bears and Babes 
| To the Editor: Here’s one to add 
to your juxtapositions. Were the 
bears placed above the babes in 
bras for a better look or was this 


| 
| 


i 
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| one of those makeup accidents—on | 
|purpose maybe? (Star Magazine 
| of the Washington Star, March 29.) 
Arch A. Mercey, 
Ransdell Inc., Washington D.C. 

. . 


Readers Comment on Rural 
Electric Co-op Editorial 

To the Editor: Your editorial on 
“Rank Discrimination” (AA, Feb. 
23) deserves an answer. 

As we have pointed out before, 
the rural electric cooperatives are 
/simply asking that private utility | 
| stockholders pay for political ad- 
vertising the same as anyone else. | 
|Our members are the stockholders 
of our cooperative corporations | 
and, as such, are paying for all 
such activities carried on by their 
local statewide or by their nation- 
al organizations. 

To paraphrase the recent U.S. 
Supreme Court ruling on beer and 
|liquor expenditures for political 
|ads, the power companies should 
be required to pay for those ac- 
tivities entirely out of their own 
pocket as everyone else engaging | 


do. 


|profits to be taxed. Power com- 
|/panies are in a position to make 
a profit, and for that privilege are 
subject to income taxes. 


We really do not see the point 
of furor you and commercial pow- 
er company interests are seeking 
to raise by the unwarranted cries 
of “discrimination.” With their ex- 
clusive franchises, rights of emi- 
nent domain, captive consumer 
markets and manifold other ad- 
vantages, it is going to be hard 
‘for even the most influential in- 
dustry to create much real pity 
for the poor downtrodden power 


companies. And don’t worry, their | 


$1,800,000 national advertising 
budget, and even larger local ad- 
vertising budgets, will go on, and 
on, and on. The actual income tax 
liability of the individual power 
companies for propaganda adver- 
tising is practically infinitesimal 
in their financial picture. 
Clyde T. Ellis, 

General Manager, National 

Rural Electric Cooperative 

Assn., Washington, D.C. 

. 

To the Editor: In the Feb. 23 
number of ADVERTISING AGE your 
editorial, “This is Rank Discrimi- 
nation,” misses the point entirely. 
Rural electric cooperatives adver- 
| tise to live, privately-owned utili- 
ties, to kill. 

There 1s a difference. 

Hi. A. Hill, 

Managing Editor, Rural Elec- 

tric Missourian, St. Louis. 

° 


Latch String Is Out 
at Nyburg Advertising 

To the Editor: The rest of the 
people in the office were real sur- 
prised to read that we employ 
“two persons in one office” (AA, 
Feb. 23). Sounds crowded but cozy. 
Fact is that we couldn’t handle the 
$224,000 you credit us with on that 
basis if eating time were permit- 
ted. 

For the record, it’s 15 more or 
less on the payroll. Most of us hud- 
dle in the “one office’? but we have 
tentacles in four shopping centers 
where Merchants Assn. secretaries 
are technically on the agency pay- 
roll. 

Some time when you’re in the 
sticks, peek around the door jamb 
and see how we do it. Obviousty 
the latch string would have to be 
out. There wouldn’t be room for it 
inside. 


Robert S. Nyburg, 

Nyburg Advertising, Balti- 
more. 

. 


Calls for Proper Use 
of the Word ‘Subscribe’ 
To the Editor: Your April 6 is- 


sign.” 

My purpose in writing is not to 
shoot darts at a particular paper, 
but to seek ADVERTISING AGE’s help 


in the United States.* 


RETAIL SALES 


MARKET * 


Where people have more 
products advertised in the 


Circulation over 24,500 daily 


| ROCHESTER, MINNESOTA 


‘| On a per household basis, Rochester families 
rank 2nd highest in retail sales per household 


| CONSUMER SPENDABLE INCOME 


ROCHESTER 


(Olmsted County) 
| THE NEWEST 
| AND BUSIEST METROPOLITAN 


*Seles Management, May 10, 
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in keeping the terminology of the 
publishing business on a proper 
and meaningful basis. 

Surely there can be little seri- 
ous question that the words “sub- 
scribe to” or “subscriber” or “sub- 
| scription,” as we use them in our 
worlds of publishing and advertis- 
ing, mean “paid for.” Hence the 
use of such words by a publication 
with non-paid distribution is 
wrong and deceptive. 

Whether this is deliberate or 
quite innocent misrepresentation 
isn’t so important, perhaps, as the 
desirability of understanding the 
language of our business and call- 
ing things by their right names. 

William K. Beard, 

President, Associated Business 

Publications, New York. 


Marlboro Man Rouses Two 

To the Editor: Marlboro Man, 
you shock me! In fact, I’d like to 
make you a blushing candidate for 
“Advertising We Can Do With- 
out.” That is, if your supposedly 
well-meaning headline is really 
the not-so-well-meaning thought- 


Better“makins’ 
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| stream of a designing mind. And, 
‘if that supposedly helpful look is 
|really the evil leer of an old roué 
hoping for “Better makin’s.” Stick 
to your own age group, Big 
(Grand) Daddy! 
Ron Justin, 
Copywriter, Montgomery 
Ward & Co., Chicago. 
. 

To the Editor: Here I am at 
the office, trying to be the good 
secretary my boss told me I would 
be if I read AA each Monday. And 
after reading Ivy Baker Priest’s 
salute to the workers in the vine- 
yards (Feb. 2), wherein she states 
|“they are doing a great job in 
promotion of mass distribution of 


in similar activities is required to| sue carries an advertisement of|comforts and convenience, etc.,’ 
| Electronic Design, a_ publication |I am furious. Why? Because Mrs. 

If the power companies, like our | practicing free distribution. The} Priest must also have included in 
electric cooperatives, operated | advertisement, however, contains ; her evaluation the attached Marl- 
without profit, paying no dividends the statement, ‘“—28,400 engineers | boro ad, which I interpret to sug- 
to stockholders, there would be no| who subscribe to Electronic De- | gest that, as a maiden, by smoking, 


|I could gain the comfort and con- 
venience for “better makin’s” by 
| merely smoking Marlboro cigarets 
and, at the same time, gain for 


Per Household 
$6160 
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1958 
money to buy 
POST BULLETIN 


The Outstanding Test Market in the Upper Midwest 


ROCHESTER POST-BULLETIN 


See your John Budd man for more details 


A 39,000 population city with a 200,000 population 
skyline. The 52nd largest airport in the U.S. with 
110,000 passengers yearly. 


COLOR AVAILABLE! 
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myself an “old” man, old enough 
to be my father. 

What does Marlboro really mean 
by “the cigaret designed for men 
that women like”? That Marlboro | 
is a cigaret for men? for women? 
men for women? Yes, “one can 
tell the ideals of a nation by its 
advertising.” 

Helen Gawn, 
Age 19, St. Louis. 


Amplities News About 
Foreign Agencies 

To the Editor: Your issue of Feb. 
33 last... 

In the listing of agencies in the 
Netherlands you only mention two 
out of about 20 worth mentioning. 


don’t have to think. An idea is sug- 
gested and the group will waste 
time offering dozens of reasons 
| why it can’t work. This is nonsense! | 
Creative thinking is determining | 
what can work.” 

No more basic, fundamental and 
truer statement was ever made in| 
the history of man—and I’m going) 
back to Plato and Aristotle. 

If your annual subscription rate 
were $100 a year—which it isn’t— 
this little article about what Dan- 
iels had to say would be worth 
every penny of it. 

I wouldn’t know Mr. Daniels| 
from the Dalai Lama, but I’m most 
grateful to you for running this, 
excellent story which was full of} 
wisdom. Even the great Benjamin 


i 
“CAPTIVE * 


but NOT CAGED’”’ 


*¥ the intriguing title of an equally intriguing 


market study of LION Magazine subscribers. With 

a median annual income of $11,200, the Lion member 
has the authority and the means to buy your 

product or service for his business and personal 
needs. Want to meet him— intimately? Write or 
phone for your copy of ‘*Captive—but Not Caged" 


The oldest, best known and larg-|Franklin never said or printed any- a 
est agencies (de la Mar, Val Alfen, | thing better. THE ichi H 
Palm, Prad) are omitted altogeth-| I'd sure like to hear more from sti 209 North Michigan Ave., Chicago 1 
er. this fellow Daniels. QD: MAGAZINE Telephone: ANdover 3-2500 
We do not think that the source J. James Moore, + Se 


of your information is the right City Hall Reporter, Pittsburgh 
one and kindly refer you to the Sun-Telegraph, Pittsburgh. | 


secretary of the Association of 
Agencies in the Netherlands (Ned- 
M ar k eT is 


erlandse Vereniging voor Erkende 
Advertentie-bureaux V.E.A., N.Z. 
Voorburgwal 348, Amsterdam-C). 
Next year you might then be able 
to give a correct review. 

By the way, we mention that we 
noticed similar omittances in your 
list regarding Switzerland, Bel- 
gium, Mexico, Germany, etc. Coun- 
tries like Austria and Spain have 
been left out altogether. 

Please do not doubt that we ap- 
preciate your efforts; because we 
do, we are eager to be of assist- 


ance. 
P. Baudin, 
Nederlands Reclame-Advies- 
bureau Baudin, Amsterdam, a 
Netherlands. 


AA made no claim that the list- 
ing of foreign agencies was com- 
plete. For the most part, it in- 
cluded only those agencies which 
replied to a questionnaire. 


Ah, Spring! | 
To the Editor: If you don’t read 
The Sporting News, this ad prob- 


rhe Bring Rwy, tl 2 prob 1,432,700 people 
a | When you think of it...think about ALL of it! 


| ONE THIRD THE TOTAL AREA OF NEW YORK STATE 1s , 


| ... and accessible. The one low-cost way to reach 


this big, prosperous market is the SYRACUSE 
«Buying Income ... .$2,470,791,000 


NEWSPAPERS. They deliver: 100% coverage of 
the metropolitan area, plus effective coverage . . 


up to 76% ... in the surrounding 14 counties. 
No other combination of media will do a com- 


edhieiaieaton ch se parable job at a comparable cost! FOR TOTAL “Retail Sales ...... $1,722,092,000 
Seamer SELL-ABILITY in the Syracuse market, think of “Feed Hone eres ..5 SR aee 
DE ues all the market . . . and get all of it! The FULL COLOR AVAILABLE —DAILY AND SUNDAY 


tention. I think it a fine, refresh- 


| SYRACUSE NEWSPAPERS’ CIRCULATION 
oo Bes 
ing creative i _ isciniis COVERAGE DELIVERS ALL THE SYRA- 
New York. CUSE MARKET. 


Daniels Caught His Eye 

To the Editor: Despite the fact I 
am a City Hall reporter, I find 
ADVERTISING AGE one of the best 
edited and most readable publica- — 
tions in the country today. 

Those persons in the advertising 
business should certainly be ap- 
preciative of the wealth of news) 
you give them every week. 

One of your recent articles that 
caught my eye was about a speech 
made by Draper Daniels of Leo 


*Results of 
Selling Research, Inc. 
latest Test 
Market Survey 


Represented Nationally by 
MOLONEY, REGAN & SCHMITT 


the SYRACUSE NEWSPAPERS 


El 


HERALD-JOURNAL & HERALD-AMERICAN THE POST-STANDARD 


Burnett Co. The one-column head Evening Sunday Morning & Sunday 
read, “Daniels Calls Brainstorming ie 
‘Waste, Nonsense.’” | @: CIRCULATION: Combined Daily 241,159 Sunday Herald-American 205,658 Sunday Post-Standard 109,060 


I liked this paragraph: “Some | 
people in this business like the) 
committee approach because they) 
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SYLV ANIA RADIOS 
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ug Now’ the time to be a SYLVANIA Radio Dealer 


. 


ahh 


She carries her 
purchase with pride . 
and pleasure Wike you 
wse CARRY PACK 

Handles! 


— 


* ~_ 
What an elegant way to save money! 


CARRY Pack 


SPECIAL 
AWARD 


ABP MERCHANDISING AWARDS—Awards, made an- 
nually by Associated Business Publications for the most 
effective advertising in merchandising papers, were pre- 
sented April 17 to advertisers and their agencies in New 
York. Shown here are the first award winners in the sev- 
en divisions, and the special award to Life for its mer- 
chandising of its consumer product advertising to drug- 
gists, food stores and automobile dealers: 


1. Advertising to introduce new products or new pack- 
aging to dealers—Sylvania Electric Products Inc., Batavia, 
N. Y. (J. Walter Thompson Co., New York). 

2. Advertising to promote product features and give 
product information—Stratton Furniture Mfg. Co., Ha- 


$0 HIGH 
A MARK-UP 


ISCOTCHGARD 


Advertising Age, April 20, 1959 


When a Cosco step stool is handy, 
so are customers! 


iBrorcngane 


LIFE is America’s Automobile Showroom in Print 


= 


delivers 
America’s 
car-buying 
households. .. 


gerstown, Md. (Alfred Auerbach Associates, New 


York). 


3. Advertising to merchandise consumer advertising to 
the trade—Hamilton Cosco Inc., Columbus, Ind. (Caldwell, 
Larkin & Sidener-Van Riper, Indianapolis). 


4. Advertising to sell services, equipment and products 
not for resale—Carry-Pack Co., Schiller Park, Ill. (Sand- 
er Allen Inc., Chicago). 


5. Advertising to link merchandise with seasonal promo- 
tion and to encourage dealers to use sales promotion aids 
—Swingline Inc., Long Island City, N. Y. (Al Paul Lefton 
Co., New York). 


= i 


B--& 


ee 


_ = 
= 
=~ 


6. Public relations advertising, including trade associa- 
tion campaigns, institutional advertising, advertising by 
consumer media to influence dealers, ete-—Buxton Inc., 
Springfield, Mass. (Doyle Dane Bernbach Inc., New York). 


7. Use of dominant space—multiple-page advertising 
which makes the most effective use of three or more con- 
secutive pages in one issue—Minnesota Mining & Mfg. 
Co., chemical division, St. Paul, Minn. (MacManus, John 
& Adams, Bloomfield Hills, Mich.). 


Special Award—For dramatic use of multiple Space and 
color to encourage dealers to promote at point of sale the 
products advertised—Life, New York (Young & Rubicam 
New York). , 


ABP Merchandising Awards Go to 27 
Advertisers; Special Award to ‘Life’ 


New York, April 17—Associated | merchandising publications in 
Business Publications today pre-/|1958, at a luncheon sponsored 


sented its tenth annual awards for | jointly by ABP and the Merchan- 
the most effective advertising in ‘dising Executives Club of New 


York. 

Presentation of awards in seven 
divisions were made to 27 compa- 
nies and their agencies, and a spe- 
cial award was made to Life for its 
merchandising of consumer adver- 
tising. The ’58 awards follow: 

1. Advertising to introduce new prod- 
ucts or new packaging to dealers. First 
award: Sylvania Electric Products, Ba- 
tavia, N. ¥. (J. Walter Thompson Co., 


New York, agency). 

Awards of merit: Carrier Corp., Syra- 
cuse, N. Y. (N. W. Ayer & Son, Phila- 
delphia); Georgia-Pacific Corp., Portland, 
Ore. (McCann-Erickson, San Francisco); 
Libby, McNeill & Libby, Chicago (J. Wal- 
ter Thompson Co., Chicago). 

2. Advertising to promote product fea- 
tures and give product information. First 
award: Stratton Furniture Mfg. Co., Ha- 
gerstown, Md. (Alfred Auerbach Associ- 
ates, New York). 


Awards of merit: Regina Corp., Rah- 


| way, N. J. (Mogul, Lewin, Williams & 

Saylor, New York); American Radiator 
| & Standard Sanitary Corp., Plumbing and 
| heating division, New York (Batten, Bar- 
ton, Durstine & Osborn, New York); 
E. L. Bruce Co., Memphis, Tenn. (Green- 
| haw & Rush, Memphis). 

3. Advertising to merchandise consum- 
er advertising to the trade, First award: 
Hamilton Cosco Inc., Columbus, Ind 
(Caldwell, Larkin & Sidener-Van Riper, 
Indianapolis). ; 


Awards of merit; Bissell Carpet Sweep- 
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Is there a patient in the house? 


Doctors’ ethics forbid advertising. This can cause problems. Like, for 


instance, when Salk Vaccine comes along. The problem: Who persuades 


109 million Americans who need shots to come to doctors...when doctors 


can't, or shouldn’t advertise? The answer: Turn to people who can, 
a should—and do! 

In 1957 the advertising profession and its clients, through the Adver- 
" tising Council, launched a drive to get polio shots into everybody under 


40 by the summer of 1958. Over 72 million responded by August Ist. 


4 
. This year your council will launch an even broader campaign aimed at all 
7 i 
4 adults and especially children who are still unvaccinated and so exposing Ks 
themselves to unnecessary risks. : 
i Proud of advertising? You should be. It’s helping make America a 
& P 
4 stronger, healthier nation. And by the way... have you had your shots ? 
, y y y 
’ : 
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= r 
if we're not running your copy, & 
1 pethaps we've been remiss... 


in Explaining The Value of 
Southern California’s Third Largest 
Market; California’s 4th, the 

Pacific Coast's 6th and the Nation's 
27th metropolitan areca. We've & 
recently published a new market 
study on San Bernardino county, 
the major portion of this profitable 
market. We believe you'll find it valua- 
ble. Let a Cresmer & Woodward 


SAN BERNARDINO SUN AND TELEGRAM 


SAN BERNARDINO, CALIFORNIA 


Grand Rapids Mich. (Leo Bur- 
nett Co., Chicago'; Mirro Aluminum Co., 
Manitowoc, Wis. ‘Cramer-Krasselt Co., 
Milwaukee); Polaroid Corp., Cambridge, 
Mass. (Doyle Dane Bernbach Inc., New 
York). 


er Co 


| 
|}ment and products not for resale. First 
award: Carry-Pack Co., Schiller Park, Il 
(Sander Allen Inc, Chicago). 


Awards of merit: General Electric Co., 


|miniature lamp department, Cleveland 
(BBDO, Cleveland); Hopp Press Inc., New 


York ‘de Garmo Inc., New York); Talon 
Inc., New York (McCann-Erickson, New 
York) 


5. Advertising to link merchandise with 
seasonal promotion and to encourage deal- 
lers to use sales promotion aids. First 
| award: Swingline Inc., Long Island City, 
N. Y. (Al Paul Lefton Co., New York). 

Awards of merit: De Beers Consolidated 
Mines Ltd., Johannesburg (N. W. Ayer & 
Son, Philadelphia); Talon Inc. (McCann- 
Erickson); Campbell Soup Co., Camden 
(BBDO, New York). 


6. Public relations advertising, including | 


trade association campaigns, institutional 
' 
dia to influence dealers, ete. First award 
Buxton Inc., Springfield, Mass. (Doyle 
| Dane Bernbach Inc., New York}. 


| Awards of merit: F. S. Webster Co., 
Cambridge, Mass. (BBDO, Boston); Ed- 
wards Co., Norwalk, Conn. ‘Hicks & 


| Greist, New York); Charles of the Ritz, 


year! 


among many other 


services. 


for the FIFTH 


consecutive 


@ Year after year the Toledo Blade tops 
all other Ohio newspapers in grocery 
linage. Why? For one thing, the Toledo 
Market’s 331,100 families have BIG 
appetites — appetites that are constantly 
stimulated by substantial editorial cov- 
erage. Another important reason— 


reasons—is_ that 


retail grocers are systematically alerted 
to manufacturers’ advertising programs 
by The Blade’s unsurpassed marketing 


TOLEDO BLADE - Deily and Sunday 
TOLEDO TIMES : Worning 


REPRESENTED NATIONALLY BY MOLONEY, REGAN & SCHMITT, INC. 


4. Advertising to sell services; equip- | 


advertising, advertising by consumer me- | 


Advertising Age, April 20, 1959 


@ EXTRA WITH HPI 


AWOMS 


On 
HIGH-Q 


2 
running through April 23 this ad 
will appear in the Chicago Trib- 
|}une, Sun-Times, Daily News, Her- 
ald American; Indianapolis News- 
Star and Times; Commercial News, 


| TIGER TAl—Starting April and 


; giaoe 
| Danville, Ill.; News-Sentinel and 
| Journal-Gazette, Ft. Wayne, Ind.; 
| South Bend Tribune, Terre Haute 
Tribune Star, and the Pharos- 
Tribune and Press, both of Logans- 
port, Ind. Needham, Louis & Bror- 
by, Chicago, is the agency. 
New York (Rockmore Co., New York) 

7. Use of dominant space—multiple 
| page advertising which makes the most 
effective use of three or more consecutive 
pages in one issue. First award: Minne- 
sota Mining & Mfg. Co., chemical division, 
St. Paul, Minn. ‘MacManus, John & Ad- 
ams, Bloomfield Hills, Mich.). 

Awards of merit: Whirlpool Corp., St. 
Joseph, Mich. (Netedu Advertising Inc., 
St. Joseph); Eastman Chemical Products 
Inc., New York (Doherty, Clifford, Steers 
& Shenfield, New York); Motorola Inc., 
Chicago (Leo Burnett Co., Chicago). 

Special Award: Life, New York (Young 
& Rubicam, New York) for dramatic use 
of multiple space and color to encourage 
dealers to promote at point of sale the 
products advertised in Life. = 


Marketers Elect Officers for 
Terms Beginning July 1, 1960 
The American Marketing Assn. 
has elected officers for terms be- 
iginning July 1, 1960. President- 
elect is William F. O’Dell, Market 
Facts, Chicago (AA, April 13). 
Vps to head the four divisions 
jare Victor P. Buell, manager, mar- 
{keting division, Hoover Co., mar- 
keting management division; Wil- 
liam R. Davidson, professor of 
business organization, Ohio State 
University, marketing education 
|division; Carl H. Henrikson Jr., vp, 
Stewart Dougall & Associates, de- 
velopment and promotion division, 
and Edwin H. Sonnecken, presi- 
dent, Marketing Planning Corp., 
marketing research division. 


‘Printing Magazine’ Adds 
West Coast Supplement 

Printing Magazine will add a 
West Coast supplement—Printing 
Magazine-Pacific—effective with 
its June issue. Walden, Sons & 
Mott, Oradell, N. J., publisher, has 
opened an office at 140 Geary St., 
San Francisco, to handle the sup- 
plement. Ramsey S. Oppenheim, 
formerly editor of Pacific Printer, 
Publisher & Lithographer, is the 
new Pacific Coast manager for 
Walden. 


Mennen Offers Nursery Clock 
Mennen Co., Morristown, N. J., 
is offering consumers an imported 
nursery clock valued at $3.50 for 
| $1.25 with the purchase of a 59¢ 
can of Mennen baby powder. The 
clock will be shipped direct from 
Germany. It will be advertised 
starting next month in 15 con- 
sumer magazines. Grey Advertis- 
ing Agency, New York, is the 
agency. 
| 


Hockey Magazine to Bow 

United States Amateur Hockey, 
a new bi-monthly magazine, will 
be published by Americana Press, 
Madison, Wis., beginning next 
September. Guaranteed  circula- 
ition is 5,000; one-time b&w page 
| rate is $225. 
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<< We're williné and anxious to help Y ou P| 

a solve your rest campare® propiem= with 
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Top 100 National Newspaper Advertisers: 1958 


Source: Bureau of Advertising, ANPA 


Compiled by Media Records 
Company 1958 1957 | Company 1957 

1. General Motors Corp. ............ $34,603,336 $52,390,306 Ap 2 "Eee 1,633,303 
SB. Ge BARR GR annccccnncccsccsces. 20,000,024 31,533,144 ey SO vi ncaceivncconsictdaibos’ 3,212,481 
S, GRINS COI. ccccscccneseseresesocess 16,049,691 26,144,287 51. Sun Oil Company 1,988,756 
4. General Foods Corp. ............ 14,193,039 7,917,380 ie TINO EIS nescccdsasonsenvecseanes 3,188,021 | 
5. Distillers Corp.-Seagram’s Ltd. 12,112,999 11,781,350 53. Curtis Publishing Co. ............ 2,109,773 2,323,734 
Oe Pe RS caetacancaretereceverxtsvonse 9,220,071 14,288,510 54. Swift & Co. 1,754,464 
7. Schenley Industries ................ 8,952,863 8,295,414 55. Borden Co. 2,037,519 
8. American Tobacco Co. .......... 8,757,784 5,265,110 56. Standard Oil Co. of California 2,047,287 1,749,413 
9. Colgate-Palmolive Co. ............ 8,276,947 8,663,208 57. B. F. Goodrich Co. ..............+ 1,987,670 1,306,867 
10. General Electric Co. .............. 7,004,632 6,799,213 58. Phillips Petroleum Corp. ........ 1,985,310 1,774,172 
11. Procter & Gamble Co. . 6,972,897 7,939,655 59. Liggett & Myers Tobacco Co. 1,983,298 2,763,668 
12. National Distillers & 60. Wm. Wrigley Jr. Co. ........... 1,982,706 2,030,673 | 

Chemical Corp. . 6,702,284 8,541,769 61. United Air Lines .................... 1,972,711 2,280,948 
13. National Dairy Products Sate. 6,029,557 6,814,248 62. Renfield Importers ................ 1,945,070 1,756,395 
Bh ee Uh Scticnsecenesevscsesccs 5,924,520 4,205,610 63. E. |. du Pont de Nemours ...... 1,872,567 2,224,897 
15. General Mills ................. 5,679,067 2,910,816 64. Brown-Forman Distillers Corp. 1,869,467 1,672,502 
PE PR PIE scecenssnsexceveses * 5,572,421 5,464,195 GB DO CIE ccesncnsesetacerersznces 1,848,200 989,463 
17. Hunt Foods & Industries ........ 5,425,390 2,270,875 66. Beech-Nut Life Savers .... 1,809,087 199,619 
18. R. J. Reynolds Tobacco Co. 5,215,711 4,600,007 Be I ID iia sist sta rites civees 1,775,007 1,519,608 
19. American Home Products 68. Continental Baking Co. ........... 1,732,120 2,126,142 

I aera ests ca ventaainateveivsis 4,638,493 1,919,172 69. G. F. Heublein & Bro. ........ 1,723,817 1,950,250 
20. Campbell Soup Co. ...... 4,588,350 4,493,783 70. Reader's Digest Assn. ......... 1,680,734 1,504,352 
21. American Motors Corp. .. 4,295,899 2,807,997 71. Warner-Lambert Pharma- 
22. Coca-Cola Co. ........... 4,023,772 3,469,297 ceutical Co. 1,635,213 2,101,024 
23. Quaker Oats Co. 3,889,910 3,839,399 72. Glenmore Distillers Co. 1,605,478 1,834,818 
24. Pepsi-Cola Co. ........ 3,818,818 3,087,613 73. Time Inc. ates 1,584,721 1,630,860 
25. Eastern Airlines .. 3,635,321 4,174,114 74. Minute Maid Som. 1,569,658 762,022 
26. Standard Oil Co. 75. Kimberly-Clark Com. 1,563,981 816,473 

(New Jersey) .. 3,305,724 2,682,164 76. Anheuser-Busch ... 1,479,731 1,381,452 
27. Standard Oil Co. (Indiana) .. 3,231,748 2,763,668 | 77. Plough Inc. ..... 1,473,643 1,425,079 
28. Hiram Walker-Gooderham a 1,439,393 1,322,401 

I sissvéationstrotnons 3,172,957 4,076,145 79. California Packing Corp. .. 1,427,778 1,310,805 
29. Doubleday & Co. ........ ae 3,078,389 2,965,086 80. Helene Curtis Industries ....... 1,427,171 1,205,572 
30. Westinghouse Electric Corp. 3,061,347 2,686,786 81. Atlantis Sales Corp. ............ 1,376,254 650,871 
31. Corn Products Co. ............ 3,044,049 1,372,919 82. Zenith Radio Corp. ..........00 1,366,572 792,839 
32. National Biscuit Co. ...... 2,982,993 3,362,597 83. Libby, McNeill & Libby 1,349,963 1,197,422 
33. American Airlines ....... 2,964,339 2,498,676 Ot, FRI GOR: veccciticmnssarsne 1,333,739 2,130,415 
NE CIID sectesinascdssessssrens 2,953,690 3,114,078 85. Norwich Pharmacal Co. .... 1,323,673 778,806 
35. Rexall Drug Co. ........... 2,881,419 941,047 86. Yardley of London ....... 1,300,419 266,455 
36. Gulf Oil Corp. ............. 2,854,696 3,366,630 | 87. Motorola .... snited 1,291,340 1,154,735 
37. Socony Mobil Oil Co. ...... 2,836,019 2,563,252 | 88. Capital Airlines .......... 1,279,287 1,064,570 
38. Standard Brands ............. 2,768,516 3,743,465 | 89. Firestone Tire & Rubber Co. 1,278,607 1,456,512 
39. Studebaker-Packard Cove. 2,738,153 4,804,199 90. Institute of Life Insurance .. 1,278,343 1,647,960 
40. Goodyear Tire & Rubber Co. 2,665,044 2,906,589 | 91. Simoniz Co. cahacieebane 1,264,883 485,482 
41. Trans-World Airlines ........... 2,604,497 2,387,818 | 92. National Airlines ............. 1,257,854 1,571,510 
42. Liebmann Breweries ... 2,548,483 2,644,463 93. Bristol-Myers Cow... 1,255,596 3,120,537 
43. Carnation Co. .......... 2,524,935 2,409,464 94. Consolidated Cigar Sales ... 1,247,275 1,019,661 
44. Shell Oil Co. chive 2,465,433 2,240,129 95. New York Life Insurance Co. 1,219,929 1,226,901 
45. Kellogg Company ........... 2,413,700 2,422,979 96. Greyhound Corp. ......... 1,210,880 1,028,07 
46. Pan American World Aeoun 2,386,489 1,824,054 97. Top Value Enterprises .... 1,196,120 510,300 
47. Prudential Insurance Co. 98. John Morrell & Co. .........00000 1,184,855 916,16 

Oe IO Braasddvuesccecdavuncies 2,348,539 2,006,847 99. American Dairy Assn. ............ 1,167,603 566,5 
Ce a 2,329,208 2,423,801 100. Canada Dry Ginger Ale ........ 1,151,831 1,373,549 


Dailies’ National 
Ad Volume in ‘58 
Off 5%, BofA Says 


(Continued from Page 1) 
20.2% last year, dropping from a 
1957 figure of $199,578,000 to 
$159,227,000. 


s General Motors Corp. again led 
all national advertisers in newspa- 
per expenditures in 1958. Its chief 
competitors—Ford Motor Co. and 
Chrysler Corp.—were second and 
third, respectively. 

The three auto makers main- 

tained their leading positions de- 
spite heavy cutbacks from their 
1957 newspaper ad budgets, ac- 
cording to figures compiled by the 
Iiureau of Advertising, American 
fewspaper Publishers Assn. Gen- 
cral Motors cut back from $52,- 
: 90,000 in 1957 to $34,603,000 last 
»ear; Ford dropped from $31,533,- 
(00 to $20,000,000; Chrysler skid- 
ced from $26,144,000 to $16,049,- 
(00. 
+ Two other advertisers spent 
riore than $10,000,000 in newspa- 
ers in 1958—General Foods Corp., 
, ith $14,193,000, and Distillers 
( orp.-Seagram’s, with $12,112,000. 
"he General Foods budget was al- 
riost double its 1957 expenditure; 
t1e increase boosted it from tenth 
t» fourth place. 

Others in the top ten were Le- 
,er Bros. ($9,220,000), Schenley 
lidustries ($8,952,000), American 


| Motor s 


; were 


WILSON A. SHELTON, formerly vp and 

assistant creative director of 

Compton Advertising, New York, 

has been named senior vp and 

creative director. He succeeds Al- 

fred J. Seaman, who will announce 
his plans soon. 


Old Client's Debts 
Sink Grant & 
Wadsworth Shop 


(Continued from Page 1) 
thus became president of the agen- 
cy. 


s The seed of the agency’s destruc- 
tion, Mr. Romig told ApvERrTISING 
AGE, was Homecrafts Inc., a New 
York mail order house, one of sev- 
eral operated by brothers Abe and 
Louis Linet. 

G&W had handled the account 
for about two years when, in 1953, 
the mail order house, ignoring es- 
tablished credit arrangements, took 
a three-week flyer in newspapers 
across the country and ran up a 
media tab of about $60,000. G&W 
had recovered only $12,000 of it 
when the Internal Revenue Serv- 
ice padlocked Homecrafts for non- 
payment of taxes. Homecrafts sub- 
|sequently went bankrupt. 

G&W was only one of several 
| agencies left holding the bag: J. R. 
Kupsick Advertising, New York, 
stuck for between $20,000 and $30,- 
000, dissolved and its president, 


Tobacco Co. ($8,757,000), Colgate-| Young has been named account/J. R. Kupsick, and Saul Kampf, 


Palmolive Co. ($8,276,000) and 
| General Electric Co. ($7,004,000) .| 

Another auto maker, American 
Corp., moved from 34th 
place in 1957 (spending $2,807,000) 
|to 21st place in 1958, with an ex- 
penditure of $4,295,000. 

The BofA said total national 
advertising expenditure in news- 
papers in 1958 was $719,049,000, a 
loss of 5.1% from the 1957 total 
of $757,401,000. + 


$1,250,000 Chun 
King Account 
Moves to BBDO 


(Continued from Page 1) 
through and that I 
picked BBDO.” 

Mr. Paulucci told AA that he 
had received a letter from George 
Reeves, head of the JWT Chicago 
office, on April 10 notifying him | 
that JWT wished to resign the ac- 
count. 

The Chun King president said 
he had talked with 17 agencies in| 
his search for a successor to JWT. 
Although he declined to name any | 
of the agencies, AA learned that 
he reportedly talked to Foote, Cone 
& Belding, Leo Burnett Co., John 
W. Shaw Advertising and Need- 
ham, Louis & Brorby, among oth- | 
ers. 


had 


# Mr. Paulucci said he chose 
BBDO because of the agency’s 
“people, creative ability and bet- | 
ter marketing facilities.’ BBDO| 
will handle the account from its | 
Minneapolis office. William A. 


|May 31, 


supervisor. 

BBDO will handle Chun King’s 
full line of American-Oriental 
|canned and frozen foods and No- 
komis wild rice. The company’s 
line of Jeno Italian foods and| 
Wilderness pie fillings (total bill- 
ings of about $75,000 in 1958) will 
continue to be handled by Olmsted 
& Foley, Minneapolis. 

JWT picked up the Chun King 
account in 
West, Burkhart, Cincinnati (AA, 
54). Stockton, West, 
Burkhart had added the business 
less than one year before when 
Olmsted & Foley resigned (AA, 
June 15, ’53). # 


‘Chicago Tribune’ to Produce 


‘American,’ Ist Step in Move 


The Chicago Tribune will begin 
printing all daily and Sunday edi- 
tions of the Chicago American 
about Aug. 1 as the first step in a 
move to bring the afternoon Amer- 
ican to new offices in the quarters 
now occupied by WGN Inc. The 


|radio and tv stations, also owned 


|by the Tribune, will move to a 
new home in Chicago’s northwest 
side by 1960 (AA, Jan. 12). 

Until the present WGN annex to 
the Chicago Tribune Bldg. has 
been prepared for its new function, 
the American’s editorial, advertis- 
ing, circulation and business oper- 
ations will be carried on in their 
present location in the Hearst 
Bldg. The Tribune Co. purchased 
the American in October, 1956. To 
house the American departments, 
four stories will be added to the 
present WGN annex to make an 
eight-story structure. 


1954 from Stockton, | 


ja vp, took their bundle of about 
30 accounts to the Daniel & Charles 
shop. 

Palace Advertising, New York, 
|wes stung to the tune of $24,000. 
Its creditors approved a 20¢-on- 
the-dollar settlement. Klores & 
Carter and Manhattan Advertis- 
ing, both in New York, were among 
other agencies also on the hook 
for sums ranging up to $14,000. 


s But G&W’s burden, about $48,- 
000, was biggest of all. Mr. Romig 
elected, against his lawyer’s ad- 
vice, to pay his debt off over a 
four-year period, a task he hoped 
to achieve by dropping some un- 
profitable small clients and going 
after the big ones. 

“The agency at the time didn’t 
comprehend, however,” he _ told 
AA, “the obstacles imposed by such 
deferment to the securing of new 
accounts. And while obligations on 
the deferred accounts were met 
and some new capital was put into 
the business, other situations de- 
veloped.” 

Irwin N. Gould, who headed 
G&W’s Boston office until March 1 
of this year, opened his own agen- 
cy and took with him about $200,- 
000 in billings. 

“So, with increasing costs and 
greater demand for supporting 
services, etc., it was decided that 
it was futile to try to continue 
the business,” Mr. Romig said. 


8 William H. Eichhorn, an ac- 
count executive with G&W for 
about 20 years, then took another 
$85,000 to $100,000 in billings over 
to Russell Kolburne Inc. Kolburne 
itself was formed in 1957 by Rus- 


163 


',sell Kolburne, a former G&W vp, 


with about $130,000 in billings on 
30 accounts he had serviced at 
G&W (AA, June 10, ’57). Blanche 
Jampol, formerly secretary and 
media director of G&W, also has 
joined Kolburne. 

William S. Walker, a G&W vp, 
has not announced his plans. 

Left with Mr. Romig are about 
nine accounts, including a group of 
chemical companies, a Staten Is- 
land bank and a Philadelphia hard- 
ware company. Their billing value 
is not known. 

Mr. Romig hasn’t announced his 
plans either. # 


Agencies Are 
Profits Pikers, 
Says Williams 


(Continued from Page 2) 
Mr. Williams said, is the wide- 
spread lack of clear business and 
personal objectives of agency peo- 
ple. 

“You'd be surprised,” he ob- 
served, “how many agency heads 
really don’t know just what they 
want out of life, either for their 
businesses or for themselves. 

“Remember,” he cautioned, 
“there is no old folks home for 
retired admen, as there is for ac- 
tors. Maybe there ought to be.” 


# Of other common agency ills, 
Mr. Williams said that nepotism 
is by far one of the most destruc- 
tive forces in agencies. And relat- 
ed to this, he said, is the failure, 
in a great many cases, of agency 
heads to line up successors prop- 
erly. “The old man” must give the 
successor the responsibility and 
authority of leadership while he 
still has the prestige to pass it 
along and make it stick, Mr. Wil- 
liams said, 

Internal communications—or the 
lack thereof—is another great 
shocker in the agency business, he 
went on. 

“We're the great gossip faction 
in the world,” he said, and trade 
gossip about impending mergers, 
account losses, mass firings and the 
like can and does cause agency 
employes to run to other jobs if 
agency management fails to keep 
them properly informed. 

“In so many cases,” he said, 
“top management doesn’t take the 
time, or just doesn’t care” about 
keeping agency personnel in- 
formed. “This kind of thing goes 
on to a fantastic extent in New 
York,” he added, 

Turning to the current merger 
trend (Durham & Associates ef- 
fected between 20 and 25 of them 
last year), Mr. Williams said that 
operating cost rises continue to be 
the big impetus behind mergers. 


# In another talk at the MAAN 
meeting, Dr. Perham C. Nabhl, 
creative research director with 
Needham, Louis & Brorby, Chica- 
go, said advertisers should not be 
so frightened of low believability 
in advertising. It may be exactly 
what is needed to jolt people out 
of old buying habits, he said. 

A housewife who says she finds 
an ad completely believable prob- 
ably means she finds nothing new 
in the ad, reasoning that every- 
thing old is generally believable, 
Dr. Nah! said. 

If she finds an ad unbelievable, 
Dr. Nah! went on, she is likely to 
have one of two reactions. She may 
figure that since she doesn’t be- 
lieve it, she won't try the product. 

“On the other hand,” he said, 
“she may reason, ‘I don’t believe 
it, but I’ll try the brand to see if 
it’s true.’ This may be exactly what 
you need to jar the buyer out of 
the groove of familiar buying pat- 
terns. If the product then backs 
up your claims,” he said, “then you 
are really in business.” # 
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THE ADVERTISING MARKET PLACE 


: $1.25 per line, minimum charge $5.00. Cash with order. Figure all cap lines 
(maximum-—two) 30 letters and spaces per line; upper & lower case 40 per line. Add 


two lines for box number. Closing deadline: Copy in written form in Chicago office 
no later then noon, Wednesday 5 days preceding publication dete. Pacific Coast Repre- 


sentative (Classified 
A « 4 8. A ‘ 
preceding publication 


date. 


only); Classified Departments, Inc., 4041 Marlton Ave., Los | 
2-0287. Closing deadline Los Angeles Monday noon, 7 days 
Display classified takes card rate of $18.75 per column 


inch, and card discounts, size end frequency epply. 


AVERAGE PAID CIRCULATION 
6 MONTHS ENDING DEC. 31, 


FOR 
1958 


44,313 


HELP WANTED 


! POSITIONS WANTED 


LAYOUT ARTIST 
Large radio electronics firm needs third 
man in fast growing advertising art de- 
partment. Three or more years of layout 
experience with good working knowledge 
of production, Salary open. Send resume 
and samples with first letter to Jack 
Miller, Advertising Dept., Collins Radio 


Account Executive from Germany 


2s, degree adv. high school, 8 years agen- 


cy background; accounts: spark plugs, 
shoe polish, floor wax, household glass, 
2 years acc. exec. on detergent account 
Fluent in English and German. Seeks 
position as asst. acc. exec. or asst. adv 
mgr. Write: H. L. Beck, 6 Rosenstrasse, 


Company, Western Union Building, Cedar | Duesseldorf/Germany 
| MARKET RESEARCH 


Rapids, lowa. 
ADVERTISING MANAGER 
of shoveling snow? Commuting? 


Sick 


The ratrace? AAAI truck-trailer manu- (tab and field supervision, 


facturer wants young advertising man- 
ager and understudy for sales manager 
Must have intelligence, personality, good 
advertising education and some agency 
or ad department experience. Great Dane 
Trailers, Inc. sells and advertises nation- 
ally. Headquarters in beautiful Savannah, 
Ga. where golfing, boating, fishing and 
hunting are year-round activities any- 
one can afford. Advertising manager will 
work with agency, develop sales aids for 


dealers, handle co-op account. The op- 
portunity for advancement in sales is 
greater than starting salary. Do not 
phone company. Give complete  back- 


ground first letter, which will be held in 
confidence and will be answered. Reply 
only to George & Glover Advertising 
Agency, 805 Peachtree St., N.E., Atlanta 
%, Georgia. 

EXECUTIVE & CLERICAL 
EXPERIENCED & TRAINEE 
Publishers Employment 
469 E. Ohio St., Chicago, SU 7-2255 
ASSISTANT ADVERTISING MANAGER 
Outstanding opportunity for dynamic 
young man age 23-28. Duties will include 
all phases of advertising in the major 
appliance industry. College Grad, with 
minimum of 1% years experience with 
agency or mfg. required. Give full de- 

tails, including salary requirements 
Box 2442, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 
Splendid opportunity for advertising and 
display position with well established 
department store in central Ohio county 
seat small city. Trading area 40,000 in 
well diversified county. 
State age, qualifications 
dising ability desireable. Reply 
Box 2443, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 


Some merchan- 


} 
} 


| 
| 


| administrator 


2 yrs. exp. with research agency, includ- | 


ing questionnaire design, report writing, | 
machine tab, 
graphic presentation. Age 26, married 


Box 2445, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 
ACCT EXEC—10 yrs creative/administra- | 
tive adv & sls prom with top mfrs pro- 
vides valuable bkgrd for acct servicing. | 
Married, 34, midwest univ grad. $12,000 
Box 2446, ADVERTISING AGE 
630 Third Avenue, New York 17, N. Y 


Gone!-Your Headaches Gone when you 
hire this thor.exp.Artist.Lay.-Fin.29,marr 
Box 2447, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 

ADVERTISING-SALES PROM. EXEC. | 
I'm chafing at the bit to turn my 10 yrs 
of successful Ad, Sales Prom., Mdsg. exp 
into profits for your medium size, but 
growing company. Creative writer. Able 
Broad consumer and in- 
dustrial exp. Capable of adding that cre- 
ative spark and following through as 
your Ad or Sales Prom. Mer 

Box 2448, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 


ELECTRICAL AD MAN 
8 years Ad Maer. experience with 2 na- 
tional electrical mfgs. Know copy, art 
and advertising functions. Not an engi- 
neer, but an engineer’s friend. $10M 
Box 2422, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illino‘s 
ACT FAST! HARD-SELL 
WRITER AVAILABLE NOW! 
ATTENTION EAST COAST AGENCIES 
YOU CAN'T AFFORD NOT TO SEE 
THIS TOP CREATIVE TALENT OUT- 
STANDING VERSATILITY TERRIFIC 
VISUAL FLAIR... WIDE EXPERIENCE 
... EXTREMELY FACILE WRITER ...IN 
N. Y. FOR LIMITED TIME ONLY | 
DON’T DELAY—WRITE TODAY! 
Box 2449, ADVERTISING AGE 
630 Third Avenue, New York 17, N. Y. 


COPY CHIEF: NEW YORK CITY 
SALES PROMOTION AGENCY 
Heavy sales promotion and merchandis- 
ing copy b’g'd. Profit sharing, stock, 

other benefits. Send resume. 
Box 2444, ADVERTISING AGE 
630 Third Ave., New York 17, N. Y. 


MOLENE 
Editors niin , Public Relations 
Copywriters ....660 Advg. Managers 
Artists Media ......Production Service 


“All is grist, which comes to our mill” 
Andover 35-4424, 105 W. Adams 8St., Chgo 3 


YOU'LL BE IN GOOD COMPANY 
You may be the man we want if you 
have advertising and sales promotion ex- 
perience—are alert, a creative thinker 
and enthusiastic. Prefer someone between 
28 and 35 with company or agency ex- 
perience. Must be able to write as well 
as create, present and sell ideas. Send 
resume with photo, stating salary and 
availability to Advertising Department, 
Mobil Ot1 Company, 150 E. 42nd St., 
New York 17, N. ¥. Absolutely no phone 
applications considered. 


ACC'T EXECUTIVE $15-20,000 
Automotive exper. 

COPYWRITER $15-20,000 
Automotive exper. 

MEDIA ASS'T DIRECTOR $10-13M 
Substantial exper. 

SPACE SALESMAN §$5-7,200 
Seme exper. proven ability 


For app't, phone Fred Johnson, formerly 
Western Mer., American Magazine, how 
with 


DOROTHY DOCKSTADER 
EMPLOYMENT CONSULTANT 
Randolph 6-6168, Ext. 5, 64 E. Lake, Chgo 


ADVERTISING & MARKETING OPENINGS 


Our clients realize that the real competitive 
difference between companies is men power. 
SENIOR COPYWRITER Salary open 
Consumer product experience— 

small New England agency. 

MARKET RESEARCH 


| oe alary open 
Work with V.P.—degree—exp. 

with research organization or 

consultant preferred 

MARKETING MANAGER . $18,000 


To build department— industrial 
background—unusual opportunity 
for right man 
TECHNICAL WRITER $8 ,000-$9,000 
2-3 years experience electronics 
gogmeer'ng degree—-midwest agency. 
EDITORS ..................Salary open 
(3) trade publication background—familiar 
with home buiiding—mechanical systems. 
Write or See |. M. DAIKER 


AD MANAGERS .......... $8,000-$14,000 
(4) Industrial. 

ACCOUNT EXECUTIVE— 

DEE nescccccyeces $9,000-$12,000 


(2) Industrial and chemical. 

TECHNICAL WRITERS ... .$7,500-$10 000 

Industrial, electronics or machine tools. 
Write or See CLIFF KNOBLE 


DRAKE PERSONNEL, INC. 


29 E. Madison Bidg., Chicago 2., F16-8700 


i write soft sell too. 
Box 2449, ADVERTISING AGE 
630 Third Avenue, New York 17, N. Y 
VERSATILE ADVERTISING ARTIST 
Creative layout, B&W & color art. copy 
All media. Prod. & Type. Will relocate. 
Box 2450, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 
WRITER-EDITOR, 4 yrs. daily nspr., 
seeks public relations, publications post 
Box 2451, ADVERTISING AGE 
200 E. Tilinois St., Chicago 11, Illinois 
Engineer, Metallurgist, with flair for 
writing but lacking “formal” writing ex- 
perience seeks position which can utilize 
technical and public utility background 
and writing ability 
Box 2452, ADVERTISING AGE | 
630 Third Ave., New York 17, N. Y | 
READY FOR CHANGE-ANYWHERE 
2 yrs. exp. (Cons-Prof-Tech) ; copy, 
layout, production, publicity, promotion, 
direct mail, trade relations, contact, mar- 
keting. Age 27, MBA student 
Box 2453, ADVERTISING AGE 
630 Third Avenue, New York 17, N. Y. 
MARKET-MEDIA RESEARCH 
Consumer Magazine Research Director | 
seeking more responsibility with agency 
or national consumer publication. Work- | 
able knowledge in all phases of advertis- 
ing; assisting your promotion, merchan- 
dising and sales personnel. 10 years 
agency and publishing experience. Salary 
bracket $10,000-$12,000. Chicago Area. 
Box 2454, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 


COPY SUPERVISOR, major 
agency. Will need utility 
institutional experience 

ADV. & SLS. PROM. MGR 
Must know grocery trade. 

ADV. & SLS. PROM. MGR. 
Packaging or building 
material experience helpful. 

ART DIR., P, pkging. 

COPY, woman. Mostly TV, some 
print. Drugstore- 
experience helpfu $12M 

, young. Midwest $10-12M 


AE, 
GLADER CORPORATION 
Don Harris, Dir. Adv. Div. 
110 S. Dearborn CE 6-5353 Chicago 


sism || 
$13-15M 


to $14M 
$12M 


Who has been working on in- 
dustrial accounts for several 
years and wants to improve 
his future. Wanted by medi- 
um-sized, progressive agency 


in St. Louis. Send samples. 
State income desired. Box 495, 
ADVERTISING AGE, 200 E. 
Illinois St., Chicago 11, Il. 


| FOR SALE 


REPRESENTATIVES WANTED 
MIAMI OR ATLANTA BASED 
Seek Southeastern representation for 
both consumer and business publications 


plus consumer and business 
publication sales experience 
Box 2455, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 


REPRESENTATIVES AVAI 
West Coast Representative available for 
publication. 7 years successful West Coast 
space selling experience. If you are look- 
ing for rep to expand your space sales 
write: 

Box 2456, ADVERTISING AGE 
4041 Mariton Ave., Los Angeles 8, Calif. 


MEDIA REPRESENTATIVE 


Well seasoned media rep is seeking es- 
tablished publication, either trade or 
consumer, for representation in New 


England territory. Has proven record of 
sales, good knowledge of New England 


advertisers and agencies, works hard. 
Salary or commissions... will prove his 
case either way. Write 


Box 2457, ADVERTISING AGE 
630 Third Ave., New York 17, N. Y. 
PUBLISHERS REPS AVAILABLE 
EASTERN TERRITORY 
Operating out of New York, we are open 
for one established industrial trade pub- 
lication. Two men-two cars, with years of 
experience. Performance references fur- 
nished 
Box 2458, ADVERTISING AGE 
630 Third Avenue, New York 17, N. Y 
SPACE SALESMAN 
Now representing semi-annual 
will give honest, earnest NY coverage for 
one or two additional solid publications 
Box 2459, ADVERTISING AGE 
630 Third Avenue, New York 17, N. Y 


3S OPPORTUNITIES 
Two partners willing to sell 
one-third interest in smal! pulp outdoor 
publication to seasoned ad man. New 
monthly has great growth potential. A 
terrific opportunity for top calibre space 
salesman who wants to better himself 
More terrific for a man with sporting 
goods contacts. Chicago-area National, 
regional and local advertising 
Box 2439, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 
MISCELLANEOUS 
POWERFUL Sales Letters Written, 10M 
copies $175 Free Watercolor paintings 
with orders. Drugs, toiletries, Aesthetics 
Perry's P.O. Box 137, D-1 Barrington, 
Illinois 
Increase sales by using monthly 
Organ which can be personalized to meet 
your individual needs. Kohr Enterprises, 
517 Curtis Drive, Morrisville, Pa. 


PROTYPE with 20 fonts type. Used 2 
months. Good buy. Fred Zusi Agency, 


1051 Bloomfield Ave. Clifton, N. Y. 


ADVERTISING 
MERCHANDISING 


Executive will Relocate 


Diversified background execu- 
tive capacities advertising (cli- 
ent and agency), merchandising, 
sales promotion, publicity, point- 
of-sale. Excellent administrator. 
Co-op ad specialist. Food broker 
experience. Outstanding record 
achievement present employer. 
Mature, stable 38, 15 years solid 
experience. Box 497, Advertis- 
ing Age, 200 E. Illinois St., Chi- 
cago 11, Illinois. 


NOW AVAILABLE! 
In quantities—one to a thousand. Gen- 
uine JEWELTONE, fully COLOR balanced 
dye transfer prints from your COLOR trans- 
parency or artwork. Perfect for every 
sales, advertising or display need. Sizes 
4x5 to 16x20. LOW COST! Example: 100- 
8x10 prints, $135.00, plus postage. Also, 
Carbo quality reproduction prints. Price 
lists and quotations on request. 
COLORAGE, Inc. 
116A S. Hollywood Way, Burbank, Calif. 


Space Salesman 
Available 


Strong background in creative, hard-hit- 
ting sales and administration, Excellent 
record. With present publisher 7 years. 
11 years experience. Seeking permanent 
remunerative position. Will relocate. Send 
for résumé now. Box 494, ADVERTISING 
AGE, 200 E. Illinois St., Chicago 11, 
Illinois 


EMPLOYERS! 
We have well qualified 
Copywriters 
Advertising Managers 
Asst. Adv. Managers 
Account Executives 
Radio & TV Men 
Production Men 
Artists 
Editors 
Photographers 
NO FEES CHARGED 
Workers or Employers 


PROFESSIONAL, SALES AND 
CLERICAL OFFICE 
ILLINOIS STATE 

EMPLOYMENT SERVICE 


73 West Washington Street 
Financial 6-3960 


} 


| Outline territory, how often each state is | 
| covered, 


magazine | 


House | 


| 
} 
} 
| 


WALKER 
Better Jobs—Lower Fees 
harmaceuticals 


ard goods W Coast 12-13M 
AD MGR ind mfg co -15M 
AD MGR brewery b/« to 25M 
AD MGR assts sev openings 5-8M 
COPY SUPERVISOR foods 15-25M 
A.E. top food agency 8-11M 


TECH WRITERS many positions 5-9M 
SCRIPT WRITER technical ma- 
terial plus audio visual— 
security material 
Send complete résumés to us 
‘or confidential handling | 
212 South 7th Street, Minneapolis 2, Minn. 


ADVERTISING & 
SALES PROMOTION 
SUPERVISOR 


Top electronics firm in New York City 
secks experienced copywriter with a 
knowledge of production and with ex- 
perience in the electronics industry. | 
Will supervise media advertising, inter- } 
nal sales promotion and be responsible 
for copy for national shows. Excellent 
oppertunity for college graduate with 
3-4 years experience in advertising, solid 
copywriting and technical background. 
Box 462, ADVERTISING ACE 
630 Third Ave., New York 17, N. Y. 


EXPERIENCED AD MAN 


to sell space in Chicago-based 
Association trade magazine. 
Other diversified activities in 
Association’s management. In- 
teresting growth industry. Col- 
lege, 26-35, $7-$10,000 according 
to experience; excellent oppor- 
tunity for advancement. Write, || 
sending complete résumé, Box | 
496, Advertising Age, 200 E. Illi- || 
nois St., Chicago 11, Illinois. 


The Midwest's 
outstanding placement 
service for Adv. * Art & 

allied fields. 

By appointment only 
59 E. MADISON + SUITE 1417 
CHICAGO 2, Ill. 
CEntral 6-5670 


BIRCH 


Personnel 
Service, 
Inc. 


4-COLOR COMMERCIAL PRINTING— 
COMIC BOOK TECHNIQUE—From 
idea to finished booklet. Geared to 
save you 20% over-all. Contact 


Advertising Age, April 20, 1959 


Seattle Honors 
to Sicks’ Brewing, 
Miller, Mackay 


(Continued from Page 3) 

Television: Bardah! International Corp 
Miller, Mackay. 

Direct mail: Weyerhaeuser Timber Co 
Tacoma; Cole & Weber. 

Point of sale: Brown & Haley, Tacoma 
Miller, Mackay. 

Outdoor: Brown & Haley; Miller, Mac 
kay. 

Transit: Pacific 


Canadian Railway 


| Honig-Cooper, Harrington & Miner. 


Commercial movies: Bardahl; Miller, 
Mackay. 

The Roy Marshall award was 
the sweepstakes that represented 
the top honor among the “golden 


addys.” 


® Ribbon awards were presented 
in the following classifications: 
Newspapers, retail, department stores. 
b&w: Frederick & Nelson. 
Newspapers, retail, department stores, 
color: Frederick & Nelson. 
Newspapers, retail, b&w: 
Shoes; F.G. Mullins Co. 
Newspapers, retail, color: 
Shoe Co.; Martin & Tuttle. 
Newspapers, national, b&w: Washington 


Pessemiers 


Nordstrom's 


Mutual Savings Bank; Charlotte Smith 
Advertising 
Newspapers, national, color: A. Mag- 


nano & Sons; Frederick E. Baker & As- 


sociates. 


Magazines, consumer, b&w: Frederick 
& Nelson. 

Magazines, consumer, color: Weyer- 
haeuser; Cole & Weber. 

Magazines, trade, b&w: Douglas Fir 
Plywood Assn.; Condon Co, 

Magazines, trade, color: Douglas Fir 


Plywood Assn.; Condon Co, 
Direct mail, persuasive: General Life 
Insurance Co.; Cole & Weber. 


| Direct mail, informative: Weyerhaeuser ; 


|Cole & Weber. 

Direct mail, utility: Craftsman Press. 
| Television, any length commercial: Bar- 
| dan; Miller, Mackay. 

Television, locally produced, 15 minutes 
| or over: Richfield Success Story; Hixson 
| & Jorgensen. 

Point of sale, package label: Brown & 
Haley; Miller, Mackay. 

Point of sale, display: White Stag Mfg 
Co., Portland; Robert L. Rogers Co. 

Point of sale, merchandising display: 
Olympia Brewing Co.; Robert L. Rogers 
Co. 

Radie commercial: Sicks’ Rainier Brew- 
ing Co.; Miller, Mackay. 

Outdoor, poster: Brown & Haley; Mil- 
ler, Mackay. 

Outdoor, embellished: Centennial Flour- 
ing Mills Co.: Cole & Weber. 

Transit, traveling: Lynden Eggs; Rune 
Goranson Co. 


PUBLISHERS REPRESENTATIVES, Dept. 
AA, 1472 Broadway, New York 36, 
N. Y. BR 9-0382. 


PHOTO RETOUCHERS 


Advertising Department of 
large, progressive farm and 
industrial equipment manu- 
facturer has openings for two 
experienced retouchers, capa- 
ble of working in both color 
and black and white. Midwest 
location. Write in confidence, 
detailing your experience, to 
Box 485, Advertising Age, 200 
E. Illinois St., Chicago 11, Ill. 


Editorial services Slidefilm 
scripts and production Sales 
training in all media . . . Product 
and competitive-product research 


. . « Dealer surveys and shopping 
‘ Company histories . . . techni- 
publications. 


ANALYSES INC. 


5405 Oakman Bivd., Tiffany 6-7600 
Dearborn, Mich. 


cal 


ADVERTISING 
We handle your employment problem 
confidentially and effectively. 

ACCOUNT EXECUTIVE .......... $20,000 
Agency TV and print exp. in 
foods and beverages. 
MARKET RESEARCH MGR. ....... $13,000 
Agency exp. preferred. Solid 
bkgd. in consumer goods. 
ADVERTISING MANAGER ........ 
Adv., sales prom., sales train- 
ing, mechanical products. 
ASST. CREATIVE DIR. 
Prefer agency exp. on indust. 


accts. Top weeny. 

RADIO, TV WRITER ............ 0,000 
Farm equipment exp. for agency. 
Excellent potential. 

EDITOR-MANAGER .............. $9,000 


Capable Editor-administrator 
for bidg. materials magazine. 


B. L. Clem 
Advertising Consultant 
IMPERIAL PERSONNEL 
37 S. Wabash Ave., Chicago 3, FR 2-4233 


Transit, interior: Kaminske. 


| Transit, king size: Canadian Pacific 
| Railway; Honig-Cooper. 
| Commercial movie; Bardahl; Miller, 


| Mackay. 


Thomson Leaves Haywood 

J. H. Thomson, vp of Haywood 
Publishing Co., Chicago, and pub- 
lishing director of Electric Light 
| & Power, has resigned. He has not 
;announced his future plans. His 
| position on Electric Light & Power 
| will be filled temporarily by Mar- 
|shall Haywood Jr., president and 
| Seneral manager of the company. 


na orger sines, 
it Se 
priced. 


5 SQ. INCHES 
FLUSH MOUNTED 
Overnight by 
Airmail 


Keep 
Top Brass 
Informed 


Give your management all the facts! 
Keeping up-to-date on what's going 
on is a must in today’s fast-moving 
business scene. Our clipping cover- 
age of over 3500 business, farm and 
consumer magazines, as listed in 
Bacon's Publicity Checker gives you 
= Seurenee - a complete clipping 
rvice. eck into our 
service today! siacaiaad 


BACON CAN GIVE YOU CLIPS ON: 
¢ Publicity + Subject Research 
* Competitive Publicity & Advertising 


«send for Booklet No. 56 
How Business Uses Clippings” 
BACON'S CLIPPING BUREAU 
14 E. Jackson Bivd., Chicago 4, Il. 
WAbash 2-8419 
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English 


Houston Proud 


Gross 
Bascom 


Snyder 


CREATIVITY—These were participants in the conference on “More 


Effective Advertising” at Columbia, Mo., April 10, co-sponsored by 


the University of Missouri school 


Federation of America. In this picture are Bryan Houston, chair- 

man of the New York agency bearing his name; David Bascom, 

chairman of Guild, Bascom & Bonfigli, San Francisco; K. C. T. Sny- 

der, radio-tv creative director of Needham, Louis & Brorby, Los 

Angeles; C. James Proud, president of AFA, and Earl F, English 

and Milton Gross, respectively dean of the school and professor of 
advertising. 


Ad Is ‘Most Reliable, Most Believed’ 
Communication Form, Says Houston 


(Continued from Page 3) 
emotions, you can be sure some 
few clowns at least will misun- 
derstand, he said. 


e Be careful that your gimmick 


doesn’t strangle you. Mr. Houston | 
said he had records of commer- | 


cials and ads with a high interest 
and memory rating, but which 
sold nothing traceable because the 
interest and memory were at- 
tached to some part of the ad- 
vertisement not for sale. 


e It is well, before sneering at 
tired ads or tired adjectives, to 
remember that few people under- 
stand large vocabularies. The 
“tired” words may have a much 
better chance of carrying a clear 
meaning, he said. 


® David Bascom, chairman of 
Guild, Bascom & Bonfigli, San 
Francisco, told the conference that 
the secret of creativity is two- 
fold: “You must believe in the 
desirability and the need for dif- 
ferent advertising with all the 
fervor of a wealthy evangelist. 
And second, you must be fortu- 
nate enough to have clients with 
a great deal of courage and mon- 
ey, and a love of gambling.” 

Mr. Bascom summed up his 
views like this: 


e There is a greater need today 
for advertising to be different 
than ever before. Since the econ- 
omy’s trend is toward sameness, 
and since what you can truthfully 
say about a product is not ap- 
preciably different from what your 
competitor can say, then “your 
only hope of being different is in 
how you say it,’”’ he said. 


e The pressures, internal and ex- 
ternal, against being different 
which are exerted on creators of 
advertising are great in strength 
and number. And he asked, “With 
the responsibility of spending a 
large advertising budget, would 
you be willing to gamble on un- 
tested, unproved ideas—or would 
you feel the wisest course would 
be to cautiously imitate others 
whose methods have proved to be 
successful?” 


= Olive M. Plunkett, vp and copy 
supervisor of Batten, Barton, 
Durstine & Osborn, asserted that 
in advertising “ideas have no 
gender.” She advised students to 
better the batting average of ad- 
vertising by: 

“Never underestimating the qual- 
ity of the unexpected. 


165 


|can be favored over another for; work with moderate appropria- 
compensation reasons. It is per-| tions. But this does not mean that 
'fectly obvious that our compen- their advertising cannot be out- 
|sation system completely divorces | standing, fully capable of creating 
|us from any influence occasioned|a strong competitive position 
by the amount or nature of ex-|in their markets. 

penditures,” Mr. Monk said. 


Myers Hits Open 
Discussion of 
Agency Payment 


(Continued from Page 3) 
Mr. Rubel said, is that an adver- 
|tiser does not know or see what 
jhe gets from his agency for the 


| 

|@ “It is a great mistake for any 
® Small and medium-size adver-|advertiser, and particularly the 
tisers were urged to aim high in smaller manufacturer, to limit 
the design and production of their | expenditures for the creative serv- 
advertising by G. D. Crain Jr.,|ices which assure the most effec- 
president of Advertising Publica-| tive presentation of his vital sales 
tions Inc., and chairman of the |communications,” Mr. Crain said. 
|15% commission. The three things| Associated Business Publications | “Every page the smaller indus- 
‘a company would like to know | judging committee which present-|trial advertiser runs in the busi- 
/about the creating of its adver-|ed awards to 24 industrial ad-| ness press is just as big and just 
|tising, he said, are time involved, | vertisers (AA, April 13). |as important to the reader as the 
| skill required and results obtained.| “Industrial advertising is a pow- | page of the largest corporation in 
| Account executives are caught erful competitive weapon, and the | America. For the sake of strength- 
lin a bind, Mr. Rubel said. Ac-|maintenance of free competitive|ening competition and assuring 
/count men are judged by what cli-| enterprise and industrial democ-|the growth of industry, small and 
ents think of them and naturally|racy may well depend on how |middle-size companies should in- 
will do all they can to please cli-| successfully manufacturers of all|sist both that advertising expen- 


;ents. It is the contact men who 
|create additional costs to agencies 
and these same account men have 
little or no knowledge of costs and 
profits and have little interest in 
delving into this field, Mr. Rubel 
said. 

“The 15% system is good but it) 
is not the final answer,’ Mr. Ru- 
'bel said. “Agencies can’t provide 
all necessary services for an ad- 
vertiser for just the straight 15% 
commission, Advertisers want to! 
know just what an agency does for 
its money—just as in other fields. 
It is easy to see what an architect | 
or real estate broker does for his 
compensation.” 


of journalism and the Advertising 


“Advertising in the singular, | 
rather than the plural. # A formal contract between | 

“Talking to readers as though| Reynolds Metals Co. and its agen- | 
you liked them ...knew they/cies has proved to be very satis- 
had common sense, and a sense of | factory for all parties, according to | 
humor and a sense of taste. David Beard, general director of | 

“Breaking the rules. | advertising for Reynolds. 
“The rules that say always use| “The contract spells out exact-| 
|photos instead of artwork,” she | ly what compensation our agen- 
added. “The rules that say you’ve| cies will receive and for what du- | 
|gotta have a headline, and it’s ties,’ Mr. Beard said. “Also, our | 
|gotta be underneath the picture. agencies give us a full report each | 
‘The rules that say babies or) year which shows exactly all work | 
|brides or animals get readership.| done on our account plus a finan- | 
The rules that say never show | ¢jal report in which the agency 
unpleasant situations. The rules  jists such things as overhead, costs, 
that say never joke with your|jncome, profits and hourly rates 


reader.” 


|@# Kenneth C. T. Snyder, vp and 
| tv-radio creative director of Need- 
ham, Louis & Brorby, Los Angeles, 
argued that the strict dimensions 
of television—the small screen, the 
fixed 1:1.33 ratio, the 58-second 
limit, b&w—stimulate greater ef- 
fort, which can result in more ef- 
fective commercials. He asserted 
that “you can visualize anything in 
the world,” and said, “When you’re 
working with just 150 words, you 
have to get down to an essential 
idea.” 


s Ted Lord, outdoor research di- 
rector of Daniel Starch & Staff, 
argued the case for research ap- 
plied to creativity. “Often a client 
will blame a medium for poor re- 
sults,” he said, “when it is really 
criticizing the copy, not the medi- 
um. 
“Continuing research is neces- 
sary to improving creativity,” he 
concluded, because no one knows 
all the answers or even all the 
questions, “and the only way to 
keep up with them is through con- 
tinuing research.” # 


‘Family Weekly’ Names 
Flanagan; Goes to Honolulu 

Family Weekly has appointed 
John C. Flanagan manager of its 
Chicago advertising sales office. 
Mr. Flanagan, a former western 
manager of American Magazine, 
was a partner of Badger & Flana- 
gan, media representative, until 
last fall when John Badger joined 
Suburbia Today (AA, Sept. 29). 
Until recently Mr. Flanagan oper- 
ated his own representative com- 
pany, John C. Flanagan Co. 

The Honolulu Sunday Adver- 
tiser will begin distributing Fam- 
ily Weekly with its May 3 issue, 
bringing the number of newspa- 
| pers which distribute it to 181. 


for our account.” 


|@ Howard Monk, president of | 
| Howard Monk & Associates, 
Rockford, IIl., a longtime opponent 
lot the 15% commission system, 
|explained his compensation sys- 
|tem to the audience. Following is | 
the “Monk method” of charging 
clients: 


e Charges are based on man hours | 
expended. Each staff member 
keeps accurate time records. Rate} 
of each staff member is a direct | 
reflection of salary. 
e A budgeted monthly fee is set | 
up based on estimated work load | 
and the client is billed monthly | 
at this figure. | 


e The agency commissions ac- | 
|cruing during the month are cred-| 
jited against the fee billing for 
that month. | 


|@ Quarterly reports are submitted 
|showing services rendered, com- 
missions credited, total fees paid, 
net out-of-pocket cost incurred. 
The difference is adjusted by a 
check from the agency to the cli- 
ent or vice versa. 


e No “surcharge” or add-on is 
made, or mark-ups taken on me- 
chanical or any other work. 


s “The fee billing procedure is| 
the total source of income,” Mr. | 
Monk said. “The client knows ex- 
actly what the agency is getting 
for its services—and the agency 
knows exactly what it is getting 
for what it is giving. 

“It’s a healthy and forthright | 
arrangement because each client 
has the added satisfaction of know- | 
ing we eliminate the problem of | 
having a few clients pay for the) 
bettaggee— used by all clients. Ev- | 
ery client pays his way pro rata, | 

“Under our system, no part or 
|area of advertising and marketing | 


sizes present their sales messages |ditures be adequate for the com- 
to the buyers in the market place, | petitive marketing job to be done, 
gathered together through the me- | and that in quality of content 
dium of a strong industrial press,” |their advertisements meet the 
Mr. Crain said. highest standards of the industrial 
“Most industrial advertisers | advertising field,” he said. # 


Presenting- 
your message 

to over 158,000 
marketing men 
and women 

for as low as 
$5 per ad! 


Complete coverage. Quick action. 
Low cost. That’s why it pays to 
run your classified ad in Advertis- 
ing Age. Try it! 


Use This Space to Print or Type Your Classified Advertising Message 


Classified Rates: $1.25 per line, minimum charge $5.00. Cash with 
order, Figure all cap lines (maximum—two) 30 letters and spaces 
per line; upper and lower case 40 per line. Add two lines for box 
number. Closing deadline: Copy in written form in Chicago office 
no later than noon, Wednesday 5 days preceding publication date. 


Display Classified Rates: take card rate of $18.75 per column inch, 
and card discounts, size and frequency apply. 


1 am enclosing $ 


My Name 
Street 


1 State 


THE ADVERTISING MARKET PLACE 


ADVERTISING AGE 


200 E. Illinois St. 4041 Marlton Avenue 
Chicago, Illinois Los Angeles 8, Calif, 


Clip and mail 


this form to: 
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Prove Effectiveness of Your Papers 


as Media, Veckly 


(Continued from Page 1) 
products. More proof that your 
audiences read regularly and with 
interest. More proof that business 
magazines deserve their share of 
our advertising investment. More 
proof that business magazines in 
your field deserve their share. 
More proof that your magazine 
warrants our use.” 

Advertisers and media, to a 
large extent, are guilty of having 
made advertising more of an in- 
tangible than it really is, Mr. Veck- 
ly asserted, “Perhaps unwittingly 
we in advertising—advertising 
managers, agencies, media, et al. 
—in attempting to justify this 
great selling force have attributed 
to advertising certain qualities it 
could not possibly assume,” he 
said. 


s “In the ’60s it will become even 
more apparent that the only way 


Admonishes NBP 


most carefully read in any field, 
but business paper publishers are 
not using their advertising col- 
umns as effectively as they might. 


® G. Carroll Buzby, president, 
Chilton Co., told the meeting that 
the '50s were characterized by big 
growth in business papers, but 
also by shrinking profit margins 
caused by rising costs. He predic- 
ted that the same problems would 
prevail in the ’60s. 

There is a great and continuing 
demand for higher publishing 
standards, for additional proofs of 
readership and advertising effec- 
tiveness, as well as for more and 
better market data, Mr. Buzby 
said. Merchandising and marketing 


| sophisticated 
lsearch currently being demanded 
|—raise the standards of publishing 
| but also raise the question of how 


services—particularly the more 
and scientific re- 


you can evaluate the effectiveness | far the publisher can afford to go 
of advertising is by first defining | in these directions, he said. 


the job it can do. To do this, the 
advertising manager must first 
define his advertising objectives. 
Not broad objectives like ‘to in- 
crease sales,’ but specific objec- 
tives that assign to advertising 
only those responsibilities over 
which it has control and objectives 
specific to each market or products 
campaign. 

“Let me give you an example. 
Our advertising objective for a 
specific product was to ‘show its 
advantages as a material to engi- 
neers and designers who would 
specify or influence its specifica- 
tion. This objective had not been 
changed for several years. 

“A survey made last year among 
the purchasers of this product dis- 
closed that the specification of 
this product had become standard, 
and designers and engineers no 
longer had an influence, So our 
objective was changed to ‘to show 
competitive advantage of the USS 
product to purchasing agents.’ 

“Business publications in the 
’60s have a real opportunity to be 
the keystone media in industrial 
marketing programs,” Mr. Veckly 
concluded. “But they must pro- 
duce and must prove that they can 
produce the advertising results 
that can be expected of them.” 


® The total volume of advertising 
will be more than $22 billion by 
1969 if the business grows at the 
same rate at which it has grown 
the past ten years, Dr. Howard T. 
Hovde, vp and treasurer of Co- 
ordinated Marketing-Management 
Corp., New York, told the pub- 
lishers. Under those circumstances, 
he said, business paper advertising 
volume in 1969 might be as much 
as $1.2 billion. 


® Because of the illness of Burton 
E. Hotvedt, Klau-Van Pieterson- 
Dunlap, what was scheduled as a 
two-phase report on “How Good 
Is Business Paper Promotion,” 
was delivered by James W. Mur- 
phy, advertising manager of Allis- 
Chalmers Mfg. Co., Milwaukee, 
reporting on a questionnaire study 
he and Mr. Hotvedt had made of 
reactions to business paper pro- 
motion. 

Emphasizing that the majority 
of advertising and agency men in 
the industrial field are not overly 
impressed with the quality of 
business paper promotion, Mr. 
Murphy said it is going to have to 
be considerably better in the ‘60s 
than it is now to achieve favorable 
attention. 

Publishers are literally swamp- 
ing advertisers with direct mail, 
he said, and they are not using 
advertising as well as they might 
to sell their own products. The 
advertising trade books, he as- 
serted, are among the best and 


| His own company, he said, has 


developed a research division of 
such dimensions that inevitably it 
will be necessary to move toward 
making it self-sustaining by 
charging fees for the work it now 
does without charge for adver- 
| tisers and agencies. 


® The ’60s will probably see fewer 
and better business papers, be- 
cause competition for readers’ 
time will grow more acute, and 
editors and publishers will have 
to define their fields more clearly 
'and focus on them more sharply, 
Irwin H. Such, editor-in-chief of 
Steel, told the group. 

Dr. Joseph E. Batchelder, direc- 
tor of the Industrial Advertising 
Research Institute, said he hoped 
that in ten years everyone in the 
industrial field could get away 
from talking in terms of circula- 
tion and “regular readership” of 
publications, and could swing to 
more sophisticated research, dis- 
cussing whether or not advertisers 
were getting their messages across. 

His discussion of research was 
followed by a panel on reader 
research, in which discussion lead- 
ers were H. Redfern Hollins, 
W. R. C. Smith Publishing Co.; 
Howard G. Sawyer, James Thom- 
as Chirurg Co., chairman, Business 
Publications Audit of Circulation, 
and Mr. Such. 


# A round table on business pub- 
lication packaging discussed for- 
mat and design, with participants 


Burns = Stewart Hildreth 


|including Allan J. 


| 


Oppenheim, | 
Western Advertising; Ernest R. 
Gauley, Consulting Engineer Pub- 
lishing Co.; Charles Hansen, art 


director and designer, and Frank | 


Richter, Watson Publications. 


# On Wednesday, Philip Salisbury, 
Sales Management, discussed how 
editors can help in meeting ad- 
vertisers’ needs (principally by 
producing a publication that gets 
read), and T. Richard Gascoigne, 
Hayden Publishing Co., discussed 
the role of the sales department. 
A group of three tf club officers 


presented a summation of various | 


phases of a study made among 
members of the tf clubs in Chicago, 
Cleveland and New York, report- 
ing, among other things, that some 
80% of the respondents expressed 
satisfaction with their jobs as 
business paper space salesmen and 
in general respected their publica- 
tions’ policies and the people under 
whom they worked. 

Results of the study were pre- 
sented by Robert J. Shea, Public 
Works Journal and president, tf 
Club of Chicago; W. G. Sheehan, 
Electrical South and Southern 
Automotive Journal, 1st vp of the 
tf Club of Cleveland; and Charles 
A. Wardley, Hardware Age, presi- 
dent of the Eastern tf Club. 

The ‘study, involving returns 
from some 250 business paper 
space salesmen, is the most inten- 
sive inquiry ever made in this 
area. It covers four areas: (1) The 
changing role of the salesman, size 
of territory, intensity of coverage, 
development of responsibility, etc.; 
(2) tools and equipment a sales- 
man needs to do a more effective 
job; (3) what salesmen are doing 
to improve their own productivity, 
and (4) 
salesmen challenge general mag- 
azines.” 

In general, it shows that an 
overwhelming proportion of re- 
spondents believe they are func- 
tioning at good levels of efficiency, 
but about 20% are concerned 
about reduced territories, the pos- 
sibility of reduced responsibilities 
and earnings, and possible loss of 
standing and security. 


® Morris Goldman, J. K. Lasser & 
Co., presented the annual NBP 
report on publishing costs, show- 
ing that in 1958 physical volume 
in reporting member publications 
was down 12% from the previous 
year. Revenue was off 4% and 
profits off 20%. He reported that 
costs are likely to increase, at 
least moderately, and emphasized 
that business papers cannot do 
research and merchandising re- 
quested by agencies forever with- 
out being compensated for it. 


‘= 


Dix Hollins Wilson 


INDOOR TYPES—After a healthy dose of the great outdoors, these 

gentlemen decided to do a little relaxing inside. They are Richard 

C. Burns, Mill & Factory; George C. Stewart, Constructioneer; John 

C. Hildreth, Chilton Co.; Arthur H. Dix, Conover-Mast Publications 

Inc.; H. Redfern Hollins, W. R. C. Smith Publishing Co., and William 
A. Wilson, Pit & Quarry Publications inc. 


“the business magazine | 


McKenna 


His talk was followed by a dis- 
cussion on costs and how to con- 
trol them, with these panelists: 
Edward S. Safford, Rogers Pub- 
lishing Co.; Luther P. Vrettos, 
King Publications; Bruce H. Dut- 
ton, Haywood Publishers Service 
Corp.; Robert E. McKenna, Chil- 
ton Co.; and Leo Haggerty, Con- 
over-Mast Publications. 


s The final session this morning 
was devoted to a general explana- 
tion and discussion of the study of 
mail questionnaire techniques 
made by Putman Publishing Co. 
(see story on Page 55) and two- 
way discussion of general media 
competition for business paper ad- 
vertising accounts. 

Russell L. Putman, Putman Pub- 
lishing Co., asserting that the 
amounts of advertising addressed 
to specialized business audiences 
currently appearing in general 
| media may be as much as $50,000,- 
| 000 or $75,000,000, said that it can- 
not be channeled into business 
publications merely by ridiculing 
current space-buying practices. 

Most general media purchases 
are made because “it is the glam- 
orous thing to do,” he said, asking: 
“Is there any reason why the 
specialized business publications 
can’t be more glamorous, impres- 
sive and exciting?” 


# A panel of three tf club officers 
discussed this aspect of the ques- 
tionnaire study these clubs have 
just completed, and reported that 


to general media, while only 63 
said they had not. They advanced 
a variety of suggestions for sales 
and other material which would be 
helpful in halting or reversing the 
trend. 

Participants in the discussion 
were G. C. Hooker, Industrial 
Equipment News, 1st vp of the tf 
Club of Chicago; Hugh Robinson, 
Purehasing, 2nd vp, Eastern tf 
|Club; and Robert E. Watts, Iron 
| Age, president, tf Club of Cleve- 
land. 
| Adm. Arleigh Burke, chief of 
naval operations, who was the ban- 
| quet speaker, asserted that the pos- 
| sibility of war is remote, but that 
| if it comes we have the capacity to 
destroy the Soviet Union. + 
| 
| Sanger Agency Buys McClellan 

Sanger-Funnell, New York, an 
agency which bills about $1,300,000 
in industrial accounts, has acquired 
McClellan Advertising Agency, 
Long Island, for a price “in excess 
of $50,000." According to Robert L. 
Neff, president of Sanger-Funnell, 
| the McClellan agency will be op- 
erated as a subsidiary and will 
| continue under its original name. 
He said Sanger-Funnell acquired 
the smaller shop to broaden its 
own operation and to acquire the 
McClellan account list, a string of 
electronics accounts billing about 
$750,000. Malcolm W. McClellan, 
former president of the McClellan 
agency, will be a director of San- 
ger-Funnell. 
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Kneisly 


BUSMAN’S HOLIDAY—Although leisure time at the NBP meeting was 

usually devoted to fun, occasionally there was shop talk. Here Kings- 

ley L. Rice, Technical Publishing Co., N. McK. Kneisly, Irving- 

Cloud Publishing Co., hold a critique a deux over a business publi- 

cation as Robert E. McKenna, Chilton Co., and David C. Kiefer, 
Steel, look on. 


Further Steps to 
ABP-NBP Merger 
Are Urged by Smith 


(Continued from Page 1) 


gether in a unified endeavor best 
suited to the needs of both paid 


|and non-paid business publications 


——to be spearheaded by the lead- 
ership of both Associated Business 
Publications and National Business 
Publications, plus the related lead- 
ership of the Congress and other 
government officials affected by 
the split personality which now 
exists. 


s “I am convinced that it can be 
accomplished. Such a mutual-in- 
terest get-together is closer than 
you may think,” he said. 

Mr. Smith also paid tribute to 
the “State of the Nation” dinner 
sponsored annually in Washington 
by NBP and asserted, “Nowhere is 
there a more productive device for 
creating the impression of the to- 
getherness—of the harmony—of 
the business press...The dinner 
truly carves out a real image of 
prestige for business publishing 
per se, unified though it may not 
now be.” 


@ In the annual election, P. M. 
Fahrendorf, vp of Chilton Co., was 
named chairman of the NBP board, 
succeeding Mr. Smith. Named vice- 


|chairmen were Louis J. Perrottet, 
169 respondents to their question- | 
naire said they have lost business | 


Electrical Manufacturing (for pub- 
lic relations); Marshall Haywood 
Jr., Haywood Publishing Co. (for 
membership); William L. Chap- 
man Jr., Medical Economics (for 
legislation); and John W. Hart- 
man, Bill Bros. Publications (for 
operations). 

Leonard A. Eiserer, American 
Aviation Publications, was named 
treasurer. Robert E. Harper was 
re-elected president, and William 
P. Giglio, vp, and Lorelli E. Lun- 
dry, secretary and assistant treas- 
urer in the association’s headquar- 
ters, were also re-elected. 

Messrs. Fahrendorf and Hartman 
were elected to four-year terms as 
directors, as were Joseph S. Pea- 
cock, Howard Publishing Co., and 
Leonard Tingle, Progressive Gro- 
cer. Appointed to fill vacancies on 
the board were Milton B. Kihl- 
strum, Miller Publishing Co., and 
T. Richard Gascoigne, Hayden 
Publishing Co. 


s A number of changes in the as- 
sociation’s by-laws were adopted 
with little discussion. The most 
important changed the wording of 
the by-law relating to eligibil- 
ity as it is concerned with auditing. 
The section originally called for 
auditing by “an independent audit- 
ing organization, acceptable to the 
board of directors.” This now reads 
simply, “an established auditing 
organization,” and presumably 
opens the possibility of member- 
ship to publications supplying au- 
dits other than those of ABC and 
BPA. # 
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Keep in Day-to-Day Contact with 
Management, Ad Managers Urged 


(Continued from Page 1) 
advertising,” he said, “but are 
frightened by the great costs of 
advertising today. It must be 
pointed out that advertising cost 
increases are no greater than those 
experienced by other parts of the 
business.” 


® On the same subject, Richard 
Moore, president of KTTV, Los 
Angeles, expressed concern over 
“signs of increasing acceptance of 
a point of view that is ashamed of 
and opposed to advertising.” In 
his opinion, the anti-advertising 
attitude will have an important 
effect upon the contribution of tv 
in maintaining the balance be- 
tween production and consump- 
tion of products in the 10 years 
ahead. 

There are, he pointed out, many 
who are persistently sniping at 
advertising on tv. The fact that 
the recent Academy Awards tele- 
cast carried no commercials is 
evidence of anti-advertising minds, 
who feel the awards would have 
been tainted by advertising. As 
other evidence of this attitude he 
cited a proposed California law 
limiting commercials to two min- 
utes, with only one commercial 
every 10 minutes, and the eight 
anti-ad moves cited by the Mag- 
azine Publishers Assn. (AA, April 
6). 

The net effect, is “guilt by de- 
finition” with all advertising con- 
sidered bad in itself, without 
distinction, Mr. Moore asserted. 
Announcing that he doesn’t be- 
lieve the public objects to adver- 
tising, and he wants to prove it, 
Mr. Moore offered “seriously and 
firmly,” to turn over one half hour 
weekly in good time, to run noth- 
ing but commercials. 

“We do reserve the right to sell 
this program for sponsorship,” he 
added. 


s Also addressing himself to cur- 
rent “attacks on all mass media,” 
Robert Elson, of Life, asserted the 
job is to prove that advertising- 
supported media are in the public 
interest. Mr. Elson admitted there 
is some element of truth in the 
feeling some media are failing in 
their duty. 


s Speaking of the role of adver- 
tising in management, Paul Willis, 
advertising vp of Carnation Co., 
said “advertising possesses no pre- 
rogatives nor vested right to man- 
agement participation. These must 
be earned through the cultivation 
of confidence and through effective 
performance. 

“This is achieved by recognizing 
and establishing that advertising 
is not an isolated facet of the 
marketing function, but an essen- 
tial and specialized part of a co- 
ordinated effort that for maximum 
results does require the specialized 
experience and talents of an ad- 
vertising man at the high-level, 
original planning stage,” he said. 

As a criterion of the importance 
of advertising in business, Mr. 
Willis pointed out that with com- 
panies in certain types of business 
the annual advertising budget is 
substantially greater than is the 
net profit after taxes. 

“This is true of Carnation, but 
certainly should not be construed 
in any negative sense,” he said. “It 
may well reflect a very sound and 
aggressive growth policy which 
will insure long-term stability and 
expansion.” 


= The change of emphasis from 
productivity to marketing didn’t 
take place until 1953-55, when, 
for the first time, the U.S. had 
more people employed in selling 
and servicing of things made for 
the market than were employed 


in the production of those things, 
John McLaughlin, marketing con- 
sultant, told the ANA group. 

“Stripped of all fancy words and 
trimming,” he said, “the marketing 
concept simply seems to mean that 
business concentrates all of its 
efforts and activities on creating, 
producing and selling things peo- 
ple want and will buy, instead of 
focusing all its efforts on selling 
what it makes.” 


® Based on years of study of suc- 
cesses and failures in businesses 
and products, his agency has con- 
cluded that the company which 
pioneers wins in the long race and 
gets the greatest profit return, 
Paul Morgan, vp of Campbell- 
Mithun, said. He reported that 
from such studies, the agency has 
developed a basic philosophy of 
helping clients pioneer. 

Mr. Morgan presented 11 ways 
to pioneer, and examples of such 
pioneering: (1) A product idea 
(Saran Wrap aluminum foil); (2) 
in product quality (Cadillac); (3) 
a product improvement (a better 
gasoline); (4) a line of similar or 
associated items (Pillsbury’s bis- 
cuits and cookies); (5) in packag- 
ing or design (baby foods in glass, 
Marlboro’s flip top box); (6) in 
consumer and_ dealer _ service 
(General Mills’ Betty Crocker 
home service); (7) in pricing 
(A&P’s low prices or in- 
creased prices); (8) in new meth- 
ods of distribution (vending mach- 
ines, Sears’ All-State insurance) ; 
(9) in public, employe and dealer 
relations (Bell Telephone); (10) 
in sales promotion (Kroger stores), 
and (11) in advertising (Hamm’s 
beer “From the land of sky blue 
waters,” “That Ivory look”’). 

“Glass Wax pioneered in pric- 
ing,’ Mr. Morgan said, “charging 
59¢ instead of the usual 17¢ and 
19¢. Incidentally, some of our 
clients are testing products right 
now that show greater sales vol- 
ume from higher prices.” 


= Mathematics can be a “new 
force” that may reshape many 
patterns of thinking in the field of 
marketing, Curtis Rogers, of Mar- 
ket Research Corp. of America, 
predicted. He explained he does 
not mean statistics as such, or the 
use of electronic data processing 
equipment, but the same princi- 
ples of higher mathematics now 
used in physics and engineering. 

Mr. Rogers said terms like “game 
theory” and “communications the- 
ory,” which stand for the mathe- 
matical principles governing pro- 
motion and organization, will come 
into common usage. “The building 
of mathematical models will re- 
veal previously unknown relation- 
ships between advertising alloca- 
tions, manufacturing margins and 
other key business elements.” 

He said that even now mathe- 
matics can help management an- 
swer such questions as: “How 
should promotional] effort be allo- 
cated among several products in 
our line?” and “How should pro- 
motional effort be varied under 
changing business conditions?” 


® Reporting on cost trends for 
print production, Clay Huff, vp of 
Batten, Barton, Dustine & Osborn, 
gave this breakdown of $2,000,000 
of such work his agency had billed 
in December, 1958: Art, 45%; en- 
gravings, 30%; composition, 15%; 
electros, 10%. 

All of these costs, except art, 
are rising slowly, with a projected 
annual increase of about 4%, Mr. 
Huff said. Art costs, which had 
not increased as rapidly as others 
until the last three years, are 
hardest to anticipate because most 
such work is done on an individual 
basis, he commented. # 


Last Minute News Flashes 
Armstrong, Fenton & Vinson Gets Electric Charles 


San Disco, April 17—Armstrong, Fenton & Vinson has been ap- 
pointed to handle advertising for the Charles, new electric automobile 
made by Stinson Aircraft Tool & Engineering Corp. First production 
models came off the line several days ago, and Dr. Charles Graves, exec 
vp of Stinson and president of Charles Motor Corp., said the company 
will be turning out Charles cars at the rate of 80 a month in July, with 
stepped-up production beginning in September. The Charles will be 
test marketed in Southern California, with other western areas to be 
opened 90 days later and national distribution scheduled to begin in 


mid-1960. Newspapers, tv and radio will be used in the test markets, | 


with magazines and outdoor advertising scheduled later. 


Cormac Ads to Introduce One-Step Photo Processor 

New York, April 17—Cormac Chemical Corp., which today intro- 
duced here a line of photographic developing and fixing solutions called 
Unibath, which combine developing, stopping and fixing operations 
in a one-step process, will use photo magazines, newspapers and trade 
publications to push the product. Wexton Co. is the agency. Frank 
Newman, formerly advertising director of Eutectic Alloys Corp., has 
been named national advertising and sales promotion director of Cormac 
Photocopy Corp. and Cormac Chemical, and J. C. Tohill, previously 
national sales manager of Ilford Inc., has been appointed Cormac Chem- 
ical’s national sales manager. 


Apple Institute Names Van Sant; Other Late News 

e The National Apple Institute, Washington, D. C., has assigned its ad- 
vertising account to VanSant, Dugdale & Co., Baltimore, effective July 
1. Charles W. Hoyt Co., New York, was the former agency. 


e Redbook is screening more than 30 agencies, seeking one to handle its 
$200,000 account, dropped by Ellington & Co. after it acquired the 
$500,000 account of Good Housekeeping in March. 


e United Artists will break a special newspaper and radio campaign 
in June for its new release “The Horse Soldiers,” starring John Wayne 
and William Holden. Odd-size ads (facing half-pages, L-shape and 
U-shape spaces) will be used in 400 to 500 dailies, plus spot radio in 
100 markets. Monroe Greenthal Co. is the agency. 


e Joseph D. Nelson, vp and account supervisor, Cunningham & Walsh, 
New York, has been appointed director of the account management and 
contract division of the agency. Mr. Nelson is already supervisor of 
Andrew Jergens and other accounts. 


e Frank Snell, formerly assistant to the creative director of Compton 
Advertising, New York, has been named business manager of the crea- 
tive department, a new post, and also a vp. 


e Tv sales boom—At ABC-TV, P&G renewed “Rifleman,” “Wyatt 
Earp” and “The Real McCoys” and added “The Detectives,” and part of 
“The Alaskans” and “Cheyenne” after dropping two westerns on NBC 
and “The Lineup” on CBS. Miles Labs and R. J. Reynolds signed a new 
western, and American Chicle, Whitehall and Carter bought a new mys- 
tery at that network, and American Dairy Assn. eyed Lawrence Welk. 
At CBS-TV, Kimberly-Clark and General Foods signed ‘Twilight 
Zone”; Pharmaceuticals bought ‘“Peck’s Bad Girl” as a Godfrey replace- 
ment, and Lorillard picked up alternate weeks on “Derringer.” At NBC- 
TV, Plymouth made official its buy of Steve Allen every Monday night. 
Ford dickered for a series of hour specials, and Philip Morris signed 
“Treubleshooters.” Firestone said its “Voice,” originally a radio show, 
now on tv, would leave the air June 1 after 31 years because no network 
offered it prime tv time. 


e Macmillan Co., New York book publisher, has moved its account 
from Kastor, Hilton, Chesley, Clifford & Atherton to J. M. Hickerson 
Inc., New York. 


e Rosel Hyde, senior member of the Federal Communications Com- 
mission, has been appointed to a new seven-year term. 


e Goss Co., Chicago, a division of Miehle-Goss-Dexter, has named Bu- 
chen Co., Chicago, to handle its advertising, effective July 1. Ladd, 
Southward & Bentley, Chicago, is the previous agency. 


e Livingston Coffee Co., Chicago, will introduce its new Fireside egg 
coffee in the New York metropolitan market in May. Advertising 
breaks around May 15 in 17 dailies. Keyes, Madden & Jones, Chicago, 
is the agency. Fireside egg coffee was first marketed last month in 
Chicago (AA, March 16). 


e Richfield Oil Corp., Los Angeles, will use nine color pages in western 
split-run editions of Life and Look, marking the first use of these edi- 
tions by a western oil company. The ads will begin in Life April 27 
and Look May 12 and run through December. Six of the nine ads will 
also run in two colors in the Pacific Coast edition of True, and several 
will run in four colors in the western edition of The American Weekly. 
The remainder of the campaign calls for heavy use of outdoor and 
painted bulletins, two-color newspaper ads, the “Richfield Reporter” 
on CBS Pacific Radio Network, and radio and tv spots. 


e General Mills is currently introducing nationally Betty Crocker 
Quick Bread Sticks—a new refrigerated and ready-to-bake product. 
Local newspaper supplements and large-space ads in dailies will be 
used in major markets throughout the U. S. Knox Reeves Advertising, 
Minneapolis, is the agency. 


e Peoples Gas Light & Coke Co., Chicago, will begin a campaign Tues- 
day (April 21) to promote installation of combination gas heating and 
cooling units in homes and businesses. Newspaper ads in the four Chi- 
cago dailies and the Midwest edition of the Wall Street Journal, out- 
door, spot tv and direct mail will be used. Needham, Louis & Brorby, 
Chicago, is the agency. 


e United Vintners, San Francisco, consolidated all its advertising in 
one agency this week, naming Honig-Cooper, Harrington & Miner to 
replace Young & Rubicam on its Petri division, effective Sept. 1. Honig- 
Cooper has handled the Italian Swiss Colony division of United Vint- 
ners since 1951. 


e Time Inc. told a stockholders’ meeting Friday that advertising on 
order for the second quarter in its magazines was “about 8.5% ahead” 
of the same quarter last year. Net after taxes for the first half of 1958 
was $5,350,000, but Roy Larsen, president, said the company “may im- 
prove on that showing” this year. 
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H. GORDON SCOWCROFT, 


formerly 
director of marketing development 


of Campbell Soup Co., has 
joined United Fruit Co., Boston, as 
vp in charge of marketing. 


FCC Lifts Bans 
in Move to Fill 
TV Service Gaps 


WASHINGTON, April 16—In 
moves to fill the gaps in the na- 
tion’s tv service, the Federal Com- 
munications Commission this week 
withdrew its objections from a 
variety of stop-gap arrangements 
designed to relay broadcasts into 
isolated and remote areas. 

The actions involved a green 
light for community antenna sys- 
tems and translator stations, and 
a proposal for legislation legalizing 
vhf repeaters which have been 
built on a bootleg basis in many 
rugged areas, particularly in the 
West. 

Also on the tv coverage issue 
this week, the commission was 
reported to be moving toward a 
watering down of engineering 
standards in an effort to bring 
additional stations into population 
centers which still lack a third 
vhf service. 


= The plan, which is regarded as 
a short-run solution to the current 
shortage of stations, would involve 
“drop in” of additional vhf stations 
in markets which currently have 
only two stations. The plan hinges 
on a proposal that FCC waive 
stringent engineering rules which 
prohibit the use of the same chan- 
nel for stations less than 170 miles 
apart. 

There have been estimates that 
at least 35 of the top 125 markets 
would be eligible for “drop ins” 
under the modified engineering 
standards now receiving consider- 
ation. 


a For the long range FCC still 
talks officially of shifting all tv 
to the uhf band. However, the 
commission recently received word 
that the Department of Defense 
may be willing to release portions 
of the vhf band currently under 
its control. 

Conferences are currently being 
arranged in the hope that sufficient 
new vhf “space” will be obtained 
to clear the way for 18 to 20 
additional channels in the vhf 
band. While these channels could 
not be received on existing sets, 
industry and commission experts 
believe the adoption of a new all- 
vhf tv system with as many as 30 
channels would represent a far 
more practical long-run solution 
to the tv allocation problem than 
the oft-rebuffed proposal to shift 
to the unpopular uhf band. # 


Long Retires from ‘Cue’ 

W. T. (Shorty) Long, vp of Cue 
Publishing Co., New York, retired 
April 15. Mr. Long, who has de- 
voted most of his time and atten- 
tion to alcoholic beverage adver- 
tising since Repeal, first with 
Esquire, then with Liquor Publi- 


cations, and with Cue since 1950, 
| will continue to serve as a con- 
‘sultant for Cue in that field. 
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Ad Battle of Steel Institute, Steelworkers 
Union Near End as Contract Talks Approach 


New York, April 14—Two of the 
“most unusual advertising cam- 
paigns in business history” are 
about to come to a close. 

The beat-inflation-by-holding- 
the-line-on-wages campaign 
which American Iron & Steel In- 
| stitute has been running since Jan- 
uary in 400 newspapers in 28 states 

will bow out at the end of April. 

| Also (although it has not been 
finally decided) the campaign that 
United Steelworkers of America 
(CIO), Pittsburgh, has been run- 
ning since January in 40 newspa- 
pers, stressing the importance to 
the community of a labor force 
jable to purchase the things it 
heeds, is expected to be termi- 
|nated about the same time as the 
institute’s campaign. 

The Steelworkers fired the first 
gun. In a series of weekly ads 


How many washers and dryers could your 
dealers sell for an extra billion dollars? 


Remanther the mere you EARN the more pow BUY 


United Steelworkers of America 


iz 
CONSUMPTION-POWER CAMPAIGN—ToO 
build public support for its side 
in the forthcoming negotiations, 
United Steelworkers of America 
used a series of ads like this to 
show the value to business of in- 
creased buying power on the part 
of its consumer members. 


which have been running since 
| the first week in January, the un- 
{ion has stressed, industry-by-in- 
| dustry, how an extra $1 billion in 
the pockets of 1,250,000 steelwork- 
ers would bring substantial bene- 
fits to the whole national economy. 

Robert Wiltman Co., Pittsburgh, 
is the agency. 


s The institute, an association of 
100 steel companies, opened re- 
taliatory fire Jan. 26 on an every- 
other-week basis, emphasizing the 
effects of the inflationary spiral 
on the economy generally and 
pointing out specifically how high- 
er costs in the steel industry 
would increase over-all costs in 
virtually all other industries. 

Hill & Knowlton is the agency. 

For the most part, the general 
public does not seem to have been 
particularly impressed or even 
aware that these ad campaigns 
represented what may be de- 
scribed in military terms as bar- 
rage and counter-barrage prelimi- 
nary to a major attack. 

Labor contracts expire June 30 
|in the steel industry. Formal con- 
tract negotiations open here May 
18, with four-man teams repre- 
senting the industry and the un- 
ion, But these will be largely pre- 
liminary. The real negotiations 
will get under way June 1. Mean- 
while the steel industry is operat- 
ing at close to full capacity, be- 
cause steel] users are buying heav- 
ily in fear that there may be a 
strike July 1. 


= Despite the fact that the steel 
industry is operating at an esti- 


|mated 93% of capacity, there are 
still reportedly 80,000 steelwork- 
ers unemployed. Employment has 
risen only 20% since last April, 
while monthly production has in- 
creased nearly 100%. The union 
insists that labor is the main fac- 
tor responsible for increased pro- 
|ductivity and that the steel com- 
panies can afford to pay more in 
wages and cut hours. 

As the union’s ads have pointed 
out, if the steelworkers get more 
money they will be able to buy 
more autos, clothing, appliances, 
etc. But critics of this philosophy, 
including the institute, counter 
that the union’s position will lead | 
to more inflation, and that the re- | 
sult will be higher price tags for | 
consumer goods generally, be-| 
cause the steel companies will post | 
higher prices on all steel products 


# In its ads the institute warns 
“Some people think they can en- 
joy a little inflation. But too soon 
comes the day when rising costs 
force prices up so high people 
don’t have enough dollars to go 
around.” 

The union has run its ads and, 
more or less, let it go at that. But 
the institute has sent out 25,000 
pre-prints of each of its ads to 
member companies for distribu- 
tion in local communities. It has 
also developed suggested radio 
scripts to be used as commercials 
by member companies. Of the in- 
stitute’s members, 14 companies 
have used some of these. Also 


INCREASE 


In steelworkers’ wages and 
benetits in 16 years 


Inflation robs us all 


ANTI-INFLATION CAMPAIGN—A meri- 
can Iron & Steel Institute’s cam- 
paign against inflation, which has 
run since January in 400 news- 
papers in 28 states, will draw to a 
close at the end of April, as steel 
wage contracts come up for renew- 
al negotiations. 


several of the steel companies 
have reproduced the _ institute’s 
ads in their house organs, and 
about eight companies have repro- 
duced the institute’s ads, with 
variations, as part of their own 
advertising programs. 


® How effective have the cam- 
paigns been? Nobody can say. But 
Sen. Estes Kefauver (D., Tenn.) 
has called a Senate committee 
meeting April 22 to investigate 
steel wages and prices before in- 
dustry-labor contract negotiations 
begin. 

Is the advertising likely to have 
any effect on the contract nego- 
tiations? Nobody seems to think 
so. But, it is pointed out, the steel 
companies and the union have 
used advertising to outline the es- 
sential points of their respective 
cases before the bar of public 


opinion, in the belief that public 
sentiment can materially influence 
the final results of the negotiations. | 


Advertising Age, April 20, 1959 


AVERAGE SPONSOR RATING 


BY TYPE OF PROGRAM 


VARIETY 
QUIZ & PANEL 


ee ee 
EAB US 


GENERAL DRAMA [iT |22 23.4 
SITUATION COMEDY ST ||| RS 24 2 
CRIME& MYSTERY Si 56 RN 245 


WESTERN 
ADVENTURE 


ADVERTISING IMPACT—Variety, quiz, 


a ee 
a ewe 


general drama and situation com- 


edy appear to provide the best climate for an effective network tv 

commercial, according to this “sponsor rating” comparison pre- 

pared by Norman, Craig & Kummel. The figures to the right are the 

average Nielsen total audience rating for the first November, 1958, 

report. The agency figured the circled “sponsor rating” by applying 

Trendex sponsor identification percentages (covering June, August, 
and October data) to the rating. 


Non-Violent TV Best for Sponsor 
Identification, NC&K Study Finds 


(Continued from Page 2) 
that the agency had to work with 
the data available; Nielsen has no 
SI figures. An analysis last week 
in ADVERTISING AGE used more up- 
to-date Trendex figures on spon- 
sor identification and ratings (AA, 
April 6). 

Mr. Norman called attention to 
the fact that most of the high 
“sponsor rated” shows as compiled 
in the study are (1) live rather 
than film (the agency hasn’t had 
time to evaluate the effect of tape, 
if any, on SI scores); (2) “warm, 
human, friendly” and (3) not 
western, crime, mystery or adven- 
ture shows. 

The agency executive said he 
believes the low sponsor recall on 
westerns and action programs 
stems from the tendency to forget 
unpleasant things like shootings, 
murder, mayhem and danger. 

What then about “Maverick,” the 
highest rating show with which 
NC&K is associated? Is this a bad 
buy? 

“Maverick,” Mr. Norman ex- 
plained, is different. First, it has 
a high sponsor rating for a west- 
ern—No. 16 on one of the periods 
tabulated by the agency. Second, 
it is not a typical shoot-em-up. 
Maverick is a warm guy, he makes 
mistakes, he doesn’t always win; 
the show is a_ tongue-in-cheek 
western, he continued. 


s The real shocker in the presen- 
tation comes when the agency 
shows the variance between spon- 
sor identification on different pro- 
grams presented by the same ad- 
vertiser. 

Among the factors which tend 
to increase viewer recall of the 
sponsor, according to the reports, 
are: 


e Every-week rather than alter- 
nate-week sponsorship. 


e Hour rather than half-hour 


show. 


e Evening rather than daytime 
show. 


e Staying with the same show for 
a long period of time. 


e Use of the show’s star in com- 
mercials. 


e Use of the sponsor’s name in 
the title and on camera during the 
show, on the curtain, etc. 


e Scheduling of single-product 
rather than multiple-product com- 
mercials, 

But none of these, Mr. Norman 
said, is as important as the show 
itself and the climate it creates 
for the selling message. 

Robert B. Rogers, Trendex exec 


|vp, termed the NC&K study very 
interesting. He said the sponsor 
rating might be a good antidote 
lfor the “cost-per-1,000 mania 
which sometimes reaches ridicu- 
lous proportions.” The sponsor rat- 
ing should be of great interest to 
advertisers, he added, unless they 
| just want to be “entertainers.” 

No comment was forthcoming 
\from Trendex on the reasons for 
the generally poor showing of 
many high rating shows on SI 
(AA, April 6), but the research 
|company may be keeping its the- 
ories to itself for diplomatic rea- 
sons, 

As to Mr. Norman’s puzzlement 
over why sponsor identification 
figures aren’t used more, industry 
sources think there may be two 
very good reasons for it—agencies 
and networks. The networks have 
no desire to give added stature to 
a measurement which deflates the 
audience reached by the sponsor. 
And no agency wants to go to a 
client and call attention to how 
bad a job its commercials are do- 
ing. 


= The networks instead like to 
talk about such things as mam- 
moth ratings and low cost per 
thousand. American Broadcasting 
Co. this week was talking about 
the latter. 

Its latest research bulletin lists 
the top ten network shows in 
terms of cost-per-1,000 per com- 
mercial minute, as figured by Niel- 
sen for January and February: 


1. Wagon Train (National Biscuit, 


R. J. Reynolds, Ford, NBC) ........ $1.64 
2. Maverick (Kaiser, Drackett, ABC) .. 1.70 
3. Lawrence Welk (Dodge, ABC) ...... 1.73 
4. Rifleman (P&G, Ralston, 

A Pe 
5. Sunday News Special 

(Whitehall, Carter, CBS) ............ 1.80 
6. Gunsmoke (Remington-Rand, 

Liggett & Myers, CBS) 0.000000... 1.87 
7. Wyatt Earp (General Mills, 

NED iiriaciaceouseisevinsestivesvinssia 2.00 
8. Real McCoys (P&G, Sylvania, 

SUE) wrath bites eicemansitariniccaiiniaics 2.00 
9. Price Is Right (Speidel, Lever, 

SND piscietadbiainaiasckvis ove lie beishnasssibes 2.02 
10. Sugarfoot (various sponsors, 

WTED Von stnesh season gochchkosvesibalebaaausineccs 2.04 


In this field of combat, the 
rough and ready westerns shaded 
|the warm and friendly easterns by 
placing six on the top ten. # 


Becomes Atkinson-Coker 

Harry Atkinson Inc., Chicago, 
has changed its name to Atkin- 
son-Coker. William G. Coker, who 
joined the agency in 1949, be- 
comes exec vp of the agency, 
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CONFIDEN 


is a fact ¥ 


HOW ADVERTISERS RANK 
NATIONAL MAGAZINES 


Total Advertising 


Rank Magazine Revenue 
1 LIFE $26,800,058 
2 Saturday Evening Post 19,597,481 
3 Time 10,390,763 
f Look 9,343,422 
5 Ladies’ Home Journal 7,360,518 


Source: P.1.B., Ist Quarter, 1959 
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The confidence in LIFE expressed by adver- 
tisers is paralleled by the confidence of retailers, who 
again have named LIFE top brand in the magazine 
field—by tieing in with LIFE in their own newspaper 
advertising 6 to 1 over the next leading general magazine. 


Such confidence comes naturally when you 
consider LIFE’s readers. Aware and imaginative, they’re 
active participants in the business of living and buying. 
32,000,000 strong, they turn to LIFE each week for 
news of the world and of products for better living. 

Their confidence in LIFE leads to confidence in the 
advertising in LIFE which in turn leads them to the 
stores week after week. 
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